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Introduction 
For any hotel, a marketing plan is essential; hence marketing strategy should include the reasons to help the hotel grow and increase customer interaction (Kotler et al., 2015). Hence, Westin is hotel which is the best in the market. However, marketing strategies will help maintain and continue their good reputation, relevance and demand in the market of the hotels (McDonald, M. & Wilson, 2016). This essay aims to make a marketing plan to help generate new customers after the lockdown and the pandemic. The strategies and plans adopted by West inn Hotel to gain new and old customer loyalty.
[bookmark: _Toc120535374]Situation Analysis
[bookmark: _Toc120535375]Company: SWOT analysis (Microanalysis)

	Strengths 
	Weaknesses 
	Opportunities 
	Threats 

	· It has large customer loyalty even after the pandemic as the Marriott Group owns it.
	· The hotel is only available in some countries. 
	· The business can be expanded further. 
	· The expansion of the business will require a significant amount of labour. 

	· The hotel provides good services. 
	· People may also not prefer high prices many times. 
	· Good deals and discount codes to cater to other classes also.  
	· New big hotels are entering the market (international and domestic).

	· It also promotes business and professional activities in their hotel but less. 
	· It has many competitors. 
	· It can improve occupancy rates after the pandemic.
	· It may cause a down economy. 

	· It has significant customer loyalty even after the pandemic. 
	· Business activities has lessened after the pandemic.
	
	



[bookmark: _Toc120535376]Customers
It involves, at the primary level, the people from the middle class with low prices and business people to conduct professional activities. 
[bookmark: _Toc120535377]Competitors: Porter's five forces
	Threat of New Entrants:

	Threat of Substitutes:
	Bargaining Power of Customers:
	Bargaining Power of Suppliers:
	Competitive Rivalry:

	It is premium owned by Marriot Group but requires good infrastructure and buildings. 
	Homes are the biggest threat.
	Bargaining power of customers is moderate.
	The bargaining power of suppliers in the case of Marriott is low after the pandemic.
	Many competitors like Hilton, Carlsen, Hyatt, and Four Seasons hotels and resorts.

	The professional environment from the hotel was done at home hence huge losses after the pandemic. 
	If people seek luxury after the pandemic, they will come to the hotel to relax.
	Hence, it is low after the pandemic.
	The hotel cares for its suppliers. 
	After pandemic new rivalry in the industry are entering.

	It has previous permanent customers with unable to attract new ones. 
	It provides luxury and comfort but with limited experience. 
	If prices are lowered, then people may switch their preferences. 
	Hence, it has substitutes to supply to the hotels. 
	Same price range among the competitors (Shakhshir, 2014). 



[bookmark: _Toc120535378]Collaborators
Westin Hotels and New Balance collaborated in order to help guests in exercise, apparel, and footwear program. Then, Westin Hotels and Strava collaborated for athletes and the most significant sports community in the world for running. It also empowers guests to sleep, eat, move, feel, work, and play well. Westin and Johanna Basford collaborated for the Westin hotel guests to create a collection of illustrations that guests could colour during their stay (Bashford, 2018).
[bookmark: _Toc120535379]Climate: PESTLE (Macro analysis) 
[bookmark: _Toc120535380]Political factors
· The new government can bring new policies that will hinder wages and salaries. 
· Political uncertainty will cause less tourism in the country. 
[bookmark: _Toc120535381]Economic factors
· Even though Westinn belongs to the Marriot Hotel Group, it has many competitors, which can cause more competition in the market. 
· After the pandemic, it is hard for countries to cope with the economy, but tourism is enhanced after the pandemic.
[bookmark: _Toc120535382]Social factors
· After the pandemic, as people were tired of sitting at home, tourism increased and more visitors.
· It also increased the labour for the hotel but created problems. 
[bookmark: _Toc120535383]Technological factors
· Online presence and digitalization increased in hotels after the pandemic. 
· Wi-Fi services are a need of visitors after the pandemic. 
· Better reviews are needed in order to attract more customers as COVID-19 has ended. 
[bookmark: _Toc120535384]Legal factors
· New changes in labour laws after the pandemic as there is unemployment due to lack of business. 
[bookmark: _Toc120535385]Environmental factors
· No environmental factors will promote green strategy and sustainability after the pandemic. 
· Sustainability is the key component for customers hence needs to be implemented in their hotels. 
[bookmark: _Toc120535386]Objectives
[bookmark: _Toc120535387]Specific 
· To increase sales and profits after the pandemic in 2 months period. 
[bookmark: _Toc120535388]Measurable
· To measure it through ratings and reviews of the customers
[bookmark: _Toc120535389]Attainable 
· To attain the goals through marketing strategies in terms of finances and infrastructure.
[bookmark: _Toc120535390]Realistic 
· To make realistic demands from the employees to provide through its services to the company after the pandemic. 
[bookmark: _Toc120535391]Time Bound
· To achieve the outcome in 2 months times from November to December. 
[bookmark: _Toc120535392]Strategy
According to BOWMAN'S Strategy, differentiation and focused differentiation will be used to provide high services at neutral prices and high value at a high price, respectively. It will help attract people from different classes (upper middle and elite). It provides diversity through unique features within the hotel’s services (Villagrasa et al., 2021). 
[bookmark: _Toc120535393]Tactics
[bookmark: _Toc120535394]The Marketing Mix 
[bookmark: _Toc120535395]Price 
Westin is a hotel owned by the Marriot Hotel Group. The pricing of this hotel is not low for customers. It also provides packages for customers for their extended stay. As it is a premium brand hence high pricing strategy is applied. It is a hotel with high prices but a room with a different variety, and the exact prices will be charged after the pandemic but a little higher to compensate for the loss in some aspects.
[bookmark: _Toc120535396]Place 
The main product of this hotel with high-quality services for its customers, attracting more customers globally. This hotel is available in the London, U.K. Hence, the present vacation destination, Westinn, is existential to provide services to the customers. Mainly, this hotel placed itself not where tourism is high to gain many people in their hotels (Westin).
[bookmark: _Toc120535397]Promotion
This hotel uses different marketing strategies to promote its business. The hotel offers high-quality services in that price range, and customers love to spend their money there. It promotes its business through social media platforms where most people are active (Tatar et al., 2016).
[bookmark: _Toc120535398]Product
The product gives rooms to customers who are there to enjoy a vacation with good services after the pandemic, even to business organizations. It mainly also included business organizations to promote a professional environment (Westin). 
[bookmark: _Toc120535399]Action
[image: ]

The gannt chart is a framework for scheduling and planning different things (Hirakata, 2020). Hence, four weeks are needed for planning and preparing for the market research each, scheduling the market channels, and gathering feedback from the people; hence weeks are needed. As marketing is not easy hence 2 months is needed to prepare and plan.
[bookmark: _Toc120535400]Control
The hotel needs customer value and engagement. Customer value and engagement are defined as measures and strategies the business acquires to capture transactional and non-transactional behaviours. Hence, it is used in direct marketing. Customer value and engagement is needed to keep the brand names in the customer's mind (Kumar & Reinartz, 2016) (Zhang et al., 2017). Hence, after the pandemic, Westinn is the hotel that needs a new marketing plan. It can be achieved through online platforms as people nowadays use them more. To ensure customer engagement in the hotel, reviews can be gathered. Different digital and online marketing channels can be used in, which Instagram is the main social media platform (Ibrahim & Aljarah, 2021). But Facebook, Twitter, YouTube, and TikTok can be used to maintain these platforms. Mainly, new customers will be found, but profits at the starting of the business after the pandemic should not be counted (Alalawan et al., 2017) (Payne et al., 2017). The main USP is high-quality services with spa and massages free with every customer visit for 1 month. 
[bookmark: _Toc120535401]Conclusion 
The marketing plan is used, which is required to be applied in Westin hotel. Even though it is a luxury and premium brand, online platforms, reviews, and online booking are applied. Further, Facebook, Twitter, YouTube, and TikTok are also used to target new customers and old ones. Hence, it will be challenging, but as people are restricted in their homes during the pandemic, they will also book hotels and come rushing for vacations to get out of their homes. Western is one of the hotels affected by the pandemic, and new marketing strategies are needed as everything is transformed online.
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Westin Hotels and
Resorts

‘Westin hotels are mainly known for
premium and luxury. The hotel is
under Marriot Hotel Group. It is

located in London, UK. It has
different infrastructure and facilities
with quality and service. It has made
its name in the hospitality industry.
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CUSTOMER’S AND COLLABORATIONS OF
WESTIN HOTELS

Customers

Westin hotels and
resorts targets upper
class and elite class.
It also further
promotes among
business people.

Collaborations

Westin hotels has collaborated with to
help guests in exercise, apparel, and

footwear program.

Westin Hotels has also collaborated with
Strava to promote running and health
programs.

Westin hotels also associated with
Bashford who told guests to make
illustrations with different colors during
their stay at the hotel.
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COMPETITION: PORTER’S FIVE FORCES

Porter’s five forces is defined as
forces to shape competitive forces
which help shape every industry
and also helps to show firm’s
weaknesses and strengths.
Competitive rivalry, supplier
power, buyer power, threat of
substitution, and threat of new
entity are the main forces.
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OBJECTIVES

SPECIFIC: To increase sales and profits of the hotel after the pandemic in 2
months period.

MEASURABLE: To measure it through ratings and reviews of the
customers online.

ATTAINABLE: To attain the goals through marketing strategies in terms of
financial and infrastructure.

REALISTIC: To make realistic demands from the employees to provide
through its services to the company after pandemic.

TIME BOUND: To achieve the outcome on 2 months times from November
to December.
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STRATEGY

Bowman’s strategy is defined as a
positioning options which is based
within the market with price and
perceived value.

For Westin hotels the perceived value
and price is differentiation and
focused differentiation . the hotel will
cater to 2 different classes with high
quality services in order to
compensate from the pandemic.
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« Price: The premium pricing of hotels after THE
pandemic is set.

« Place: Westin hotels is the place in London IOMARKETING

strategize marketing plans. MIX
«+ Promotion: Through online marketing (social

media marketing) the hotel will be further
promoted

« Product: Hotel services is the product with
new discounts and offers to fulfill the
occupancy.
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Market research

Questionairs  28/11/22 29/12/22

Interviews 29/11/22 30/12/22

Trial products 30/11/22 31/12/22

Beta test 1/12/22 1/1/23

Marketing channels schedule

Instagram 15/11/22 15/1/23

Snapchat 16/11/22 16/1/23

Facebook 17/11/22 17/1/23

Tiktok 18/11/22 18/1/23

Youtube 15/11/22 19/1/23

Gathering feedback

Booking 10/1/23 15/1/23

Reviews 11/1/23 16/1/23

Project Start:
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