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[bookmark: _Toc128751402]Introduction:
The goal of the marketing campaign for the Best Western Plus Atlantic Hotel is to increase the hotel's presence in existing markets as well as to enter new ones. Under this heading are financial, promotional, and marketing objectives. This strategy was developed for use by the company's upper management. Lodging Western's Promotion Mix, or Integrated Marketing Communication strategy, includes a number of different promotional methods from which to choose in order to increase the hotel's visibility. Examples include commercials, sales promotions, personal sales, public relations, and direct marketing.
















[bookmark: _Toc128751403]Situation Analysis 5Cs:
Company: Before outsourcing, Lodging Western's marketing managers must assess internal strengths and weaknesses. Each company has a different advertising budget and needs different skills to promote itself. Corporate analysis optimizes Hotel Western advertising. The quartet's manufacturing and delivery troubles should worry Lodging Western's marketing management. Strategic marketing won't satisfy customers.
Customer: Lodging Western's marketing plan must identify the brand's desired target market and develop tactics to reach it. Lodging Western marketers may consider industry growth rate, potential market size , tangible and intangible product features desired by industry consumers, the main reason for purchasing the products, the frequency of purchases, the most recent purchases, industry trends, income levels, etc (Blackwell & Eppler, 2014).
Competitors: Bowman clock is used in UK to determine the competitor of business. New competitors need a lot of money and marketing professionals to enter the market, which hurts Western Lodging's bottom line. Western hotel marketers must differentiate the property and appeal to its target market. Enterprise competition lowers market profitability. 
Collaborators: Western Hotel Analysis Examine several commodity markets to discover more. Technology and business cycles threaten Western lodging. Western Lodging may rebrand to compete (Tubtimcharoon, 2019). Because to Lodging Western's global operation, marketing managers should focus on overseas and manufacturing and delivery concerns, according to partners.
Climate: Lodging Western can defend against new competitors and charge premium prices if its marketing department matches demand. IP/Patent Threats Global Company may breach Lodging Western patents, copyrights, and other intellectual property. Risks and adaptability Western hotels decide how much to localize abroad. This decision affects production, advertising, and more. In-house production and other risk-reduction strategies. Diversification and Inflation: Rising inflation could impact Lodging Western's revenues. Western Hotel Bookings and Political Concern For the past three to four years, the US-China trade war, Brexit, and the French yellow vest movement have increased geopolitical risk. Lodging Western's marketing managers must assess client behavior in the current economy, which may differ from expansions. Western Lodging's marketing and products are regulated. USA and EU Western product standards differ. Foreign operations risk currency risk and targeted marketing. Most U.S. corporations have suffered from FX exposure in Venezuela, Argentina, Turkey, Russia, and Indonesia over the previous decade (Tubtimcharoon, 2019).
[bookmark: _Toc128751404]Objectives:
The smart objectives must be measureable, accessible, and realistic timely and specific. The primary focus of the marketing strategy for the Best Western Plus Atlantic Hotel is to boost the hotel's overall market penetration and expansion. Promotional, marketing, and monetary goals fall under this umbrella. The purpose of advertising is to get the word out about a product or service by reaching out to potential buyers and convincing them again and over again that one should buy it and use it. The purpose of their marketing efforts is to seek out new avenues for expanding  clientele and ultimately expanding market share, sales volume, and average realized pricing. This is where Atlantic Hotel hopes to achieve its financial goals for the current fiscal year, including a long-term rate of return on investment, profitable operations, and stable cash flow (Gâdău, 2017).
[bookmark: _Toc128751405]Strategy:
 With hotel site design and smartphone optimization, Best Western Plus Atlantic Hotel attracts enterprises, expatriate professionals, and tech-savvy tourists. Good service would assist the hotel to fulfill marketing goals and stand out. Strategic pricing meets financial goals. Atlantic Hotel wants to improve its web design and hotel mobile optimization by hiring a professional web designer to design www.BestWesternPlusAtlantic.com with high-resolution, professionally produced photos of property, detailed room descriptions with all of  unique amenities, a complete list of local points of interest with photography, an interactive map, and quick driving directions. Mobile-friendly hotel marketing. Mobile devices book holidays and hotels. Mobile travel planning is 50%. Hotels need mobile websites to boost occupancy. Best Western Plus Hotel trains and retrains its personnel on the significance of good customer service, reviews their job performance often, collects customer feedback, and uses the survey answers to train employees to handle genuine circumstances to deliver truly exceptional customer service (Fifield, 2012). 
[bookmark: _Toc128751406]Tactics:
Product: In the eyes of the marketing department, the product is more than just a commodity; it's the channel through which the company transfers value to the customer. Lodging Western delivers value to its customers in a variety of ways, including point-of-sale equity, installation and repair services, sales personnel priming and pre-purchase education, word-of-mouth referrals, a reputable brand name, ease of access, a tangible product, financing choices, etc. It’s possible that Lodging Western's marketing team can differentiate itself from the competition by focusing on the many different ways in which customers can see the value of their product (Xie, 2020). 
Price: The other 3Ps of marketing—product, venue, and promotion—heavily inform pricing decisions. The maximum amount a customer is willing to pay for a Certain Western product at the current market pricing is what we call its perceived value.
Place: The Place, or Distribution Channel, is the set of interconnected operations via which Lodging Western offers its products to the general public. Product information, after-sale and installation services, product lines (in terms of breadth, depth, and height), quality control, point-of-sale personalization, logistics, reduced minimum order quantities (which in turn increase sales to individual customers), and simplified availability are just some of the many purposes served by distribution and marketing systems. 
Promotion: In order to maximize its exposure, Lodging Western can choose from a wide variety of promotional strategies, all of which make up its Promotion Mix, or Integrated Marketing Communication plan. Commercials, sales promotions, personal sales, public relations, and direct marketing are all examples of these (Sarker, 2012).Hotel Western can persuade clients by informing them of the availability of the product, the pricing of the product, the special features of the product, the locations where the product can be purchased, and, ultimately, how the product or service can be used most effectively by the customer.
[bookmark: _Toc128751407]Action:
Gantt chart shows the timely activities of the organization. This sort of advertising may be used to spread the word about the business across a wide variety of online mediums. A website can be used to market and sell the products to a targeted audience. Digital advertising channels include things like paid placement on other people's websites or social media channels, or even just using  own social media channels to reach the intended audience. A company's budget can balloon if it decides to implement an aggressive digital marketing plan. There is a lot of success with this type of marketing, thus it has been adopted widely (Rosenbloom, 2012).
Gantt chart 
	Task 
	Time Periods 

	
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5

	Content Marketing 
	
	
	
	
	

	Sponsorship in sports 
	
	
	
	
	

	Internet marketing 
	
	
	
	
	

	TVC
	
	
	
	
	

	Events Marketing 
	
	
	
	
	



[bookmark: _Toc128751408]Control:
Consumers are the most obvious barometer of a business's health. Many businesses use information on the connections between their brands and their customers to track shifts in the market and develop long-term strategies. Metrics that attempt to measure every facet of a company's interactions with its customers have seen a growth in popularity in recent years. When revenues are subtracted from costs, the remaining amount is the net income ratio or profit. This metric has long been used by businesses as a proxy for the success of their operations.


[bookmark: _Toc128751409]Conclusion:
A lack of financial backing or other resources is a common problem in this business. The organization may be losing money or the advertising isn't generating a profit, either of which could lead to this situation. If the company doesn't have enough money, its growth could be stunted or its marketing efforts could fail (Cowley, 2017). Many times, marketing departments need to prove their worth to upper management before they can receive adequate money. Keeping tabs on useful performance metrics and reporting on them is a good tactic.
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Before hiring outside aid, Lodging Western should evaluate its marketing team. Companies handle marketing and promotion differently. The firm's analysis improved Hotel Western's ads. The quartet's manufacturing and shipping troubles should concern Lodging Western's marketing department. Clever advertising never satisfies. Lodging Western has to attract brand-loyal customers. Western lodging marketers consider the following factors: industry growth rate; market size (globally and for the target segment); product features (both tangible and intangible) that consumers want; the main reason people buy the products; how often people buy; what people buy; how much money they make; what other people in the industry are buying; and so on. Western Lodging loses money due to expensive initial costs and industry expertise. Western hotels must differentiate to attract the proper guests. Companies that fight lose. Promote Western resorts as a Westerner. Typical Western Hotel Evaluation Learn about commodity markets. The average family saves $1,000 compared to the typical brand. Technology and economic downturns threaten Western hotels. Western Lodging may change its name to stay competitive.(Clarke, A.E., Washburn, R. and Friese, C., 2015).
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Business people, digital nomads, and vacationers with smartphones all flock to the Best Western Plus Atlantic Hotel due to its convenient location and modern amenities. Best Western Plus Atlantic Hotel's superior service will set it apart from similar establishments. Any pricing strategy needs to take into account the requirements of the enterprise(Ferrell, O.C., Hartline, M. and Hochstein, B.W., 2021).
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Discounts and supply and demand affect an item's price. Western product value determines a consumer's spending. The Place, or Distribution Channel, is where Western Lodging sells most of its products. Distribution and marketing systems give product information, after-sale and installation services, product lines (breadth, depth, and height), quality control, point-of-sale personalization, logistics, lower minimum order quantities, and simpler availability. Lodging Western's Integrated Marketing Communication plan, the Promotion Mix, includes a number of advertising tactics to boost the hotel's profile. These techniques are used in advertising, promotions, personal sales, PR, and direct marketing(Išoraitė, M., 2016). 
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Advertisers have the option of displaying their own content on their social media pages or paying another party to do so on their behalf. If a corporation goes all out with their digital marketing, it can rack up some significant costs(Printezis, I. and Grebitus, C., 2018). 
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The marketing campaign for the Best Western Plus Atlantic Hotel is geared toward developing both new and existing customer bases. Marketing, advertising, and financial targets are listed. Repeated exposure to ads for a product or service increases the likelihood that the target audience will make a purchase and use the item in question.
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