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[bookmark: _Toc128252138]Section-A: Marketing Plan
[bookmark: _Toc128252139]Introduction
A marketing plan shows the goals, strategies, tactics, and budget required to promote a product or service to a target audience. It helps businesses to focus their efforts, allocate resources effectively, measure success, and adjust their approach as needed to achieve their marketing objectives (Kottler, 2020). The purpose of this marketing plan is to provide Best Western with a comprehensive framework for achieving its marketing goals and objectives. Best Western is a leading global hotel brand with a diverse portfolio of properties that cater to various customer segments. The aim of this marketing plan is to develop strategies that will differentiate Best Western from its competitors and enhance its brand value among its target audience. The plan will focus on the 4Ps of the marketing mix, including product, price, place, and promotion, to create a cohesive and effective marketing strategy. Additionally, the plan will consider the market environment, customer segments, and competition to develop a targeted and relevant approach to marketing. Overall, this marketing plan will guide Best Western's efforts to achieve sustainable growth, profitability, and customer loyalty.
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5CS
5Cs analysis is a framework used by businesses to evaluate the internal and external factors that affect their business: Company (internal), Customers, Competitors, Collaborators (suppliers and partners), and Context (macroeconomic, technological, social, and regulatory factors) (Jobber, 2020). It helps businesses to develop a strategic plan based on their strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc128252141]Company: SWOT analysis.

	Strengths
Global presence, loyalty program, diverse lodging options, affordable pricing, strong customer service focus.
	Weaknesses
Dependence on franchisees, varying quality across properties, limited luxury offerings, limited brand differentiation from competitors.

	Opportunities
Expansion into emerging markets, development of new luxury properties, increased focus on sustainability, leveraging technology for enhanced customer experience (Bass, 2021).
	Threats
Intense competition from other hotel brands, economic instability, changing consumer preferences, negative impact of COVID-19 pandemic on travel industry (Bass, 2021).




[bookmark: _Toc128252142]Customers
[bookmark: _Toc128252143]Segmentation 
Best Western's segmentation strategy is based on geographic, demographic, psychographic, and behavioral factors. It targets business and leisure travellers seeking affordable lodging options, as well as specific segments such as families, seniors, and pet owners. It also offers loyalty programs and special promotions to retain and attract customers (Clow, 2013).
[bookmark: _Toc128252144]Targeting
Best Western targets a wide range of customers, including business and leisure travellers seeking affordable lodging options. Its customer profiles include families, seniors, millennials, pet owners, and frequent travellers. It also targets specific segments such as government and military personnel, meeting and event planners, and group travellers. Best Western offers amenities and services tailored to the needs and preferences of each customer segment (Housden, 20008).
[bookmark: _Toc128252145]Competitors
[bookmark: _Toc128252146]Perceptual positioning map
Perceptual positioning map of Best Western shows it positioned as a mid-range hotel brand with a focus on affordable pricing and quality customer service. Its main competitors include brands like Holiday Inn and Ramada.
[image: ]
Figure: Perceptual positioning map (Bass, 2021)
[bookmark: _Toc128252147]Bowman's strategy the clock
Bowman's Strategy Clock analysis reveals Best Western's strategy as a hybrid of differentiation and cost leadership, offering a balance between affordability and quality. It differentiates itself from budget hotels with added amenities and service quality, while competing with upscale hotels on pricing. This strategy allows Best Western to maintain a competitive edge in the market (Kienzler, 2017).
[image: ]
Figure:   Bowman's Strategy Clock (Kienzler, 2017)

[bookmark: _Toc128252148]Collaborators
Best Western has a strong B2B relationship with its franchisees, providing them with marketing support, operational assistance, and access to a global reservation system. It also partners with other companies to provide added benefits to its customers, such as airline loyalty programs and car rental services. Best Western's franchise model allows it to expand its global footprint quickly while maintaining brand consistency and quality standards (Weitz, 2022). It also partners with independent hotels to bring them under the Best Western brand through its "soft brand" BW Premier Collection and BW Signature Collection.
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PESTLE analysis of Best Western includes the following factors:
Political
Political factors that affect Best Western include regulations and policies related to the hospitality industry, such as taxation, labor laws, and visa restrictions. For example, changes in immigration policies can impact the number of international travelers visiting Best Western properties (Kotler, 2020).
Economic
Economic factors such as GDP, inflation rates, and exchange rates can impact Best Western's financial performance. For example, a weak economy can lead to decreased travel and lower occupancy rates.
Sociocultural
Sociocultural factors such as demographics, lifestyle, and cultural differences can affect Best Western's customer preferences and demand for its services. For example, the trend towards sustainable and eco-friendly travel can influence the development of Best Western's corporate social responsibility initiatives (Vargo, 2011).
Technological
Technological factors such as digitalization and innovations can impact Best Western's operations and customer experience. For example, the adoption of mobile technology has allowed Best Western to enhance its online booking system and provide personalized guest services.
Legal
Legal factors such as employment laws, data privacy regulations, and consumer protection laws can impact Best Western's operations and reputation. For example, a data breach can lead to legal action and damage to Best Western's brand image.
Environmental
Environmental factors such as climate change and natural disasters can impact Best Western's operations and sustainability efforts. For example, a hurricane or wildfire can disrupt travel and cause property damage (Kienzler, 2017).


[bookmark: _Toc128252150]Objectives 
SMART target
The aim of a marketing plan is to guide a company's marketing activities in order to achieve specific business objectives.
SMART aim for Best Western could be to increase its market share by 10% in the next year by expanding its presence in emerging markets through targeted advertising and partnerships with local businesses and travel agencies. This aim is Specific, Measurable, Achievable, Relevant, and Time-bound, as it clearly defines the desired outcome, provides a quantifiable metric for success, is within the company's capabilities and aligns with its growth strategy, and has a specific deadline for achievement (Jobber, 2020).

[bookmark: _Toc128252151]Strategy
Best Western's value proposition is to provide affordable lodging options with quality service and amenities, tailored to the needs and preferences of its customers. It differentiates itself from budget hotels by offering added benefits such as loyalty programs, complimentary breakfast, and fitness centers. At the same time, it competes with upscale hotels by maintaining quality standards and leveraging technology to enhance guest experience (Weitz, 2022).
To communicate its value proposition, Best Western uses various marketing channels such as its website, social media, email marketing, and advertising campaigns. It also partners with other companies to provide added benefits to its customers, such as airline loyalty programs and car rental services.
To deliver its value proposition, Best Western focuses on providing personalized guest services and maintaining consistency across its global network of properties. For example, it offers a mobile app that allows guests to check-in, book services, and earn loyalty points. It also invests in sustainability initiatives such as reducing carbon footprint and promoting eco-friendly practices (Jo Hatch, 2019).
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Marketing mix
Marketing mix refers to the set of tactics and strategies that a business uses to promote its products or services to its target market. It includes the 4Ps: product, price, promotion, and place (distribution).
[image: ]
Figure: 4ps of marketing (Vargo, 2011)

	Product
Best Western offers a range of lodging options, including hotels, resorts, and boutique properties, each with its own unique features and amenities. To maintain its competitive edge, Best Western can continue to innovate by adding new services such as wellness programs, meeting facilities, and sustainability initiatives (Bass, 2021). For example, it can offer fitness classes, bike rentals, or electric car charging stations at its properties.
	Price
Best Western's pricing strategy should reflect its value proposition of affordable quality. It can offer competitive rates by implementing yield management techniques and leveraging partnerships with travel agencies and booking platforms. For example, it can offer discounted rates to loyal customers, members of its rewards program, and corporate clients (Kotler, 2020).

	Place
Best Western's global network of properties provides a wide distribution reach for its customers. It can continue to expand its presence in emerging markets and strengthen its partnerships with airlines, car rental companies, and online travel agencies. For example, it can collaborate with airlines to offer bonus miles for guests who stay at Best Western properties (Weitz, 2022).
	Promotion
Best Western's promotional strategies should focus on communicating its value proposition to its target audience. It can use a mix of traditional and digital marketing channels, such as email marketing, social media, and search engine optimization, to reach its customers. For example, it can create targeted ads based on customer preferences and location, offer promotions for booking directly on its website, and send personalized emails to its rewards program members.


Figure: 4ps of marketing

Best Western can use its marketing mix to differentiate itself in a crowded market and build brand loyalty among its customers. By continually innovating and adapting to changing customer needs, it can maintain its competitive edge and continue to grow its global footprint.
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	Actions
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Design marketing plan
	 
	
	
	
	
	

	Communicate plan
	
	 
	
	
	
	

	Design final plan
	
	
	 
	
	
	

	Chose platforms
	
	
	
	 
	
	

	Start actions
	
	
	
	
	 
	 

	Monitor and review
	
	
	
	
	 
	 







To choose the marketing channels schedule for a marketing plan, it's essential to first identify the target audience and their preferred communication channels. Some crucial channel for this plan includes social media platforms, email marketing, search engine marketing, content marketing, trade shows, and direct mail campaigns. Timing of this schedule in 6 weeks or 1.5 months. It will be a cyclical process to achieve the SMART aim. The selected channels are effective in reaching the target audience and achieving the marketing objectives as the world in moving towards these areas (Clow, 2013). However, it's essential to monitor and measure the effectiveness of each channel continually, adjusting the schedule as needed to optimize results and maximize ROI.


[bookmark: _Toc128252154]Control 
The success criteria for this marketing plan for Best Western will depend on the specific goals and objectives that the company aims to achieve. For example, if the SMART goal is to increase occupancy rates by 10% in the next 12 months, then the success criteria would be achieving or exceeding that target. Other success criteria may include an increase in customer satisfaction scores, repeat bookings, and positive online reviews (Bowie, 2017). To ensure the success of the marketing plan, Best Western can use various control mechanisms such as regular performance reviews, data analysis, and feedback from customers and stakeholders. It can monitor key performance indicators (KPIs) such as website traffic, conversion rates, and customer retention rates to track progress and adjust its strategies accordingly. Best Western can also conduct surveys and focus groups to collect feedback from its customers and stakeholders, which can be used to improve its services and marketing strategies. Additionally, it can establish a crisis management plan to address any unforeseen issues that may arise during the implementation of the marketing plan.




[bookmark: _Toc128252155]Conclusion 
This marketing plan provides Best Western with a clear roadmap for achieving its marketing goals and objectives. By focusing on the 4Ps of the marketing mix, market analysis, and customer segmentation, Best Western can create a differentiated and targeted approach to marketing. The proposed strategies are designed to enhance Best Western's brand value, improve customer engagement, and increase revenue and profitability. Success criteria and control mechanisms have been established to monitor progress and make data-driven decisions. By implementing this marketing plan, Best Western can position itself as a leading player in the highly competitive hospitality industry, and ensure long-term success and growth.
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Customers

= Segmentation

Best Western's segmentation strategy is based on geographic, demographic,
psychographic, and behavioral factors (Clow, 2013).

= Targeting

Best Western targets a wide range of customers, including business and leisure

travellers seeking affordable lodging options.
Its customer profiles include families, seniors, millennials, pet owners, and frequent

travellers.
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                                                                                             Customers  Segmentation Best Western's segmentation strategy is based on geographic, demographic, psychographic, and behavioral factors (Clow, 2013 ) .  Targeting Best Western targets a wide range of customers, including business and leisure travellers seeking affordable lodging options . Its customer profiles include families, seniors, millennials, pet owners, and frequent travellers .
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Collaborators

v Best Western has a strong B2B relationship with its
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Climate: PESTLE analysis

PESTLE analysis of Best Westemincludes the following factors:
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Control

= The success criteria for this marketing plan for Best Western will depend on
the specific goals and objectives that the company aims to achieve.

= For example, if the SMART goal is to increase occupancy rates by 10% in the
next 12 months, then the success criteria would be achieving or exceeding
that target.

= Other success criteria may include an increase in customer satisfaction

scores, repeat bookings, and positive online reviews (Bowie, 2017).





image17.png
Conclusion

= This marketing plan provides Best Western with a clear roadmap for achieving its
marketing goals and objectives .
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= The proposed strategies are designed to enhance Best Western's brand value,

improve customer engagement, and increase revenue and profitability .




image18.png
Referencing

Bass,F.M. 2021 The futureo research in marketing marketing science. Joural of Marketing Research, 30(1), pp.1-6.
Bouie, D. Butle, F. Brookes, M & Mariussen, A (2017), Hospitalty Markeing. 3rd ed, Routledge, London

Clow, K & Baack, D (2013), Integrated Adv etising, Promotion and Marketing Communications. 67 ed, Pearson, London

Housden M (2008), Marketing Research & Information, Buttervorth Heinemann, Oxford

Jobber, D. and Elis-Chadvick, F (2020), Principles and practice of marketing.Sth ed. London.

Jo Hatch, M. and Schultz, M., 2019, Relations befieen organizational culture, denity and image. European Journal of marketing,
31(516), pp356-365.

= Kiender, M. and Kowalkovski, C., 2017. Priing sirategy. A review of 22 y ears of marketing research. Joumal of Business Research,
78, pp.101-110.

= Smith PR & Zook ZE (2020) Marketing Communications.7th ed, Kogan Page, London

= Kofler, P, Amnsrong, G, Harts, L and He, H., 2020. Principles of marketing.5th European ed, London: Pearson Education Limited.

= Vargo, SL, 2011 Market sy stemsstakeholders and value propositions: Toward a servicedominant logic-based theory of the market.
European Joural of Marketing

= Weitz, BA and Wensley, R_eds., 2022. Handbook of markeling. Sage.




image1.png
Perceptual Map For Hotels

or A Holiday On The Beach

@
Hilton

Best ¥
Western. FOUR SEASONS
Kbl ot Hrirts

3 Star Hotel 5 Star Hotel

AWAy From The Beach




image2.png
BOWMAN'’S CLOCK

Differentiation
High
Hybrid
Focused Differentiation
Perceived Value
to the Customer | Low price 2] Risky High Margins
Low Price/Low Monopoly Pricing

Added Value

Loss of Market Share
Low

Low Price High

P ——
‘ Business Strategy Hub  wwe bstiateashus conm




image3.png
“Brand
“Services
<packaging

“Market
«Channel
«Distribution

“Discount
«Offerrice
«cCreditpolicy

"Advertising
<Publicity
«Sales promotion





