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[bookmark: _Toc136023423]Introduction 
The purpose of this study was to provide light on the advertising approach used by the Best Western Plus Atlantic Hotel. The study relies on data gathered from the Best Western Plus Atlantic Hotel over the course of many months. Data about the organization is analysed using many different models (including SWOT, Marketing Mix, 5C, and PESTLE). This study details Best Western Plus Atlantic Hotel segmentation and targeting strategies, among other things. The study's main purpose is to provide light on the business's operations and marketing strategy as a whole and suggest ways in which those strategies may be improved.
[bookmark: _Toc136023424]Situation Analysis 
Company: SWOT analysis
A SWOT analysis reveals Best Western Plus Atlantic Hotel strengths as a strong brand notoriety, diverse arrangement of properties, and extensive worldwide presence (Liu, 2022). Be that as it may, weaknesses remember a high reliance for franchised properties and high functional costs. Opportunities exist through venturing into developing markets and coordinating more sustainable practices. Threats incorporate intense rivalry, erratic international events, and worldwide monetary instability.
Customers: Segmentation and Targeting/ Customer profile’s’.
Best Western Plus Atlantic Hotel target customers are essentially business and leisure travellers who worth solace, dependability, and premium services. Segmentation includes segment standards (canter to top level salary individuals, business, and leisure travellers), psychographic (those esteeming extravagance, solace, and consistent service), and geographic factors (worldwide travellers). Using Similar Web, we can observe web traffic, segment details, and visitor conduct to refine our understanding of customer preferences and behaviour (Jia, 2022).
Competitors: Perceptual positioning map, Bowman’s strategy clock
Best Western Plus Atlantic Hotel essential competitors incorporate Marriott, Hyatt, and InterContinental Hotels. The perceptual positioning guide shows Best Western Plus Atlantic Hotel contending strongly on parameters of extravagance and customer service. Bowman's Strategy Clock shows Best Western Plus Atlantic Hotel striving to offer high seen esteem at a serious cost, with a focus on separation through superior service and consistent quality (Legendre, 2021).


Collaborators: Demonstrate an awareness of your organisations B2B Relationships, Partnerships, Franchises.
Best Western Plus Atlantic Hotel collaborators incorporate franchisees, travel services, online travel platforms, and corporate clients, which contribute significantly to its business model. Strategic partnerships with airlines and MasterCard companies also offer customers reliability benefits, improving customer maintenance (Piboonrungroj, 2015).
Climate: PESTLE
A PESTLE analysis shows Best Western Plus Atlantic Hotel full scale climate is impacted by political factors like worldwide relations and nearby regulations, financial factors including worldwide recession risks, and changing consumer trends. Innovative factors, such as the rise of advanced platforms and computer based intelligence, present the two challenges and opportunities. Natural concerns are increasingly significant, with additional guests esteeming eco-accommodating practices (Mekhruza, 2022).
[bookmark: _Toc136023425]Objectives 
The essential target of this marketing plan is to improve Best Western Plus Atlantic Hotel Inn’s computerized presence and customer commitment. Specifically, the point is to increase website traffic by 5,000 novel visits each month and boost social media followers by 8,000 across all platforms inside the following six months. These targets will be measured using Key Performance Indicators (KPIs) such as website analytics for following one of a kind visits, social media analytics for new followers, and commitment rates (Pike, 2015). It will also include checking the conversion rate from these computerized platforms to genuine bookings. Toward the finish of the half year time frame, the effectiveness of the plan will be assessed based on these measurable outcomes (Best western plus atlantic hotel, 2023).
[bookmark: _Toc136023426]Strategy 
According to shifting consumer expectations and the serious landscape, Best Western Plus Atlantic Hotel s aims to re-emphasize its offer around outstanding service, solace, and a personalized guest experience. The strategy, recognized through Ansoff's Matrix, is to infiltrate new markets with existing services, specifically targeting developing markets where extravagance hospitality is on the rise (Nozdreva, 2021). The strategy involves improving the marketing mix. The estimating structure will be inspected, considering the financial conditions of new markets, without compromising the apparent worth. Processes will be streamlined with a more prominent focus on digital platforms, permitting more seamless bookings and customer interactions. This revised strategy is designed to develop Best Western Plus Atlantic Hotel s' market share, improve its standing, and drive customer commitment (Chang, 2019).
[bookmark: _Toc136023427]Tactics 
To accomplish the stated objectives, Best Western Plus Atlantic Hotel s will send various tactics based on the RACE (Reach, Act, Convert, and Connect with) model and the communications mix.

Reach: Best Western Plus Atlantic Hotel will extend its digital marketing initiatives to contact a more extensive crowd, especially in the targeted developing markets. This includes search engine optimization (SEO) and targeted web based advertising on movement platforms and social media. The objective is to increase online visibility and arrive at likely customers with flawless timing and spot (Dilami, 2021).
Act: The association will focus on further developing the user experience on its digital platforms. This includes enhancing the website for speed and portable use and streamlining the booking process to decrease drop-offs (Rautela, S., 2021).
Convert: With an increased focus on customer service, Best Western Plus Atlantic Hotel  aims to change over more website visitors into booking customers. This will be accomplished by offering personalized deals, incentives for direct reserving, and featuring the benefits of joining the reliability program.
Lock in: To improve brand notoriety and customer dependability, Best Western Plus Atlantic Hotel will use social media, email marketing, and personalized correspondence. It will respond immediately to customer reviews and criticism, addressing any issues and showcasing its obligation to customer satisfaction (Rautela, 2021).
Product: The service offerings will be custom-made to meet the specific preferences of the new markets.
Price: Estimating strategies will be adjusted to consider the monetary conditions of the new markets, while keeping up with the impression of extravagance.
Place: Best Western Plus Atlantic Hotel will focus on digital distribution channels to contact a more extensive crowd.
Promotion: The special strategy will incorporate a mix of digital marketing, direct marketing, and advertising to improve brand notoriety and reach.
Individuals: Staff preparing will be upgraded to ensure remarkable service conveyance.
Process: The booking process will be streamlined and made more user-accommodating.
Physical Proof: The quality and consistency of the physical climate in the hotels will be kept up with to ensure customer satisfaction. These changes mean to address the issues distinguished in the situational analysis, further develop Best Western Plus Atlantic Hotel s' digital presence, and upgrade customer commitment and satisfaction.
[bookmark: _Toc136023428]Action 
The marketing channels schedule, portrayed in the Gantt diagram, has been strategically designed to expand effectiveness and proficiency. The selection of channels and their respective timing was educated by customer conduct, seasonal travel patterns, and the RACE framework. During calmer months, the focus is on "Reach" and "Act," with increased SEO activities and content marketing to raise brand awareness and commitment. Social media campaigns and email marketing are consistently utilized all through the year to keep flow and potential customers drew in, with additional aggressive campaigns during top travel seasons to "Convert" interest into bookings (Hirakata, 2022).
Gantt chart of marketing activities: Marketing channels schedule
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[bookmark: _Toc136023429]Control: 
· The success of the marketing plan will be measured using various metrics and Key Performance Indicators (KPIs) that line up with the set objectives.
· Web traffic and social media adherent development will serve as essential indicators of increased digital presence. These metrics will be followed through website analytics and social media stage insights (Mahmoud, 2019).
· Customer acquisition will be measured through the following of new bookings, and attitudes towards the brand will be checked through customer satisfaction surveys and online audit ratings.
· Benefit increase will be checked through a comparison of income when the execution of the plan (Ribeiro, 2019).
[bookmark: _Toc136023430]Conclusion:
This marketing plan provides a comprehensive strategy for Best Western Plus Atlantic Hotel to improve its digital presence, connect all the more successfully with customers, and infiltrate new markets. Key changes incorporate a refined digital marketing strategy, further developed web-based customer experience, and customized service offerings for new markets (Nguyen, B.N., 2022). These changes expect to drive customer commitment, increase bookings, and eventually boost income. It's prescribed that Best Western Plus Atlantic Hotel continues to screen customer preferences and industry trends, adjusting its strategies appropriately. 
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Marketing mix of Western Plus Atlantic Hotel



Product :Western Plus Atlantic Hotels is a global brand offering extravagance

accommodations, including rooms and suites, as well as administrations like

conference offices, eateries, health regions, from there, the sky is the limit.



Price :Western Plus Atlantic Hotel works in the mid to high-end cost range,

depending on the particular brand under the Western Plus Atlantic Hotel

umbrella. They additionally utilize dynamic pricing, adjusting room rates in

light of interest, season, and booking recurrence.
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Marketing mix of Western Plus Atlantic Hotel

Product :Western Plus Atlantic Hotels is a global brand offering extravagance accommodations, including rooms and suites, as well as administrations like conference offices, eateries, health regions, from there, the sky is the limit.

Price :Western Plus Atlantic Hotel works in the mid to high-end cost range, depending on the particular brand under the Western Plus Atlantic Hotel umbrella. They additionally utilize dynamic pricing, adjusting room rates in light of interest, season, and booking recurrence.
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Continued…



Place: Western Plus Atlantic Hotels are found around the world, frequently in 

essential locations, for example, downtown areas, close to air terminals, and 

in well known traveler destinations. 



Promotion: Western Plus Atlantic Hotel utilizes a combination of traditional 

and computerized marketing methodologies. This includes print and television 

advertising, email marketing, virtual entertainment marketing, content 

marketing, and Website design enhancement. 
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Place: Western Plus Atlantic Hotels are found around the world, frequently in essential locations, for example, downtown areas, close to air terminals, and in well known traveler destinations. 

Promotion: Western Plus Atlantic Hotel utilizes a combination of traditional and computerized marketing methodologies. This includes print and television advertising, email marketing, virtual entertainment marketing, content marketing, and Website design enhancement. 
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SWOT analysis of Western Plus Atlantic Hotel



Strength: Strong brand recognition, Extensive global presence, Different segments of brand.  



Weakness: A huge portion of Hilton's business model depends on franchising. This dependence implies 

Western Plus Atlantic Hotel needs to maintain high guidelines across all properties, or the brand 

reputation could endure.



Opportunity: Expansion in emerging markets, Eco-friendly initiative, leveraging innovation.



Threat: Intense competition, Economic Instability, Global Wellbeing Emergencies/Pandemics
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Strength: Strong brand recognition, Extensive global presence, Different segments of brand.  

Weakness: A huge portion of Hilton's business model depends on franchising. This dependence implies Western Plus Atlantic Hotel needs to maintain high guidelines across all properties, or the brand reputation could endure.
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Customer target



Segmentation: Geographic segmentation, Demographic Segmentation, psychographic segmentation

Western Plus Atlantic Hotel works in north of 100 nations, so their offerings are acclimated to address

the issues and inclinations of various geographic markets. the extravagance brands like Waldorf Astoria

and Conrad take care of high-income individuals, while brands like Hampton by Western Plus Atlantic

Hotel take care of mid-income individuals or families. Western Plus Atlantic Hotel likewise portions its

clients in view of way of life and social class. For instance, they target business explorers, relaxation

voyagers, and clients who lean toward extravagance and high-class administrations
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Western Plus Atlantic Hotel works in north of 100 nations, so their offerings are acclimated to address the issues and inclinations of various geographic markets. the extravagance brands like Waldorf Astoria and Conrad take care of high-income individuals, while brands like Hampton by Western Plus Atlantic Hotel take care of mid-income individuals or families. Western Plus Atlantic Hotel likewise portions its clients in view of way of life and social class. For instance, they target business explorers, relaxation voyagers, and clients who lean toward extravagance and high-class administrations 









Segmentation:



Geographic Segmentation: Western Plus Atlantic Hotel works in north of 100 nations, so their offerings are acclimated to address the issues and inclinations of various geographic markets.

Demographic Segmentation: it's different brands take care of various demographic sections. For instance, the extravagance brands like Waldorf Astoria and Conrad take care of high-income individuals, while brands like Hampton by Western Plus Atlantic Hotel take care of mid-income individuals or families.

Psychographic Segmentation: Western Plus Atlantic Hotel likewise portions its clients in view of way of life and social class. For instance, they target business explorers, relaxation voyagers, and clients who lean toward extravagance and high-class administrations (Krawczyk,  2016).



Positioning:



Quality and Administration Greatness: Western Plus Atlantic Hotel positions itself as a brand that represents high-quality help and fantastic client experience.

Brand Variety: Western Plus Atlantic Hotel has positioned its arrangement of brands to take care of various necessities, from extravagance to full-administration to centered help hotels. Each brand has its own novel positioning, enabling Western Plus Atlantic Hotel to take special care of many clients (Krawczyk, 2016).

Innovation and Sustainability: Western Plus Atlantic Hotel positions itself as a forerunner in innovation, whether it's computerized registration and room selection or initiatives towards sustainability.
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Continued….



Positioning: Quality and Administration Greatness, Brand variety, Innovation 

and sustainability. By dint of maintaining these, Western Plus Atlantic Hotel is 

trying to make better positioning. 



Target customer: Young generation and tourists 
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Competitor analysis 



Marriott International: Marriott is a critical contender for western. It has a 

different arrangement of brands catering to different market portions, like 

Hilton. Marriott Prizes, its steadfastness program, is an immediate contender 

to Western Plus Atlantic Hotel Honors.



InterContinental Hotels Group (IHG): InterContinental Hotels Group (IHG): IHG 

is one more significant contender with an expansive arrangement of brands, 

including InterContinental, Crowne Court, and Occasion Inn. IHG likewise has 

a strong unwaveringness program, IHG Prizes.
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Marriott International: Marriott is a critical contender for western. It has a different arrangement of brands catering to different market portions, like Hilton. Marriott Prizes, its steadfastness program, is an immediate contender to Western Plus Atlantic Hotel Honors.



InterContinental Hotels Group (IHG): InterContinental Hotels Group (IHG): IHG is one more significant contender with an expansive arrangement of brands, including InterContinental, Crowne Court, and Occasion Inn. IHG likewise has a strong unwaveringness program, IHG Prizes.





Marriott International: As one of the biggest inn chains globally, Marriott is a critical contender for western. It has a different arrangement of brands catering to different market portions, like Hilton. Marriott Prizes, its steadfastness program, is an immediate contender to Western Plus Atlantic Hotel Honors (Scarantino, F., 2018).



InterContinental Hotels Group (IHG): IHG is one more significant contender with an expansive arrangement of brands, including InterContinental, Crowne Court, and Occasion Inn. IHG likewise has a strong unwaveringness program, IHG Prizes (Scarantino, F., 2018).



15










image10.emf
Continued…



Hyatt Hotels Corporation: Hyatt Hotels Corporation: Hyatt works in 

comparable sections as Western , offering extravagance and upscale full-

administration hotels, select help hotels, all-inclusive hotels, and wellbeing 

centered hotels.
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Hyatt Hotels Corporation: Hyatt Hotels Corporation: Hyatt works in comparable sections as Western , offering extravagance and upscale full-administration hotels, select help hotels, all-inclusive hotels, and wellbeing centered hotels.
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