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Executive Summary
Marketing is an essential component of business and especially during the launch of a new product or service. This report has presented a detailed strategy for marketing of Seasonal Feasts by The Ledbury. For this, it set SMART objectives, researched the UK fine-dining market and found the growing customer demand for fine dining, which can be capitalised upon. Most importantly, it has had analysed the 5Ps of marketing and also presented a Gantt Chart revealing the marketing activities for a year. The different promotional techniques and marketing channels is also mentioned in this report.  
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Introduction
The following plan of marketing is going to present an entirely new and innovative experience, “Seasonal Feast on Hill’ at The Ledbury, UK. Three-MICHELIN-Star clad, The Ledbury is one of the finest dining places and is set to present a whole new culinary delight for the guests (Michelin , 2025). This new innovative experience launch is set to change the experience of the guests as it will connect them with a fresh, sustainable, authentic source of food. By leveraging renowned Chef Graham’s philosophies and his deep relationship with the suppliers, the pursuit of high-quality ingredients is achieved. The marketing plan focuses on enhancing The Ledbury brand name by appealing to the affluent individuals of the city who seek a premium and authentic experience. This marketing will include the objectives, target market analysis, audience, and SWOT analysis, and many more things to present the strategy. 


[bookmark: _Toc215236399]SMART Marketing Objectives 
A SMART objective is specific, measurable, achievable, relevant, and time-bound. In marketing, this framework provides a clear vision of the goals that need to be achieved within a particular time frame (Day, 2025). 
Objective 1
To spread awareness about the launch of a new culinary experience, and achieve a website page landing of 5000 within the first month of launch. 
Objective 2
To achieve five completely booked Seasonal Feasts orders within the first month of launch.  
Objective 3
To gain 30% positive Google reviews, and also feature in popular food magazines, Good Food and Delicious, within the first two months of rolling out the service (Magazine UK , 2025). 


[bookmark: _Toc215236400]Market Research 
The fine dining market in the United Kingdom is experiencing steady growth, powered by the increase in demand by consumers for superior quality ingredients and a preference for luxury. In 2023, the size of the UK restaurant market grew by 5% and reached £19 billion (Statista , 2025). By 2030, it is estimated that the size will become close to £36 billion. Seasonal Feasts by The Ledbury will capitalise on the growing consumer demand for personalised dining. Set in Notting Hill, it will go beyond the taste buds and create an indelible impression in the minds of the people. Innovation of the service is the core of the entire thing. Even though there are fine-dining restaurants in London, very few offer a truly immersive experience. The Ledbury, with its strong brand, is set to fill the void and meet this demand. 


[bookmark: _Toc215236401]Target Market 
The customer profile or the target market of this new guest experience is individuals who have a high net income. They are also the ones who have a large portion of disposable income, which they can spend on some premium and luxurious experiences. Most importantly, 68% people who perceive sustainable and authentic food positively. These are people in the age group of 30 to 60 whose income is over £50,000, mostly men who tend to dine out frequently (Sodexo UK , 2025). And, there is also a strong demand for unique and special cuisines, along with 70% emphasis on dining surroundings. 
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The launch of this new Seasonal Feasts by The Ledbury will leverage the strong brand reputation and Chef Graham’s emphasis on sourcing high-quality ingredients and supplier relations. It may face the issues of rising labour costs and dependence on the chef for the delivery of the food. Seasonal Feasts can capitalise on growing consumer demand and the luxury segment, and navigate the competitive threat and inflation. 
	Strengths 
	Weaknesses

	Brand image: The Ledbury has three MICHELIN stars and a global brand reputation that will be leveraged to draw customers (Lewis, 2025). 
High-quality ingredients: Chef Graham’s ideals to produce premium-quality food. 
	Cost: High labour costs due to the National Living Wage and other capital expenses. 
Individual reliance: The chef is the only key person to deliver the cuisine. 

	Opportunities 
	Threats 

	Growing demand: Consumers demand more authentic fine dining experiences. 
Luxury segment: Targeting the rich customer with premium services. 
	Competition: The fine dining segment in the hospitality industry is highly rivalrous. 
Inflation: Reduced income may deter people from making these expenses. 





[bookmark: _Toc215236403]Unique Value Proposition
The experience of Seasonal Feasts is set to deliver a premium and rich cuisine directly from farm to plate, led by Graham's philosophy. Its distinguishable feature is the going be the exclusive access to Chef Brett and his team. The guests can engage with the chef for their favourite ingredients before savouring the delicacy. Although the competitors might be offering a standard cuisine and menu, there is hardly anyone comparable to Chef Graham. This experience seeks to redefine premium dining. For example, guests would be taken to a tour of the kitchen, where they can learn about the fresh and sustainably sourced raw ingredients. This will align the service with the strong ethics of the business. Most importantly, through this, The Ledbury will rise above satisfying taste buds to create a never-to-forget memory in the mind of the visitors.  
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The marketing mix of 5Ps is a strategic marketing framework which is used to promote a particular brand or service of a company to the general public (Blythe and Martin, 2023) Here is the complete marketing mix consisting of the 5Ps of Seasonal Feast. 
Product 
An experience of a full day beginning with a morning breakfast from the kitchen of Chef Brett Graham, and also a one-to-one conversation with him. Then a champagne reception followed a multi-cuisine lunch, presenting foraged high-quality ingredients. A token of remembrance by Chef Brett, which is exclusive only for those who book the Seasonal Feast offer for a day. 
Price 
While Michelin Star restaurants usually have prices around £700 (Chef Pencil , 2024). This exclusive offer with access to a premium experience comes at £599 per person for the first month of launch. Price is the amount the customer will pay against a product or service. A maximum of 8 persons can be accommodated in one order. 
Place 
The exclusive experience will begin from The Ledbury’s own farm, and then customers will be transported to the Notting Hill outlet, where they will get a tour of the kitchen. They can also watch Chef cook the foraged ingredients live and inspect whether it meets their criteria or not. Booking orders will only be handled via the Ledbury website. 
Promotion 
Omni-channel promotional techniques will be used through social, print, and digital media. Celebrity endorsement will be prioritised along with influencer marketing strategies. 
People 
Chef Graham is the key figure of this new offering, and the highly professional support staff who are going to provide high-end service from the beginning to the end of this feast (Lewis, 2025). Ledbury is known for warm and polished service in the entire hospitality industry.


[bookmark: _Toc215236405]Marketing Activities  
Content marketing
The website will showcase the product offering through rich and curated blogs, short videos. It is going to present the beauty of foraged ingredients from the hotel’s own farm, and the campaign will be optimised using SEO for driving organic traffic through relevant keywords. 
Social Media 
Call to action buttons asking the user to book a feast instantly over Facebook or a phone (Jobber and Ellis-Chadwick, 2023) It also redirects them to the website through targeted Meta and YouTube ad campaigns for completing the books. Push messages into Messenger to remind users to complete bookings. 
Affiliate Marketing 
Tagging the place and the product on the videos of those who visit the place. Food vloggers will be called for this purpose, and a tour to be given to them to show the exclusive offerings and tag the place in the videos. 


[bookmark: _Toc215236406]Promotional Methods
Online and offline methods would be leveraged to gain maximum exposure and meet the SMART objectives. In online the website, it will be the main point of sale that will be designed in an attractive manner with all the information and support till the end of booking. A video of Chef Graham greeting everybody and presenting the new service can be run as an ad campaign on social media platforms. Instagram threads, and posting of videos and shorts showing the beauty of the place. For offline, word-of-mouth promotional technique will be encouraged from guests who have a memorable experience. 
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[bookmark: _Toc215236408]Monitoring 
The success of the campaign is going to be monitored against SMART objectives. For the website, the number of visitors, click-through rates, and bounce rates will be the KPI for objectives one and two. Booking rates and the number of people is going to be displayed on the real-time data. A PR and marketing team is going to track the Google reviews and ask customers to drop the reviews, and also monitor the mentions in the food magazines to meet objective three.


[bookmark: _Toc215236409]Conclusion 
Seasonal Feast’s marketing strategy follows a clear path for launching the new service, rather a curated experience by The Ledbury. An evaluation of the market, target audience, five 5ps, and internal factors has been done. This report, containing a strategy for marketing the new service launched by the renowned hotel, has also studied the strengths and weaknesses. From there, it has also included the different promotional strategies. It can be concluded that the new offering is likely to see success due to the increase in demand for fine dining. 
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	Strengths 
	Weaknesses

	Brand image: The Ledbury has three MICHELIN stars and a global brand reputation that will be leveraged to draw customers (Lewis, 2025). 
High-quality ingredients: Chef Graham’s ideals to produce premium-quality food. 
	Cost: High labour costs due to the National Living Wage and other capital expenses. 
Individual reliance: The chef is the only key person to deliver the cuisine. 

	Opportunities 
	Threats 

	Growing demand: Consumers demand more authentic fine dining experiences. 
Luxury segment: Targeting the rich customer with premium services. 
	Competition: The fine dining segment in the hospitality industry is highly rivalrous. 
Inflation: Reduced income may deter people from making these expenses. 
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