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This essay will present why there is a need for a new product/service for Ibis London Stanford Hotel. Following some research done on Ibis London Hotel car park, reviews are saying that there is no car park at Ibis London Stratford and that the guests needs to park in public car parks (Tripadvisor, 2022).It is positioned from a short walk from Westfield Shopping Centre, Canary Wharf and O2 Arena giving access to all the venues and events making this project even more needed (Accor , 2022).In order to plan we need to use the 4P’s in Marketing Mix: As a product/service we have a multi-story car park that would be promoted and distributed through social media ,television and emails. As part of promotion, valeting will be included in the price and offered to customers that are staying in the hotel more than 2 nights. Using the Marketing Mix communication, the target audience will be business travellers because of the location of the hotel next to airports and train station, using press release, focusing on the direct marketing, specially to advert on all social media platforms, use of the email address to existing customers to offer sale promotion According to Are Morch (2016) hotels car parks are a new, valuable revenue stream and adding an extra performance possibility to get the most of hotel car parking. The car park being a basic product will already have the advantage of the Ibis- Accor brand and in order to bring more value to the product and service it will be delivered with additional service and extras becoming an augmented product that will be introduced to the customers. Before to be presented to the public there is the need for meticulously research and according to Yogesh et al. (2021) the use of internet and social media in particular have changed the pattern and the guest’s behaviour and that social and digital marketing brings on the market more substantial prospects through brand awareness, low cost and increased sales .To be able to promote the new service/product, segmentation, positioning and targeting needs to be used in order to know exactly which segment of the market this product/service will be offered  .After the researching and segmentation the market this product/service will be  offered mostly to commuters, business travellers loyal customers and targeting locals, London being such a busy town with not so many parking options, or if there is it will be very expensive in the city centre according to Enjoy Travel(2022). In order to offer the customer, the best experience web site will have to be monitored proactively and deal with all the issues right before it will affect the consumer (Kotler and Armstrong, 2001). Knowing the market, understanding the consumer needs and wants, design and build an integrated marketing program, research, select customers through segmentation and targeting, manage and understanding customer data, building strong brands, creating real value all this is a part of creating value for guests and building customers relationships. (Kotler 2003). SWOT Analysis: This product/service strength is that is unique, an underground car park with different facilities and amenities, not many car parks in London, and if they are they are very expensive and crowded. Not doing enough research, not having the correct price, not investing enough in advertisement, promotion could be the weakness of this product and launching it would be a failure. Investing time and money could bring more revenue and returning customers, offering a new product that can be useful to locals as well. Opportunities - to add more value to the brand, bringing more guest, locals and keeping the loyal guest returning and with happy experiences. As threats: competitors lowering the prices, offering free day passes, environment (Strauss2014). As a communication plan for this project for advertising television, radio, press and social media will be used to promote the product. Reception, social media will be used for personal selling. As sales promotion valeting will be offered, free car park for more than 2 days stay in the hotel. When it comes to public relations social media, online websites, questionnaire and personal sells will be used.as a direct marketing, emails and social media. Advertising needs to be done before launching the project and kept ongoing. Storytelling approach are proved to be effective and hugely successful according to McKevitt (2018), creating a new corporate identity, making emotional approach a huge success. So, marketing plan for Ibis will be focused mostly on research and investing in promoting to the right segment of the market but not before analysing all the data available: how many car parks are around the hotel, including the public ones, what price, how many hours you are allowed to stay, are there any underground car parks, what are the offers. And the promotion will change every month, bringing something new every time.
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