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Introduction 
The purpose of this marketing plan is to develop strategies and tactics to attract new customers to the Best Western Hotel located near Manchester Airport. The marketing plan will use several key frameworks to analyze the hotel's business environment, identify opportunities and challenges, and develop effective marketing strategies to improve the hotel's market share and profitability (Twomey & Tomkins, 2003).
Situation Analysis 
SWOT Analysis 
Strengths:
· The hotel is situated near Manchester Airport, making it convenient for travelers.
· Best Western is a well-known and respected hotel chain, which helps attract new customers   (Robertson, 1995). 
Weaknesses:
· The hotel has a relatively small number of rooms and does not offer conference facilities or a swimming pool, which could be a drawback compared to larger hotels in the area.
The hotel's rates may be higher than some of its competitors, which could deter price-sensitive customers (Robertson, 1995). 
Opportunities:
· By expanding its facilities and services, such as adding conference facilities or a swimming pool, the hotel can attract more customers and increase its revenue streams.
· The hotel can partner with local tourism boards to offer packages to tourists, which can help attract more customers (Jarach, D, 2017).
Threats:
· The hotel faces stiff competition from other hotels in the area, which can result in lower occupancy rates and revenue.
· Economic downturns can result in lower demand for travel, which can affect the hotel's revenue (Jarach, D, 2017).
Segmentation and Targeting 
Best Western Hotel segments its potential customers based on demographics, psychographics, and behavior. For instance, it targets business travelers, leisure travelers, or both. The hotel creates customer profiles based on factors such as age, income, interests, and travel patterns (van den Berg, Van Klink, & Pol, 1996). 
Porter’s Five Forces Analysis 
The threat of new entrants:
The Manchester region's hotel market is fiercely competitive, and new competitors pose a moderate threat. Yet, some potential new entrants may be discouraged by the high barrier to entry caused by the significant investment necessary for real estate, marketing, and staffing (Cheng, 2013). 
Bargaining power of suppliers:
In the hotel industry, suppliers' negotiating power is average. The hotel needs a variety of inputs, including meals, cleaning supplies, and linens, all of which are normally obtained from a variety of vendors (Cheng, 2013). 
Bargaining power of buyers:
In the hotel industry, consumers have strong negotiating power. Clients have a large selection of hotels to pick from in the Manchester area, so they can compare prices (Graham,2016).
The threat of substitutes:
In the hotel sector, substitutes pose a serious threat. Consumers have a variety of alternatives to hotels to stay in, some of which may be more reasonably priced or provide more interesting experiences (Graham,2016).

Rivalry among existing competitors:
In the Manchester hotel sector, competition among the current rivals is fierce. There are several lodging options nearby, including a number of major brands like Hilton, Radisson, and Crowne Plaza that compete with Best Western for customers (Graham,2016). 
Awareness of Organization 
Best Western Hotel maintains various B2B relationships, partnerships, and franchises to enhance its customer offerings and expand its business. The hotel partners with airlines and travel agencies to offer package deals that include hotel stays and flights. It also collaborates with local tourism boards and event organizers to promote its facilities and attract visitors. In addition, Best Western operates under a franchise model, which allows independent hotel owners to benefit from its brand recognition, marketing, and operational support (Ashford, Stanton, Moore, AAE, & Beasley, 2013).
 
PESTLE Analysis 
Political:
The UK's political climate has an effect on the hotel sector. Since the UK has a stable political climate, policies that support tourism can give Best Western opportunity to draw in more guests (Lu & Tabari, 2019).
Economic:
The income and profitability of the hotel can be impacted by variables including inflation, interest rates, and economic expansion. The lingering Brexit uncertainty has also induced economic anxiety, which has an impact on the hotel's operations.
Social:
The social climate in the UK has an effect on the hotel business as well. The hotel's offerings and marketing initiatives may change as a result of variables such shifting demographics, lifestyles, and consumer behavior (Lu & Tabari, 2019). 
Technological:
The hotel industry may be significantly impacted by the technological environment. For instance, the hotel might employ technology to enhance its online reservation system or provide tailored recommendations based on customer information (Portes, 2022). 
. Legal:
The operations and compliance of the hotel may be impacted by legal considerations such employment rules, health and safety standards, and data protection legislation. To comply with regulatory obligations, the hotel might have to make investments in training and compliance measures (Portes, 2022). 
Environmental:
In order to lessen its carbon footprint and satisfy consumer demand for eco-friendly accommodations, the hotel may need to implement sustainable practices (Portes, 2022). 
. Objective
A SMART target for the marketing plan is:
"To increase hotel occupancy rates by 15% within the next six months by targeting business travelers and promoting the hotel's proximity to the airport and conference facilities."

Strategy 
Best Western Hotel located near Manchester Airport differentiates itself by offering affordable yet comfortable accommodation with a focus on exceptional customer service. The hotel's customer segments are business travelers and tourists, and the value proposition is tailored to meet their needs. To communicate this value proposition, the hotel will use various Internet advertising, social media, and email marketing as examples of marketing channels. By linking the value proposition to the customer segments, the hotel can target and position itself as the ideal accommodation option for business travelers and tourists looking for a convenient and comfortable stay near Manchester Airport (Sheehan, Grant, & Garavan, 2018). 
4Ps of Marketing Mix
Product: Best Western Hotel has a selection of lodging choices, including regular rooms and suites, all of which come furnished with contemporary conveniences like complimentary Wi-Fi, air conditioning, and flat-screen TVs. To enhance the customer experience, the hotel will focus on providing exceptional customer service and personalized experiences for each guest (Robertson, 1995).
Place: The hotel will be located near Manchester Airport, making it easily accessible for travelers. The hotel will reach out to clients through a number of channels, such as agreements with airlines and travel agents, direct bookings made through the hotel's website, and online travel agencies (Robertson, 1995). 
Price: The hotel will offer a variety of price points for visitors, including promotions and discounts for repeat customers and corporate clients (Humphreys, 1999). 
Promotion: The hotel will be advertised through a variety of Internet advertising, social media, and email marketing, and partnerships with airlines and travel companies. The hotel will use a mix of paid, earned, and owned media to reach customers and communicate its value proposition (Humphreys, 1999). 
Action 
	Task
	Mar’23
	Apr’23
	May’23
	Jun’23
	Jul’23

	Preparation
	
	
	
	
	

	Market Research
	
	
	
	
	

	Marketing Channels Schedule
	
	
	
	
	

	Gathering Feedback
	
	
	
	
	



By conducting market research, we were able to identify the best ways to contact our target markets, including social media and email marketing, and online advertising. The schedule was designed to ensure that each channel is used at the optimal time and that there is a coordinated approach to our marketing efforts (Preble & Hoffman, 2006). 
Control
USP, Features, and Benefits:
The unique selling proposition (USP) of Best Western Hotel near Manchester Airport is its prime location, excellent amenities, and high-quality customer service. The key features of the hotel include its prime location, state-of-the-art amenities, and exceptional customer service. The benefits of staying at Best Western Hotel include convenience, comfort, and a great overall guest experience (Callan & Kyndt, 2001).
Measuring Success:
The success of our marketing plan for Best Western Hotel will be measured by a combination of factors, including an increase in the number of new customers, positive attitudes towards the brand, and an increase in profits (Bowie, Buttle, Brookes, & Mariussen, 2016). 
Conclusion
In summary, the marketing plan for Best Western Hotel near Manchester Airport focuses on increasing brand awareness and driving new bookings through a targeted and coordinated approach to marketing. The challenges include fierce competition in the hospitality industry and the impact of external factors such as the COVID-19 pandemic. To overcome these challenges, the plan includes a range of strategies such as enhancing the hotel's online presence, optimizing pricing strategies, and leveraging partnerships and alliances. We recommend that the hotel continues to monitor market trends and consumer behavior and to regularly evaluate and refine its marketing strategies to ensure that it remains competitive and relevant in a rapidly changing environment.
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