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[bookmark: _Toc128662790]Introduction
The term marketing plan is a strategy which an organisation use to organise and execute their business plan for a given period to meet their desired goal in the business. For making a good marketing plan different types of marketing strategies are used so that the productivity rate of the organisation increases. Thus in this report, there will be a detailed elaborated discussion of the marketing plan of one of the best hotels in the United States Best Western.
[bookmark: _Toc128657754]

[bookmark: _Toc128662791]Situation Analysis 
[bookmark: _Toc128662792]SWOT Analysis
For doing best marketing plan internal analysis is very important. SWOT Analysis of Best Western is as follows:
Strength- The main strength of the hotel is that it is associated with the hotel in 80 countries and worldwide they have over 4100 hotels. The hotel provides international-level services to its customers which satisfies them the most (Bagrii, 2022). Another best part of this hotel is that they are located in the most prime areas of the world. 
Weakness- The other international hotel are the main competitors of Best Western and they also try to provide the international services with the most affordable prices.   
Opportunity- As customer of nowadays prefer more online services thus the hotel if the hotel improve their technology and they should focus on the digitalization so that customer feels easy to interact with their hotel. 
Threats- Big hotel international chain entering to the market and the down in economy of the country can be a threat to Best Western.
[bookmark: _Toc128657755][bookmark: _Toc128662793]Customer profile 
[bookmark: _Toc128657756]Best Western is a global hotel brand that targets a wide range of customers, including business and leisure travellers. Its customer profile typically includes middle-aged adults with an average income, looking for affordable yet comfortable accommodation (Bourke, et. al., 2020). Best Western also caters to families, providing various amenities such as swimming pools, free breakfast, and in-room entertainment.
[bookmark: _Toc128662794]Bowman’s strategy clock 
Here are some key points about Bowman's Strategy Clock about Best Western hotels:
1. Bowman's Strategy Clock is a model used to analyze a company's competitive position in the market based on price and perceived value.
2. Best Western hotels occupy a "hybrid" position on the clock by providing affordable yet comfortable accommodations to a wide range of customers.
3. Best Western differentiates itself by offering various amenities, such as free breakfast and in-room entertainment, which places them in a differentiation-focused position.
4. Best Western's global reach and strong reputation position them as a market leader in the hospitality industry (Hollenbeck, et. al., 2019).
5. [bookmark: _Toc128657758]Best Western must continue to innovate and differentiate itself to maintain its competitive advantage in the face of growing competition and changing customer preferences.
[bookmark: _Toc128662795]Perceptual Positioning Map
Best western hotels would likely be positioned in the mid-range of the map, with a balance between affordability and quality. Best Western can also differentiate itself by emphasizing its strong reputation and global reach, which can move them towards the upper right-hand corner of the map. Best Western would be positioned close to other mid-range hotel brand corners of the map. Best Western would be positioned close to other mid-range hotel brands such as Holiday Inn and Hilton Garden Inn, and away from luxury brands such as Ritz Carlton and Four Seasons (Khoja, et. al., 2019). This map can help Best Westerns understand how such consumers perceive their brand compared to their competitors make adjustments to their brand compared to their competitors and make adjustments to their pricing and make strategies accordingly.
[bookmark: _Toc128657757][bookmark: _Toc128662796]Organisation’s B2B relationships 
Best Western hotels have established B2B (business-to-business) relationships with various organizations in the travel and tourism industry. For example Best Western has partnered with several online travel agencies (OTAs) such as Expedia and Booking.com to offer their rooms to a wider audience. Best Western has established corporate partnerships with companies like American Express and Hyundai to offer exclusive discounts to their employees and customers (Jin, et. al., 2019). Best Western also has a loyalty program called Best Western Rewards, which offers benefits and discounts to frequent business travelers.
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A PESTLE analysis examines the external factors that can impact a company's operations. Here's a brief overview of how a PESTLE analysis might apply to Best Western hotels:
Political: Changes in government policies, regulations, and taxes can impact the hotel industry. 
Economic: Economic factors such as inflation, currency exchange rates, and consumer spending habits can impact the Best Western demand. 
Social: Changes in demographics, lifestyle trends, and cultural values can influence consumer preferences for hotel amenities and services. Best Western must stay up to date with these trends to appeal to their target audience.
Technological: Technological advancements and innovations can change how hotels operate and communicate with their guests (Kulakhmetova, et. al., 2022). Best Western must keep up with emerging technologies to remain competitive.
Legal: Best Western must comply with various laws and regulations regarding labor, health and safety, and data privacy.
Environmental: Best Western has a responsibility to reduce its environmental impact by implementing sustainable practices and reducing waste.
[bookmark: _Toc128662798][bookmark: _Toc128657760]Objectives
[bookmark: _Toc128662799]SMART goals
Specific: The target must be clear and specific. For example, increasing the number of hotel bookings by 10% in the next quarter.
Measurable: The target must be measurable so that progress can be tracked. Best Western can measure the target by tracking the number of bookings before and after implementing strategies to increase bookings.
Achievable: The target must be achievable, taking into account current resources and limitations (Li, et. al., 2020). Best Western can set a target that is challenging but still attainable with proper planning and execution.
Relevant: The target must be relevant to Best Western's overall goals and objectives. For example, increasing hotel bookings may be a relevant target if the overall goal is to increase revenue.
Time-bound: The target must have a specific time frame for completion. Best Western can set a deadline of three months to increase bookings by 10%.
[bookmark: _Toc128657761]

[bookmark: _Toc128662800]Strategy
One potential strategy for Best Western could be to focus on enhancing its brand image and customer experience. This could involve investing in modernizing hotel properties, improving amenities, and providing exceptional customer service (Liu and Jo 2020). Additionally, Best Western could leverage its global reach to expand its customer base and target emerging markets. Another aspect of this strategy could be to increase customer loyalty by offering personalized services, exclusive offers, and rewards programs. 
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[bookmark: _Toc128662801]Tactics
Market Strategy- For the best marketing strategy the company has to follow 4 Ps and they are as follows:  
Product- The product the hotel will provide to their customer should be of good quality and the services should be unique and new so that it satisfy the customer the most. 
Price- The price of the hotel rooms should be affordable so that all types of customer from the society have the ability to afford it. 
Place- The location of the hotel should be convenient so that it is easy for the customers to reach the place without hesitation (Lukanova and Ilieva 2019). 
Promotion- Best Western should use the most advanced technology for the promotion of their company so that they can attract more new customers in their family. 
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	Gathering feedback
	
	
	
	
	
	
	
	
	
	
	
	
	


Justification-
The exercises of the promoting were led and it was introduced inside a Gantt graph. It is shown that upto1-3 weeks promoting plan was ready. After that statistical surveying was led for 4-7 weeks. In the 8-multi week promoting channels were booked and finally criticism was gotten together to 12-14 weeks.
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Best Western can implement various controls to ensure effective performance and achievement of its objectives. These may include financial controls, quality controls, and operational controls, such as regular monitoring of customer satisfaction and employee training programs (Trung, et. al., 2021). Best Western can also conduct regular audits and performance evaluations to identify areas for improvement and take corrective actions as needed.
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[bookmark: _Toc128662804]Conclusion
It can be concluded that this report observed how the renowned hotel Best Western make its marketing plan so that it can be one of the best international hotel chains globally. By implementing the marketing strategies which are made in the marketing plan the company the company make a strong position in the international market. With the best marketing, they can have more valued customers with whom they can share their most expensive service ideas which will help them to have the best feedback form the customers. 
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