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[bookmark: _Toc150451960]Introduction 
The strategy for improving the market position and client engagement of Best Western Hotel is highlighted in this marketing strategy. The Best Western Hotel is a privately held hotel with a worldwide network of hotels located in more than 100 locations (Best Western, 2023a).  The strategy which was developed specifically for the management staff of the hotel is to use focused measures to increase customer happiness and brand awareness. This strategy incorporates a thorough examination of the company's strengths, client groups, rivals, and external market forces. It does this by utilizing the SOSTAC framework and marketing theories like the 4Ps and Ansoff's matrix. Hence, through the use of these data, the strategy seeks to improve the value offered by Best Western, improve marketing strategies, and propel long-term growth within the ever-rising hospitality industry.
[bookmark: _Toc150451961]Situation Analysis: 5’Cs
[bookmark: _Toc150451962]Company: SWOT analysis (Microanalysis) 
	Strengths
· Focus on innovation
· Invest in Research and development 
· Proactive to market behavior and consumer trends (Best Western, 2023b)
· Adaptive towards change 
	Weaknesses
· Competition from international hotels 
· Lack of services 
· The hotel is quite pricey as compared to rivals 

	Opportunity
· The hotel can develop robust alliances and collaborations (Pongsathornwiwat et al. 2019)
· Invest and engage in digital marketing 
· Incorporate sustainability in internal operations  
	Threats
· High competition in the industry 
· Altering policies of the government 
· Market saturation 



[bookmark: _Toc150451963]Customers: Segmentation and Targeting/ Customer Profile
	Geographic
	· Millennials and international businessmen in the UK, particularly London. 

	Behavioral
	· Individual seeking for innovative services 
· Business travelers who select luxurious services

	Psychographic
	· Married couples or single travelers 
· Middle and upper-class individuals 
· Businessmen and millennials 

	Demographic
	· The hotel target both males and female 
· The age group should be above 20



The below graph indicates that customers of Best Western include a wide spectrum of individuals looking for dependable, mid-range lodging, such as both leisure and business tourists. Target markets include millennials with a strong business clientele, a digital sense, and families on a tight budget. The brand is a great option for both short-term holidays and business travel since it caters to those who value high-quality facilities, comfort, and efficiency (Similar Web, 2023).

[image: ]
Figure 1: Traffic & Engagement Analysis of Best Western
(Similar Web, 2023)

[bookmark: _Toc150451964]Competitors: Perceptual positioning map 
[image: ]
Figure 2: Perceptual Positioning Map

[bookmark: _Toc150451965]Collaborators: Demonstrate an awareness of your organizations B2B Relationships, Partnerships, Franchises
 The global reach of Best Western Hotel is made feasible by its strong business-to-business (B2B) relationships, which include alliances with significant travel agencies, companies, and online booking platforms (Chen and Huan, 2020). Strong franchise models uphold brand values while enabling personal hotels. For smooth operations, continued market competitiveness, collaborative agreements, and improved guest experiences are shaped by technology businesses and hospitality service providers (Madanaguli et al., 2022).
[bookmark: _Toc150451966]Climate: PESTLE (Macro analysis) 
	Political 
	· Policies on tourism and taxation 
· The implication of Brexit on travel restrictions and Labor force 
· International relations and trade policies (French, 2018)

	Economic 
	· Hospitality sector indicate economic output of £59.3 billion (Parliament UK, 2023)
· The inflation rate was 8.6% in 2023 (Statista, 2023)
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(Statista, 2023)

	Social 
	· Altering demographics with a rising number of cultural and ethnic groups 
· Health and wellness trends 
· Rise in technology (Tan and Despotis, 2021)

	Technological 
	· Use of smartphone to book a reservation 
· Use of cloud-computing systems (Tao et al. 2018)
· IoT enable to automate the process 

	Legal 
	· Employment law that protects rights of the worker
· Licensing (Piso, 2022)
· Food and safety hygiene 
· Data protection 

	Environmental 
	· Sustainability initiatives 
· Renewable energy sources and reducing waste 



[bookmark: _Toc150451967]Marketing Mix 
	Product
· Services such as breakfast, Wi-Fi, and parking to improve guest satisfaction 
· Different options of accommodation catering to several customer segments such as suites, rooms, and available services  
	Price
· A competitive pricing approach that highlights the benefits of high-quality amenities and services.
· Loyalty plans and seasonal incentives to promote return business and improve client retention.

	Place
· It is located worldwide 
· Located in over 100 countries 
· Locations include Sydney, California, Canada, Nevada etc. (Best Western, 2023)
	Promotion
· The hotel uses multi-channel marketing campaigns using social media such as Facebook, Instagram, and Twitter to improve brand engagement. 
· Promotion indicating the unique offerings of the hotel and customer-centric approach 



[bookmark: _Toc150451968]Objectives 
The objective is to obtain a 20% rise in direct online reservations on the Best Western website within the upcoming year. The SMART objectives include:
Specific: Boost online booking on the website of Best Western 
Measurable: Attain a 20% rise in online booking measured by exclusive booking IDs 
Achievable: Incorporate customized promotional offers, focused digital marketing tactics, and user-friendly website improvements.
Relevant: Increase the ability of the brand to compete in the hotel industry and generate online income.
Timeframe: Achieve this objective within the next 12 months
[bookmark: _Toc150451969]Strategy 
The newly introduced value proposition of Best Western Hotel intends to enhance guest experiences by stressing convenience, encouraging a feeling of community within its developments, and placing a renewed focus on personalized service. However, the company will implement a market development plan based on Ansoff's matrix to solve any reputation issues. This approach will include identifying new consumer categories and enhancing visitor engagement through creative digital marketing efforts. 
Therefore, investing in staff training to guarantee greater service delivery, introducing customer feedback mechanisms for ongoing development (Solnet et al. 2019), and updating advertising messages to demonstrate the upgraded offerings of the hotel are all part of the changes to the marketing mix.
[bookmark: _Toc150451970]Tactics 
Best Western Hotel will use the RACE (Reach, Act, Convert, and Engage) framework in order to solve the issues that have been discovered. This will include customized email newsletters, interesting website content, and targeted social media campaigns. Moreover, enhancements include using client endorsements as social proof, putting in place a responsive customer support system, and enhancing search engine optimization for more exposure for quick problem-solving, all of which promote increased client engagement and loyalty.




[bookmark: _Toc150451971]Action
[bookmark: _Toc150451972]Gantt Chart 
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Figure 3: Gantt chart
 

[bookmark: _Toc150451973]Control 
To verify the efficacy of the marketing strategy, Best Western Hotel will use a range of key performance indicators (KPIs), such as monitoring the development of new customer acquisition, examining customer satisfaction surveys to determine favorable brand perceptions, and analyzing online reviews and social media interaction to evaluate brand sentiment. Moreover, crucial insights may also be attained by tracking the conversion rates of the website, examining how the marketing techniques directly affect profitability and revenue creation, and assessing the effectiveness of specific promotion campaigns (Hanssens and Pauwels, 2016). Hence, to ensure continued success in reaching the established targets and continual development, strategic modifications will be guided by daily performance reviews against predetermined benchmarks.
[bookmark: _Toc150451974]Conclusion
It is concluded the overall goal of Best Western Hotel's complete marketing strategy is to improve both its market visibility and consumer interaction through customized activities. Moreover, the strategy lays the foundation for increased competitiveness and long-term growth in the hospitality sector by using a sophisticated understanding of the market, an innovative approach to customer experience, and strong partnerships.












[bookmark: _Toc150451975]

References 
Best Western Hotel. 2023a. About BWH Hotels. Available at https://www.bestwestern.com/en_US/about.html. [Accessed on 11th November 2023]
Best Western, 2023. Featured Destination. Available at https://www.bestwestern.com/en_US/hotels/destinations.html. [Accessed on 11th November 2023]
Best Western, 2023b. Best Western Behind the Brands Series. Available at https://www.bestwestern.com/en_US/about/press-media/2018-press-release/behind-the-brands.html. [Accessed on 11th November 2023]
Chen, K.Y. and Huan, T.C., 2020. Facilitating weaker firms’ market knowledge in asymmetric B2B relationship from structure, process, and strategy aspects–a case of travel industry. Journal of Knowledge Management, 24(3), pp.697-716.
French, S., 2018. Between globalisation and Brexit: Migration, pay and the road to modern slavery in the UK hospitality industry. Research in Hospitality Management, 8(1), pp.23-31.
Hanssens, D.M. and Pauwels, K.H., 2016. Demonstrating the value of marketing. Journal of marketing, 80(6), pp.173-190.
Madanaguli, A.T., Dhir, A., Talwar, S., Singh, G. and Escobar, O., 2022. Business to business (B2B) alliances in the healthcare industry: A review of research trends and pertinent issues. Journal of Business & Industrial Marketing, 37(8), pp.1688-1705.
Parliament UK, 2023. Hospitality industry in the UK: pre-pandemic. Available at https://commonslibrary.parliament.uk/research-briefings/cbp-9111/. [Accessed on 11th November 2023]
Piso, A., 2022. Controlling the clock: Working hours in the UK hotel sector. Research in Hospitality Management, 12(1), pp.1-11.
Pongsathornwiwat, A., Jeenanunta, C., Huynh, V.N. and Udomvitid, K., 2019. Can collaborative relationship stimulate innovation capability and improve performance in the hospitality industry?. International Journal of Innovation and Learning, 26(3), pp.321-342.
Similar Web, 2023. Bestwestern.com. Available at https://www.similarweb.com/website/bestwestern.com/#overview. [Accessed on 11th November 2023]
Solnet, D., Subramony, M., Ford, R.C., Golubovskaya, M., Kang, H.J. and Hancer, M., 2019. Leveraging human touch in service interactions: lessons from hospitality. Journal of Service Management, 30(3), pp.392-409.
Statista, 2023. CPI inflation rate for restaurants and hotels in the United Kingdom from January 1989 to September 2023. Available at https://www.statista.com/statistics/621993/cpi-restaurants-and-hotels-uk/. [Accessed on 11th November 2023]
Tan, Y. and Despotis, D., 2021. Investigation of efficiency in the UK hotel industry: a network data envelopment analysis approach. International Journal of Contemporary Hospitality Management, 33(3), pp.1080-1104.
Tao, M., Nawaz, M.Z., Nawaz, S., Butt, A.H. and Ahmad, H., 2018. Users’ acceptance of innovative mobile hotel booking trends: UK vs. PRC. Information Technology & Tourism, 20, pp.9-36.










Power Point Presentation

[image: A person standing on a hill

Description automatically generated]
[image: A close-up of a hotel

Description automatically generated]

[image: A close-up of a swot analysis

Description automatically generated]
[image: A screenshot of a document

Description automatically generated]



[image: A screenshot of a map

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]



[image: A black and white marketing mix

Description automatically generated]
[image: A screenshot of a web page

Description automatically generated]



[image: A white text with black text

Description automatically generated]
[image: A screenshot of a project management

Description automatically generated]



[image: A close-up of a document

Description automatically generated]
[image: A screenshot of a paper

Description automatically generated]



[image: A person holding a suitcase

Description automatically generated]
image5.png
et art: L

.

i;=§

[e— -

rE— At papat
Commmeity gt i e Setanbr

Dvectmateting





image6.png
MARKETING PLAN

BEST WESTERN HOTEL
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Introduction

m  The chosen Hotel for this presentation is Best Western Hotel.
m  The presentation intend to make a marketing plan for Best Western Hotel

m  This will be done by using SOSTAC framework and marketing theories such as 4Ps and Ansoff matrix.
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SWOT Analysis

Strengths ‘Weaknesses

Focus on innovation Competition from international hotels

Invest in Research and development Lack of services

Proactive to market behaviour and consumer The hotel is quite pricey as compared to rivals
trends

Adaptive towards change

Opportunity Threats
v T B B S T T TRV G E e High competition in the industry
collaborations e Altering policies of the government

Invest and engage in digital marketing e Market saturation

Incorporate sustainability in internal operations
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Segmentation and Targeting

Geographic Millennials and international businessmen in the UK, particularly
London.

Behavioural Individual seeking for innovative services

o Business travellers who select luxurious services

Psychographic e Married couples or single travellers
e Middle and upper-class individuals

o Businessmen and millennials

Demographic e The hotel target both males and female
e The age group should be above 20




image10.tmp
Perceptual positioning map

High quality

Hilton

Holiday Inn

Low quality

High price
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PESTEL

Pol
ons and Labour f
Inter)
Hospitality sector indicate economic output of £59.3 billion (Parliament UK, 2023)
The inflation rate was 8.6% in 2023 (Statista, 2023)
Altering demographics with a rising number of cultural and ethnic groups
Health and wellness trends

Rise in technology

inological Use of smartphone to book a reservation

Use of cloud-computing systems

IoT enable to automate the process
Employment law that protects rights of the worker

Licensing
Food and safety hygiene

Data protection
Sustainability initiatives

Renewable energy sources and reducing waste
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MARKETING MIX

Promotion
The hotel uses multi-channel marketing campaigns using social
media such as Facebook, Instagram, and Twitter to improve
brand engagement.
Promotion indicating the unique offerings of the hotel and

customer-centric approach
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Objectives

Specific Boost online booking on the website of Best Western

Measurable Attain a 20% rise in online booking measured by exclusive booking IDs

Attainable e Incorporate customised promotional offers, focused digital marketing tactics, and

user-friendly website improvements

Increase the ability of the brand to compete in the hotel industry and generate online
income.

Achieve this objective within the next 12 months

Time-bound
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Strategy

The newly introduced value proposition of Best Western Hotel intends to enhance guest

experiences

The company will implement a market development plan based on Ansoff's matrix to solve any

reputation issues

This approach will include identifying new consumer categories and enhancing visitor

engagement through creative digital marketing efforts

Therefore, investing in staff training to guarantee greater service delivery
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Conclusion

It is concluded the overall goal of Best Western Hotel's complete marketing strategy is to

improve both its market visibility and consumer interaction

The strategy lays the foundation for increased competitiveness and long-term growth in

the hospitality sector

The hotel will use a sophisticated understanding of the market, an innovative approach

to customer experience, and strong partnerships.
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bestwestern.com Traffic & Engagement Analysis

bestwestern.com's traffic has decreased by 8.39% compared to last month
(Desktop). Click below to reveal how well bestwestern.com meets visitor
expectations and captures their interest.

4 Showing Similarweb estimated data. Publicly validate your site’s metrics by connecting your GA4

Total Visits Last Month Change Bounce Rate Pages per Visit
51M ~ 8.39% 48.66% 363

Connect your Google Analytics

Avg Visit Duration
00:03:32
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