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Introduction 
The report is about the marketing plan drawn for Best Western Hotels' Manchester Airport location. The purpose of the report is to look over the environment in which the hotel is operating and develop a strategy to target the appropriate audience and increase their awareness to boost profitability (Twomey & Tomkins, 2003). 
The report is generated for the authorities of the hotel to evaluate different directions to improve their business and advertise it in a better way. The assessment will include situational analysis, incorporating SWOT analysis, segmentation and targeting, Porter's five forces, collaborators, and PESTLE analysis. It includes SMART objectives for the report, strategy including value proposition, tactics by studying the 4Ps of the marketing mix, and lastly, USP and success monitoring and measurement. 
Main Body
The biggest strengths of the hotel are that it comes under one of the leading hotel chains across the globe, which is also located at optimal locations. On the other hand, it faces weaknesses in competition from other international hotel chains that are opening up in their locations. The incorporation of technology and penetration into emerging locations can act as an opportunity, but at the same time, changes in market conditions can become a threat to its stability at premium locations such as Manchester airport (Robertson, 1995). 
The segmentation will be done based on behavior and demographics such as they have rooms for individuals, families, and groups. Also, they have different types of rooms according to different categories of budget. Furthermore, it generally targets higher and middle-income people based on the services they provide (van den Berg, Van Klink, & Pol, 1996). 
The bargaining power of customers becomes higher in peak season when the state has to manage the maximum number of tourists. Due to the presence of other hotels, people have different choices. The bargaining power of suppliers is also higher because they have other hotels in the same territory, thus they have more options to go to. The threat of new entrants will be lower because the market is already congested and it would be difficult for a newcomer to mark the position. On the other hand, the threat of substitutes will be more because of the great number of competitors present at the same location. Lastly, the intensity of the rivalry between competitors is also higher because leading global hotel chains have also opened up their branches in a similar locations (Cheng, 2013). 
It is an independently owned global hotel chain that has opened numerous hotels at different locations globally in almost every country. For this reason, it has a great reputation and recognition across the globe. Also, it has many member hotels working under its umbrella (Ashford et al. 2013).
Brexit and similar political events disrupt the hotel business by reducing the number of flights and thus impacts the business negatively at locations like an airport. The UK is undergoing economic challenges, this brings hurdles to the smooth functioning of the hotel by threatening its financial conditions (Lu & Tabari, 2019). 
There will be customers from all across the globe at the selected location of the hotel and thus, the social parameter can influence, but this can be handled by the company's focus on technological innovations in various departments. The company has to undergo all the legal aspects and must comply with environmental sustainability regulations in the longer run (Portes, 2022). 
The Manchester Airport Branch, aims to increase its online bookings by 10% in the next six months. The success of the goal will be measured after every month and this will be achievable by the use of different techniques and AI-powered tools. Furthermore, it will be relevant because the goal is related to the company's profitability and it has a given time of six months. By doing so, the company will be able to boost its operational efficiency through the use of digital techniques that can benefit it in the future (Sheehan, Grant, & Garavan, 2018). 
The company’s value proposition is to provide convenient services to its people. By setting the goal, the company aims to provide customers with a better facility for online booking by which they can select and book any room of their choice at the time of planning a trip and within the price range they want. This will be communicated to the people through the company's official website, social media, and digital advertising tools (Robertson, 1995). 
Travel agents and traveling companies will be given huge discounts on their online bookings for a specific number of people. In this way, they will prefer booking rooms online that will lead us to our target. Furthermore, the advertisements will target the potential market of consumers such as travel agents, tour organizers; corporate offices as well as individuals who have middle to higher income and are interested in traveling and exploring. With the help of the goal, the targeting will be impacted in a way that the advertisement will reach out to all the people with the help of AI and they will be targeted in lesser time. Also, the positioning will be impacted as the company will offer discounts to the customers who will go via online bookings and in this way, will become a hotel offering high-quality services at lower prices (Humphreys, 1999). 

The message to attract new consumers will be “the heavy discount offers for all rooms booked online; no matter if you’re coming as an individual, family or group, we have offers for all. Also, tour companies can collaborate and gain maximum benefits, but for a limited time only”. In this way, the clear message for online bookings will be given to the people. The products of Western Hotel in Manchester include their services of rooms for different categories of customers including groups, corporate, and individuals; in different price ranges with different facilities. Individuals or families from middle income can go for the standard package in which all the necessary services are included, while premium packages can be selected for higher income families that would include different additional services. The company’s pricing will be competitive, particularly in the case of online booking because the company has to promote its digital platform (Callan & Kyndt, 2001). 
For this purpose, initially, to make a trend of online bookings for its consumers, the company will display offers and packages. Also, it will have different offers for corporate groups and tourism organizations in case they prefer booking rooms online. Tourist companies and groups will be given special discounts over a team of 10 people so that they can feel attracted to book online. In terms of place, the hotel is located at a very premium location at Manchester airport. This place encounters different customers from all across the globe, belonging to different categories in terms of finances. Thus, the company can locate its targeted customers and reach out to them via emails and other digital sources as well. Additionally, the promotion of the offers and discounts regarding the objective will be displayed using social media tools and website marketing (Bowie et al. 2016).

The hotel company will use marketing channels such as website promotion, digital advertising, and social media campaigns to promote their online bookings and gather consumers. It is because the company has to gather people from different regions across the globe and that would not be possible via print media. Thus, online sources will act the best (Preble & Hoffman, 2006). 
The USP of the hotel is to increase profits through joint selling in coordination with different voluntary and democratic private associations. This will provide the company an opportunity to work with different people explore and expand to different regions and increase their profitability as an advantage in return. The company can offer accommodation to the people from multiple regions at good and competitive pricing, that would ultimately help in marketing (Williams-Oerberg, 2020). 
The success of the objective can be measured by analyzing and calculating Website Traffic Growth. In this way, the hotel can track changes in its online bookings over the months and see if there is positive growth and at what rate (Chimhanzi, 2004). 
Conclusion
In a nutshell, Hotel at Manchester Airport can increase its online traffic flow via digital tools and techniques but it will encounter certain issues including rapid change and technological innovations in digital media that can disrupt the company's targets. Also, online bookings don't let the authorities evaluate people in person and thus, they cannot know whether the person is a decent one or has some wrong intentions. These types of issues must be avoided by preparing mitigation plans before executing the strategy (Schlegelmilch, 2016). 
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SWOT ANALYSIS
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4 P'S OF MARKETING
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[The products of Best Western Hotel in Manchester Airport include their services of rooms for different categories of customers including groups, corporate, and individuals; in different price ranges with different facilities. Individuals or families
can go for various packages depending on their budget.

The company’s pricing will be competitive, particularly in the case of online booking because the company promote its digital platform.

I terms of place, the hotel s located at a very premium location at Manchester airport. This place encounters different customers from all across the globe, belonging to different categories in terms of finances. Thus, the company can locate
its targeted customers and reach out to them via emails and other digital sources as well. Additionally, the promotion of the offers and discounts regarding the objective will be displayed sing social media tools and website marketing
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PESTLE ANALYSIS
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[Brexit and similar political events like regulations of COVID disrupt the hotel business by reducing the number of flights and thus impacts the business negatively at locations like an irport.
The UK is undergoing economic challenges, this brings hurdles to the smooth functioning o the hotel by threatening its financial conditions(Lu & Tabar, 2019). There will be customers from all across the globe at the selected location of the
hotel and thus, the social parameter can influence, but this can be handled by the company's focus on technological innovations in various departments. The company has to undergo all the legal aspects and must comply with environmentat
sustainability regulations in the longer run.

Just an example how effective these things can be. In 2019, Manchester Airport had more than 29 million passengers annually. In 2020, hit by COVID this number dropped down to 7 million. So now that is more important than ever to attract
new customers.

We already offer a bar open at 24/7.
We already offer free transport to the Airport and from the Airport to the Hotel.

What else can we do?

Give extra loyalty points for first bookers.

Refer to your friend scheme.

Looking for partrership with car parks all around the Airport to promote the Hotel.

The busiest flying routes at Manchester Airport run by easylet, 2jet.com and Ryanair. Make a partnership with those airlines, promote our hotel and the whole brand on their flights and we can offer lower prices for their staff and families to
stay in our hotel.
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CONCLUSION

* Applying all these marketing techniques, doing proper planning, and looking for
improvements, it is concluded, can bring in new business and elevate the hotel to a
different level within the country.





