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Introduction 
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Infroduction

Amarketing planis called a roadmap of a firm that
helps it define objechives, figue out taget
customers, and have the idea of the impact of a
marketing campaign. A markefing plan can be
both short ferm and long ferm based on

orgarnisational objectives. A company complies
with a series of acfivifies for designing a marketing
plan. A marketing plan & essential for all company
inat has o make better in their business operations
and satisfy the target customers.





A marketing plan is called a roadmap of a firm that helps it define objectives, figure out target customers, and have the idea of the impact of a marketing campaign. A marketing plan can be both short term and long term based on organisational objectives. A company complies with a series of activities for designing a marketing plan. A marketing plan is essential for all company that has to make better in their business operations and satisfy the target customers. It matches the marketing goals and business objectives. It means that the marketing department of a firm develops a marketing plan based on business objectives. Besides, everyone in the company keeps on the right track for attaining organisational goals and outcomes (Shelegia, 2012). Through a marketing plan, the marketing department of a company knows what factors are the most important for getting the intended outcomes. Therefore, a marketing plan is helpful for a firm. 

About Bibendum 
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Bibendum is a restaurant that is included in the
Relais & Chateaux group of hotels since 2019. It
was built nearly by 1911 in Chelsea, London. The
restaurant offers various types of services in the
food menu. It offers Bibendum egg. crapaudine
beefroot, Cornish crab, wild Scottish halibut, veal
sweetbread, Galician beef, Cornish hyssop, and
others in the taste of seasons menu (Verbytska,
2021). It offers Bibendum eggs, pine nut Nosotto,
Cornish cod, Poulet au vinaigre, ice-cream trolley,
wine and water on the lunch menu. It also offers
various foods and drinks in “A La Carte Menu” and
“Truffle menu™.





Bibendum is a restaurant that is included in the Relais & Chateaux group of hotels since 2019. It was built nearly by 1911 in Chelsea, London. The restaurant offers various types of services in the food menu. It offers Bibendum egg, crapaudine beetroot, Cornish crab, wild Scottish halibut, veal sweetbread, Galician beef, Cornish hyssop, and others in the taste of seasons menu (Verbytska, 2021). It offers Bibendum eggs, pine nut Nosotto, Cornish cod, Poulet au vinaigre, ice-cream trolley, wine and water on the lunch menu. It also offers various foods and drinks in “A La Carte Menu” and “Truffle menu”.  

Marketing plan of Bibendum 

[image: image3.png]h

plan

A moarketing plan contains several stages. These stages of a markefing plan
are dictatedin the section.

« Executive summary: A fim dictates a short summary of ifs organisafion and
its operational activitiesin the executive summary.

« Missions, visions, and values: In markefing, a frm shows ifs vision in the long
term. It also defines the mission statement for attaining the vision. Besides,
te firm also shows valuesin the stage.

«Current market and compefiion: A firm examines fhe curent market
position while developing a markefing plan. If also focuses on compefitors.
It examines, competitors' overall marketing strategies and ther srong points
as wellas challenges.




Bibendum restaurant follows the below-stated steps for making an effective marketing plan for attracting new customers after the lockdown. 
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Executive summary 

At the initial stage of the marketing plan, the Bibendum firm must start with writing an executive summary. In the executive summary, the firm must include the organisation’s name, a brief summary of the organisation. 

Missions, visions, and values of Bibendum 

The restaurant must indicate the missions, visions, and values in the marketing plan. The vision of Bibendum may be to become the largest and leading firm in the UK. The mission statement of the firm is to attract new customers after the pandemic lockdown. It also includes organisational values that have been practised for several years. 

Identification of the current market and competition
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+Target customers: A firm defines torget
customers from the market segments. It
evaluates organisational - potentiality
while selecting a porfion or porfions of
the entire market.

«Markefing goals: A fim organisational
godls  redistically  (Horani, 2020).
Therefore, it uses SMART goals
principles fo make suitable andrealistic

goals.





In this step, Bibendum finds out the current position in the market after the pandemic lockdown. Due to the pandemic situation, the current market situation of Bibendum restaurant is not well. The firm has to thoroughly analyse the organisational strengths and weaknesses by following the model of SWOT analysis. As a result, it can know the required areas needed to improve and the areas needed to adapt to the changing environment. The firm also understands the degree of competition in the market. It has to know competitors’ marketing and leading strategies. Bibendum can also practice competitors’ swot analysis to examine the positive and challenging aspects of competitors (Peter and Olson, 2010). The firm has to compete with Wine Workshop & Kitchen South Kensington, The Chelsea Corner, B Bagel Bakery Bar, The Five Fields, Wulf & Lamb-Chelsea, Jolie, Medlar, and other local as well as national restaurant firms. Bibendum must have to know its competitors’ best-selling product items, social media marketing strategies, online marketing strategies, and their growth rates. 

Determination of target customers 

A firm has to determine the target customers based on organisational feasibility and profitability to succeed in the market. Bibendum has to select the target market from the market segments. Therefore, the firm analyses the entire market and divide the market based on several aspects. It is preferable to practice the demographic segment aspect for the firm to segment the market (Karshiyevna, 2021). It may divide the whole market based on age, gender, income level, and factors of demographic characteristics. From the segmentation, Bibendum needs to choose those segments that have a greater potentiality to capture the target market. 

Outlining marketing goals

Bibendum defines marketing goals specifically. The marketing goals also be definite in number or percentage. For example, the firm may decide to increase the sales rate by 20% and the revenue by 15%. A vague and generic goal does not effective. The firm may practice the SMART goals model to make organisational objectives productive (Zia and Rao, 2019). The term includes a goal that must be smart that can be measurable. Besides, the goals do not become unrealistic rather they would be attainable and relevant. The goal will also follow the principle of time. It means that goals must be attainable at a predetermined period of time. 

Marketing strategy
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« Markefing strategy: A firm practices the seven Ps of marketing fo
uphold its products or servicesin the farget market.

« Markefing budget: A firm determines a suitable budget fo materials
amarketing plan. It also pays attention to the future retum from the-

budget.

Thereby, a firm produces a fruitful marketing plan following the
above-stated stages.




Bibendum needs to practice a suitable marking strategy. Therefore, it may practice the marketing mix or extended marketing strategy. The extended marketing mix strategy is effective for each firm in the digital age. The extended marketing mix possesses seven components. It must follow the suitable quality of products that attract new customers as well as the existing customers. It may add new products and features of existing product items. To influence customers, the firm may ensure nutrition and a standard of quality of product items. It needs to modify the existing pricing strategies for attracting new customers. It may reduce price levels of all product items as customers are careful of price rates of product items. The firm is situated in Chelsea that is historically attractive for travel lovers. However, the firm has to ensure productive delivery speeds of product items. The firm may practice different types of promotional activities via using various promotional channels. It may use both online and offline advertising channels to attract its target customers. The fifth term of the marketing mix is people (Aimiuwu, 2018). Bibendum restaurant may train employees to inform them of the ways to show pleasant behaviour towards customers and how to influence customers. The physical evidence of Bibendum restaurant is attractive. The building of Bibendum is well furnished as well as the organisational layout and brand are attractive for new customers. The last element for the marketing mix process. The firm may make the organisational process digitalised including cashless payment systems. 

Marketing budget 

Bibendum makes a smart budget that meets the required capital for materialising the marketing plan. A firm may fall in vain due to lacking enough budget for running the marketing plan. Therefore, Bibendum must set the budget in such amount that meets the requirement of the capital of an effective marketing plan. In the step, the firm has also need to appraise the sectors of collecting budget for the marketing plan. In the section, Bibendum may evaluate the potentiality of the budget. It means that the firm needs to understand the future return from the budget. Thereby, a firm can conduct a marketing plan for attracting new customers. 

Security issues of Bibendum 
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Security issues of Bibendum

In the Covid-19 pandemic time, Bibendum has to provide safety to customers. Therefore, the
firm maust follow the principles of maintaining social distances in the restaurant. It may offer face
‘musk customers to ensure safety. Besides, the Bibendum has to maintain sanitising norms in the
restaurant. It may make aware of its customers the corona virus as well as the requirements of
Surviving from the pandemic (Adel Saleh M and Aimin, 2015). Another aspect of ensuring the
safety of customers is to run cashless systems in the restaurant. As 2 result, customers can pay
online system where they do not need to pay at the cash counter. Thereby, it can ensure the safety
of customers and make superior values.




In the Covid-19 pandemic time, Bibendum has to provide safety to customers. Therefore, the firm must follow the principles of maintaining social distances in the restaurant. It may offer face musk customers to ensure safety. Besides, the Bibendum has to maintain sanitising norms in the restaurant. It may make aware of its customers the corona virus as well as the requirements of surviving from the pandemic (Adel Saleh M and Aimin, 2015). Another aspect of ensuring the safety of customers is to run cashless systems in the restaurant. As a result, customers can pay online system where they do not need to pay at the cash counter. Thereby, it can ensure the safety of customers and make superior values. 
Conclusion 
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Conclusion

A marketing plan gets a firm the best potential direction to enhance its brand
value in the market (Huong, 2021). A firm must comply with the required stages
1o produce an effective marketing plan.




A marketing plan guides a firm on what to do for the marketing campaign. It also outlines the firm how to influence its target customers (Abdullah Saif, 2015). A suitable marketing plan helps a firm to become a market leader in the hospitality industry. It helps the firm to attain the intended business goals. 
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Section – 2: Marketing Plan
Introduction
Bibendum has placed itself as a luxury hotel service organisation. With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers. The services offered by Bibendum are being offered from its establishments on the seaside of the great The British Sea (Wilson, 2018). They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it. The marketing report will help the organisation identifying the scopes to overcome the challenges of the global pandemic.
Applying the 4Ps of Marketing (The Marketing Mix)
Winning competitive advantages over the competitors is the core target for the business managers. The marketing manager of the organisation thus tries to find out the impactful factors that will help them to create an impact in the market (Davidson, 2019). This is when the marketing mix is being used by the marketing managers of the organisation. The marketing mix is being applied below for Bibendum:
Product: In Bibendum product is the service that is being offered by the organisation to the customers. In offering the services, the organisation should adopt the approaches of simplicity and comprehensiveness (Russvelt, 2020). Through analysing the services offered by Bibendum include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls. All of these services indicate compactness in their service ranges. 
Price: Bibendum has placed itself as a luxury hotel service organisation. The organisation utilises the natural beauty surrounding the hotel as its core competitive factors. This is why ranges of services can be provided by the organisation. The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330 (Denson, 2019). 
Place: In the travel and tourism industry, place is a crucial factor for businesses. With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers. The services offered by Bibendum are being offered from its establishments on the seaside of the great The British Sea. They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it (Sergio, 2020). Besides, there is a private beach that helps the management to increase consumers’ perceived values more.
Promotions: Attracting and reaching to the consumers is a crucial task for the marketing managers. The marketing managers need to adopt integrated marketing approaches in order to attract more consumers and compete with the competitors. Such promotional approaches have been found missing in Bibendum The marketing managers still use the traditional channels like newspaper advertisements and billboards (Lovour, 2020). These approaches can only attract the local touristers. Besides, they have a well organised and useful website that helps them to grab the attention of international tourists. Further approaches like digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Bibendum (Lovour, 2020).
Analysing the Macro Factors for Bibendum
For greater business understanding and setting competitive strategies, the management of the business organisation must have sufficient knowledge about the external business factors. The effects of the external business factors can be overcome through proper analysing and setting effective strategies (Veren, 2021). Thus, market shares can be increased and competitive advantages can be gained.
Political: The government of the country and its associated factors are being included here. The The British governments are not very wealthy and thus the global pandemic has hit the businesses really hard. The financial benefits provided by the government are not sufficient for the businesses to turn around (Polard, 2019). This is why the management of Bibendum must spend the money after developing marketing strategies. The digital marketing activities can be the best usages of money as with little money, more results can be generated. 
Economic: The economic conditions around the world are revolving from the effects of the global pandemic. Tourists around the world have started to travel to different places and they are interested to spend too. This economic tendency of people must be used by the marketing managers of Bibendum (Tensils, 2018). Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money.
Social: The social practices of the local The Britishs are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Bibendum in welcoming more international tourists in the hotel. These social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.
Technological: Usages of technologies are a great advantage for businesses in recent times. The management of Bibendum has used technologies positively in the development of its services (Cathonic, 2021). The rooms and dining halls are equipped with modern accessories and facilities. Besides, latest safety measurements are being used in adventurous water sports. The organisation also has a modern and organised website to serve the international customers. However, the application of technologies in marketing services through digital channels have been found missing in the operations of Bibendum (Davidson, 2019).
Environmental: The management of Bibendum is well aware of the environmental issues and thus abides by the international and local regulations regarding waterbody reserve and usages (Denson, 2019). None of the operational activities harm the environmental balance. On the contrary, the organisation tries to utilise these natural advantages in its growth. This promotes the natural beauty surrounding the hotel areas. The great The British Sea in front is being used for adventurous sports and an in-water park of sculptures. The sea foods are being served fresh.
Legal: The legal aspects ensure that the business organisation is abiding by the laws and regulations given by the government and other tourism related authorities. The management of Bibendum implements these regulations strictly. Even, due to the global pandemic, the health and safety protocols at the hotels have been drastically changed. The management of Bibendum has also implemented these protocols in the operational processes. The employees and staff have been given international training on health and safety management. Thus, these skilled individuals are ensuring the safety of the incoming visitors at the hotel (Sergio, 2020). The marketing manager of can promote these health and safety protocols and benefits to the targeted customers and assure them about the safety in staying and arranging events.

Analysing the Micro Factors for Bibendum
	Factors
	Assessment

	Strengths
	· In offering the services, the organisation should adopt the approaches of simplicity and comprehensiveness. Through analysing the services offered by Bibendum include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls (Davidson, 2019). All of these services indicate compactness in their service ranges. 

· The services offered by Bibendum are being offered from its establishments on the seaside of the great The British sea. Besides, there is a private beach that helps the management to increase consumers’ perceived values more.

· The social practices of the local The Britishs are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Bibendum in welcoming more international tourists in the hotel. These social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself (Wilson, 2018). Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

	Weaknesses
	· Bibendum has placed itself as a luxury hotel service organisation. The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330 (Lovour, 2020).

· digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Bibendum

	Opportunities
	· Tourists around the world have started to travel to different places and they are interested to spend too. This economic tendency of people must be used by the marketing managers of Bibendum Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money (Russvelt, 2020).

· The social practices of the local The British are much positive. These individuals welcome the international tourists. Thus, this social practice helps the management of Bibendum in welcoming more international tourists in the hotel. The marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

· The organisation tries to utilise these natural advantages in its growth. This promotes the natural beauty surrounding the hotel areas. The great The British sea in front is being used for adventurous sports and an in-water park of sculptures. The sea foods are being served fresh.

	Threats
	· Bibendum has placed itself as a luxury hotel service organisation (Veren, 2021). The room rent of this hotel starts from $548. The dining services mostly start from $260 and the water sports service starts from $330.

· Digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Bibendum


Ensuring Customer Values and Engaging Them
Through analysing the services offered by Bibendum include room rent, adventurous water sports, under the sea water sculpture park, dining in luxurious bar and restaurant and wedding halls. All of these services indicate compactness in their service ranges. 

With a beautiful location surrounding the hotel, the hotel gets additional natural benefits to attract more consumers (Polard, 2019). The services offered by Bibendum are being offered from its establishments on the seaside of the great The British Sea. They do not have any franchise. Blue sea and tall trees surrounding the hotel surely increase the beauty of it. Besides, there is a private beach that helps the management to increase consumers’ perceived values more.
Engaging Through Digital Marketing
Digital marketing through social media, digital newspaper edition and other places have been found entirely missing in the marketing approaches of Bibendum

The management of Bibendum must spend the money after developing marketing strategies. The digital marketing activities can be the best usages of money as with little money, more results can be generated. Using digital channels, the managers can reach potential customers from developed nations and can make reduced price, comprehensive packages, wedding packages and others in order to attract more customers and ensure their value for money (Davidson, 2019). Social practices can be used by the marketing managers to showcase the hospitality of the locals and hotel itself. Thus brand value can be created alongside promoting the natural scenario and other enjoyments.

Conclusion
Winning competitive advantages over the competitors is the core target for the business managers. The marketing manager of the organisation thus tries to find out the impactful factors that will help them to create an impact in the market. This is when the marketing mix is being used by the marketing managers of the organisation. For greater business understanding and setting competitive strategies, the management of the business organisation must have sufficient knowledge about the external business factors. The effects of the external business factors can be overcome through proper analysing and setting effective strategies.
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