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[bookmark: _Toc137637307]Introduction:
Best Western Hotels are renowned for their high quality, convenient locations, and friendly staff. Hotel guests and business travellers equally can take advantage of the numerous amenities provided by the high-quality Best Western locations. Although each Best Western hotel adheres to brand standards, each is independently owned and operated, so each location's décor, amenities, and experiences may vary slightly. The Best Western Hotel brand's strategy should include SOSTAC (Situation, Objectives, Strategy, Methods, Actions, Control), 4Ps (Product, Price, Place, Promotion), Ansoff's Matrix, SWOT analysis, customer journey mapping, and digital marketing methods. These frameworks facilitate the organisation of marketing and expansion initiatives (Kenton, 2023). 
[bookmark: _Toc137637308]Situation Analysis:
[bookmark: _Toc137637309]SWOT Analysis:
Strengths:
· There are 4,100 hotels spread across 80 countries.
· A worldwide hotel chain.
Weaknesses:
· Best Western does not supervise its affiliate hotels are challenging.
· International hotel chains impede the expansion of market share (Kenton, 2023).
Opportunities:
· Digitalization and visibility on the internet
· Current economic conditions will increase mid-market occupancy.
Threats:
· The expansion of major retailers into new markets.
· Fluctuations in the market and a recession (Schooley, 2023).
[bookmark: _Toc137637310]Segmentation and Targeting:
[bookmark: _Toc137637311]Segmentation:
· Customers of Best Western can be divided into subgroups based on characteristics such as age, income, and psychographics.
[bookmark: _Toc137637312]Targeting:
· The target market consists of vacationers, business travellers, and families seeking luxurious accommodations at an affordable price.
[bookmark: _Toc137637313]Competitors
[bookmark: _Toc137637314]Perceptual Positioning Map:
· It is possible to analyse the competitive landscape. This map depicts where Best Western stands in comparison to its major competitors in terms of price and service quality.
[bookmark: _Toc137637315]Bowman's Strategy Clock:
· Choose a competitive strategy that capitalises on the assets and repute of Best Western. Offering competitive pricing may be that is required to distinguish out from the competition (Bowman & Faulkner, 2023).
[bookmark: _Toc137637316]Collaborators:
· To expand the business, network with local travel agencies, tour guides, and corporate clients.
· Display package agreements and partnerships with airlines and other tour operators that are mutually beneficial.
[bookmark: _Toc137637317]Climate (PESTLE Analysis):
Political:
· Consider the impact of government policies, such as travel restrictions and safety measures, on the hotel industry.
Economic:
· It is essential to monitor economic indicators such as GDP growth and currency exchange rates to forecast travel demand and expenses (TDC, 2020).
Social:
· Recognise changes in consumer preferences, such as the growing demand for eco-friendly goods and services, and adapt your marketing strategies accordingly.
Technological:
· Utilising today's cutting-edge software, you can enhance customer service, automate routine duties, and expand your online presence.
Legal:
· It is pertinent for the hotel to observe all local, state, national, and international laws.
Environmental:
· To accomplish sustainability objectives and attract eco-conscious visitors, it is essential to implement energy-saving and waste-reduction strategies (WSU, 2023).
[bookmark: _Toc137637318]Marketing Mix:
· Product: It is essential to routinely evaluate and improve your infrastructure and support services.
· Price: Consider market realities and value-based pricing strategy.
· Place: Consider expanding into new territories while enhancing your web presence.
· Promotion: Integrate traditional and online advertising with social media.
· People: Human Resources should prioritise staff training and development to enhance consumer satisfaction (Carniel, 2023).
[bookmark: _Toc137637319]Objectives:
The hotel must comply with all local, state, national, and international regulations and safeguard its valuable intellectual property (IP) and other assets.
· Increase your earnings by 10%. A goal has been established by the marketing division.
· Using the extant financial records and reports, the 10% revenue growth target can be measured.
· Given current market conditions, available resources, and the hotel's past success, the objective is attainable.
During the next fiscal year, the Best Western Hotel has set a SMART goal of increasing the proportion of online bookings made directly through its website by 15%. Success will be measured using website analytics, conversion rates, and monitoring of direct bookings (Smarter, 2023).
[bookmark: _Toc137637320]Strategy:
The Best Western Hotel's strategy is to increase the value of its product by refocusing on providing individualised visitor experiences. The purpose of this modification is to attract and retain a larger customer base. The plan calls for expanding the hotel's target market to include new categories of travellers and new geographic areas. This will be achieved through the application of Ansoff's matrix. With this strategy, Best Western will be able to overcome any negative press and become the hotel of choice for discerning guests seeking exceptional accommodations. To attract specific demographics, the product will need to be enhanced to offer unique luxuries and personalised services and the price will need to be reduced to be competitive (MTCT, 2023).
[bookmark: _Toc137637321]Changes to the Marketing Mix:
The Best Western Hotel will implement new methods of communication to resolve the issues identified in the situational analysis. These techniques will utilise the Communications Mix and the RACE (Reach, Act, Convert, and Engage) paradigm.
[bookmark: _Toc137637322]RACE:
The Best Western Hotel intends to utilise the RACE model to guide its communications strategy in order to surmount obstacles and effectively communicate with its guests (Chetty, et al., 2020).
[bookmark: _Toc137637323]Reach:
The hotel's online presence will be expanded through targeted digital marketing techniques. Search engine optimisation (SEO) will be implemented to increase website visibility, and social media advertising will be implemented to reach a larger audience.
[bookmark: _Toc137637324]Act:
The hotel's website will be optimised with clear and compelling call-to-action icons to make it simpler for potential customers to make reservations or inquire about the hotel's services. Former hotel guests will be encouraged to schedule additional visits through email marketing campaigns (Hudson, 2020).
[bookmark: _Toc137637325]Convert:
In order to increase conversion rates, the Best Western Hotel will prioritise delivering a faster reserving process and more customised experiences. This may involve attracting direct bookings with special pricing or packages, as well as establishing credibility by soliciting and responding to online reviews and comments.
[bookmark: _Toc137637326]Engage:
The hotel will utilise a variety of social media platforms to communicate with customers, generate valuable content, and provide prompt responses to inquiries. To emphasise the hotel's unique amenities and activities, compelling narratives and visual content will be produced (AMA, 2023).
[bookmark: _Toc137637327]SOSTAC
[bookmark: _Toc137637328]Situation Analysis
· Conduct a comprehensive SWOT analysis of the hotel's interior and exterior surroundings.
[bookmark: _Toc137637329]Objectives
· Establish SMART objectives that align with organisational objectives, such as increasing the number of visitors who remain at a facility, enhancing brand visibility, and boosting customer satisfaction (Holland, et al., 2020).
[bookmark: _Toc137637330]Strategy
· Determine Best Western Hotels' unique selling proposition (USP), market position, and growth potential using the Ansoff matrix.
[bookmark: _Toc137637331]Tactic:
· Utilise marketing strategies are necessary, in addition to partnering with influential individuals and launching targeted sales campaigns.
· Advertising strategies founded on the RACE framework Using the RACE framework, marketing techniques including social media visitor interaction, email campaigns, website optimisation, and digital marketing channels should be implemented.
· Enhance the customer experience by providing superior infrastructure, unique facilities, and environmentally responsible standards (Chetty, et al., 2020).
[bookmark: _Toc137637332]Action
To create the Best Western Hotel's marketing channels schedule, extensive research was conducted on the target audience's preferences and behaviours. The decision-making process will be guided by market research and data analysis to determine the most effective digital marketing channels and times to reach the target audience. The schedule will also include seasonal trends, business events, and promotional activities to optimise effect and exposure.
[bookmark: _Toc137637333]Control:
· Various measurements and key performance indicators (KPIs) will be utilised to monitor the performance of the Best Western Hotel. Among the most essential metrics are:
· The "number of new customers" metric measures the number of new consumers acquired via direct reservations, referrals, or online travel agencies.
· Profits can be increased by measuring revenue growth and profitability and comparing them to previous periods' results to determine the efficacy of marketing strategies. By analysing website traffic, bounce rates, conversion rates, and other engagement indicators, website analytics is a method for evaluating the effectiveness of digital marketing campaigns (Wirtz, 2018).
[bookmark: _Toc137637334]Conclusion:
The Best Western Hotel's marketing strategy seeks to address challenges and seize opportunities in order to promote growth and increase brand recognition. The hotel will be able to increase its reach, engagement, and conversion rates by utilising the RACE framework and the Communications Mix to implement targeted communication strategies. Monitoring metrics and key performance indicators (KPIs) on a regular basis enables data-driven decision-making and the ability to make necessary adjustments. If the Best Western Hotel is to thrive in the highly competitive hospitality industry and become a top choice for visitors, it must place a premium on revenue expansion, brand reputation, and customer satisfaction.
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