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Managing Food & Beverage Operations - Reflective Learning Log (Ibis Hotel Swansea)
Introduction
Value is built on breakfast that appears on time, dinners that do not overpromise, and service that moves at pace. Ibis Swansea, a 99-room economy property within Accor, runs exactly on that formula. The team is lean and cross-trained: chefs rotate breakfast and dinner, reception covers the bar, and the Operations Manager, Linda Monaghan, carries ordering, stock control, audits, and training. My work cut across breakfast setup, bar service, dinner support, stocktaking, waste logging, and guest interaction. What follows looks at this operation through Marketing Essentials frameworks (Waller, 1996) and tests where theory survives the breakfast peak.
Value Proposition and Positioning
The offer is clear: convenience, speed, and predictability for business travellers, groups, and families. The idea of value as a total package of experience and ease, not only food items, tracks with Kotler’s framing of a value proposition (Marketing Essentials Module, Week 3). In practice, the promise holds when staffing and demand meet cleanly. At times they do not, and the edges show.
Positioning sits on functional delivery with small experiential cues that matter more than slogans. Warm tone, tidy counters, an orderly buffet, and allergen clarity carry meaning quickly. This aligns with service-marketing guidance on perceived value beyond tangible attributes (Marić et al., 2016) and with lecture discussion on how subjective signals reinforce basic product choices (Marketing Essentials Module, Week 3).
One moment exposed the weak seam. A 40-cover youth group asked for halal protein at dinner. Stock did not include a certified option. The contradiction was plain to see: inclusive posture without operational backing. Positioning is what exists at 19:00 when a guest requests it.
7Ps in Practice
The mix showed up on the floor, not in slides:
· Product: buffet breakfast and a compact dinner menu
· Price: value-driven, competitive, cost-aware
· Place: service-flow and queue management across lobby, bar, and restaurant
· Promotion: on-property prompts and simple offers, little external spend
· People: multi-skilled staff covering bar, service, and reception
· Process: replenishment cadence, stock rotation, ordering routines
· Physical Evidence: clean counters, organised buffet, visible hygiene standards
Booms and Bitner (1981) remain practical when People, Process, and Physical Evidence carry the guest’s judgment in service-heavy settings (Marketing Essentials Module, Week 4). It was most visible at breakfast. If replenishment slipped, perceived quality dropped, even when the food itself had not changed. McCarthy’s 4Ps (1960) still helped at the level of menu items and price points, while consistent execution across the mix correlated with satisfaction and loyalty in line with evidence from hospitality studies (Knežević et al., 2021) (Marketing Essentials Module, Week 3). In this segment, process reads as product. You feel it on the floor.
Pricing Logic
Price sensitivity is relentless. Guests compare quickly and judge fairness even faster. The Level 4 work on elasticity and psychological pricing remains accurate, because small differences shift perceived value at the margin (Blythe, 2014). Empirical findings link dynamic pricing with growth and competitiveness in hotels, which matches what front-of-house staff hears daily (Wangui, Kiragu and Wachira, 2018).
In practice, keeping the hot line full during the 07:45-08:30 window protected value more effectively than any reassurance at the desk. Price is seen before it is calculated.
Stakeholders and Compliance
Stakeholder logic sharpens once sustainability and safety sit next to cost. The lectures placed suppliers, regulators, guests, and local communities inside one system that shapes legitimacy and the P&L. Stakeholder theory explains the interdependence cleanly (Freeman, 1984). It shows up in procurement choices that stabilise quality and reduce risk in hotels (Artini, Rukmiyati and Yusmarisa, 2024) (Marketing Essentials Module, Week 3).
During the Internal Food & Safety Audit the pressure points were specific:
· improper cooling of cooked items
· missing date labels on decanted frozen products
· cleaning gaps behind equipment
The response came fast: disposal of questionable stock, retraining, and a deep clean. The actions felt operational, yet the logic ran financial. Audits touch reviews, reviews touch occupancy, occupancy touches revenue. Reputation works like an asset when quality systems and sustainable management reinforce each other over time (Al-Husain et al., 2024).
Promotion and Digital
The DRIP model, differentiate, reinforce, inform, persuade, was visible in calm, on-site prompts: breakfast signage, clear menu icons, and short service scripts. Skills and digital literacy lift upselling performance when training is tight and usable, which the readings support (Bhakat and Bhardwaj, 2023) (Marketing Essentials Module, Week 4).
RACE appeared around OTAs and the Accor app journey (Marketing Essentials Module, Week 7). A small and effective change: I started photographing the breakfast buffet each morning so reception could show guests at check-in. It supported Convert inside RACE, because it met the real rhythm of work. Simple, repeatable, measurable.
Two Critical Incidents Against Theory
1. Halal request during group dinner.
The miss was not hospitality. It was targeting. The Marketing Essentials materials on segmentation and targeting are unambiguous: identifiable needs should lead to a specific product response, which aligns with research on balancing tangible and intangible signals in the guest experience (Marić et al., 2016) (Marketing Essentials Module, Week 3). The fix costs little. Hold one certified halal option through an existing supplier, keep it frozen, and list it on group booking sheets. That small step protects credibility at the point of demand.
2. Internal food audit.
Panic helps no one. I used the 7Ps to order the response: fix Process first through labelling and HACCP logging, support People through targeted retraining, and protect Product by restoring consistency. The sequence stabilised service, limited waste, and returned control without noise.
Conversation with the Operations Manager
Linda knows the constraint set: thin staffing, cost pressure, and guest expectations concentrated into two hours in the morning. Her priorities matched the frameworks with no drama:
· cross-train to protect People capacity
· tighten stock alerts to protect Process
· clarify group dietary expectations in advance to protect Positioning
The models were not ornaments. They mapped to the work.
Recommendations
1. Add a halal contingency item to match segmentation and avoid reputational friction. (Marketing Essentials Module, Week 3)
2. Protect breakfast cadence by assigning one dedicated hot-line role during the peak. (Marketing Essentials Module, Week 4)
3. Use DRIP for on-site messaging with one clear tabletop insert instead of scattered notices. (Marketing Essentials Module, Week 4)
4. Apply RACE to check-in upselling with daily buffet photos that reception can show on the spot. (Marketing Essentials Module, Week 7)
5. Formalise stock alerts in Bizzon to prevent high-impact shortages.
Conclusion
Marketing Essentials did not sit apart from the floor. The value proposition clarified what guests expect, STP revealed the halal gap, the 7Ps located bottlenecks, and DRIP with RACE improved how we speak to guests. Evidence links aligned operations and quality systems with sustainable performance and trust in F&B, which was visible here day by day (Al-Husain et al., 2024). The theory held because execution tightened around it. In economy F&B the gap between competence and confusion is measured in minutes. Still, it keeps coming up. Process is product here, and when the process holds, the product explains itself.























Appendix: SMART Learning Objectives 
1. Improve upselling and guest interaction by using DRIP cues at check-in and at the bar; target a 10% increase in breakfast attachments over four weeks. Partially achieved; photos and clearer offers helped reception sell at check-in (Marketing Essentials Module, Weeks 4 and 7).
2. Run breakfast independently within three shifts, meeting time targets for full setup by 06:20 on weekdays, and maintain hot-line fullness through the 07:45-08:30 peak. Achieved; minor delays only on delivery-short days.
3. Tighten stock control by implementing weekly par-level reviews in Bizzon and logging waste with photo evidence; reduce breakfast stock-outs to zero over four weeks. Mostly achieved; one stock-out traced to late supplier delivery.
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