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[bookmark: _Toc137675603]Introduction 
Critical and analytical thinking went into the creation of this marketing strategy, which aspires to serve as a solid guide for the strategic marketing objectives of Best Western Hotels and Resorts. Management, stakeholders, and franchisees may all find useful guidance in the document, since it's been crafted with their strategic goals in mind (Dibb, 2012). Several theoretical and marketing concepts form the basis of this strategy. In the first place, there is the SOSTAC model, which provides a complete and organised approach to strategic planning (Smith, 2011). Second, the time-honored paradigm of McCarthy's 4P's of marketing, which keeps product, pricing, location, and promotion under check (Constantinides, 2014). Finally, Ansoff's Matrix, a framework for strategic planning that may be used to assist create plans for future expansion (Ansoff et al., 2018). The goal of this strategy is not merely to use these models but to critically examine their usefulness, strengths, and weaknesses in the context of the present marketing environment in which Best Western operates.
[bookmark: _Toc137675604]Situation Analysis 
[bookmark: _Toc137675605]The 5 'C's 
[bookmark: _Toc137675606]SWOT Analysis
The fact that the Best Western brand has a strong reputation and is recognised all over the globe is one of the company's most valuable assets. However, one of its drawbacks is that it often gives clients dramatically different experiences depending on where they travel (Mishra et al., 2017). This is one of the company's limitations. According to Paley (2017), as the hospitality sector adapts to the new digital landscape, it will encounter both possibilities and threats posed by intensifying competition and shifting preferences on the part of customers.
[bookmark: _Toc137675607]Customers: Segmentation, Targeting and Customer Profiles
Convenience and affordability are two of the primary selling points for Best Western's target demographic of business and leisure travellers with middle-class to upper-class incomes. According to the data provided by SimilarWeb, the majority of the website's traffic originates from organic search engine results. This is evidence of successful digital marketing activities (Chaffey et al., 2019), which are reflected in the high number of visits to the brand's website.
[bookmark: _Toc137675608]Competitors: Perceptual Positioning Map and Bowman’s Strategy Clock
According to the customer perception map, competitors such as Hilton and Marriott provide a greater level of service at a higher cost. According to Thompson and co-authors (2017), the Best Western brand is classified as a hybrid in Bowman's Strategy Clock because it provides a quality that is acceptable at prices that are affordable.
[bookmark: _Toc137675609]Collaborators: B2B Relationships, Partnerships and Franchises
The fact that Best Western is a franchisor indicates that the company collaborates with independent hotel owners who operate their companies under the Best Western brand. According to Parsa et al. (2011), the success of the brand depends on its ability to form partnerships of this kind.
[bookmark: _Toc137675610]Climate: PESTLE Analysis
The PESTLE analysis demonstrates how complicated the macroenvironment really is. Important are political considerations such as the limitations on travel that have been established in the aftermath of a pandemic. However, the progression of technology paves the way for the possibility of better serving clients and streamlining procedures (Pappas, 2019).
[bookmark: _Toc137675611]Marketing Mix
According to Kotler et al. (2015), the 4Ps consist of the following: products (such as pleasant lodgings and services), prices (such as a competitive pricing strategy), locations (such as hotels all over the globe), and promotions (such as internet advertisements and loyalty programmes).
[bookmark: _Toc137675612]Objectives
[bookmark: _Toc137675613]Specific
The major goal of this advertising strategy is to increase Best Western Hotels' online visibility and client participation.
[bookmark: _Toc137675614]Measurable
Setting a goal to raise online booking rates by 15% is a measurable way to go towards this aim.
[bookmark: _Toc137675615]Achievable
This goal is feasible and within reach with an effective digital marketing plan.
[bookmark: _Toc137675616]Relevant
Improving online interaction is very relevant and vital for Best Western Hotels' future development and success in light of the hotel industry's growing dependence on digital platforms.
[bookmark: _Toc137675617]Time-bound
This target is expected to be met over the next 12 months, which should be more than enough time to put in place the required procedures and evaluate their efficacy.
[bookmark: _Toc137675618]Strategy 
[bookmark: _Toc137675619]New Value Proposition
Best Western's new slogan is "Personalised, Seamless Experiences through Digital Hospitality," which describes the brand's emphasis on providing guests with technological amenities that make their stay as comfortable as possible. This change coincides with increasing demands from consumers for tailored, digitally delivered service (Lemon and Verhoef, 2016).
[bookmark: _Toc137675620]Ansoff's Matrix Strategy
The 'Market Penetration' strategy, as defined by Ansoff's Matrix (Ansoff et al., 2018), will concentrate on expanding the business's current client base and enhancing the brand's standing within the market. Resolving customer complaints and increasing overall satisfaction may both benefit from this strategy.
[bookmark: _Toc137675621]Changes in Marketing Mix
The 'Promotion' component of the marketing mix will be updated to incorporate more focused digital advertising initiatives. In line with the new value proposition, digital services will be included to the 'Product' category.
[bookmark: _Toc137675622]Action 
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[bookmark: _Toc137675623]Control 
Setting Key Performance Indicators (KPIs) is essential for evaluating the efficacy of this marketing plan (Parmenter, 2015). The impact of the digital marketing methods may be seen most clearly in the 15 percent rise in online reservations used as the key KPI. Customer feedback in the form of online reviews and net promoter ratings will be used to analyse public opinion of the company's brand (Reichheld, 2003). In addition, measures like customer acquisition costs and customer lifetime value will provide light on the strategy' financial efficacy and ability to generate value over the long run. Best Western can stay in command and make the necessary adjustments to its strategy by keeping an eye on these KPIs.
[bookmark: _Toc137675624]Conclusion 
Assuring a uniform and individualised digital client experience across a worldwide franchise system is the primary issue of this marketing campaign for Best Western Hotels. The organisation, however, may overcome this obstacle and strengthen its competitive position by putting more effort into digital transformation. It is suggested that Best Western use cutting-edge CRM software to learn more about its clientele's wants and demands. It is also important to invest in employee training for the purpose of providing services that make use of digital technology. Best Western may improve the client experience and increase online reservations by implementing these changes.
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Description

	[bookmark: _Toc137675627]Appendix A: SWOT Analysis
	

	Strengths
	Global presence, strong brand recognition, diverse property portfolio

	Weaknesses
	Inconsistent customer experiences across locations, limited luxury offerings

	Opportunities
	Digital transformation in hospitality, increasing demand for personalised experiences

	Threats
	Intense competition, changing customer expectations, geopolitical uncertainties affecting travel

	[bookmark: _Toc137675628]Appendix B: Ansoff's Matrix
	

	Market Penetration
	Enhancing brand reputation within existing markets

	Product Development
	Not currently in focus

	Market Development
	Not currently in focus

	Diversification
	Not currently in focus

	[bookmark: _Toc137675629]Appendix C: KPIs
	

	1
	15% increase in online bookings

	2
	Improvement in online reviews and net promoter scores

	3
	Reduction in customer acquisition costs

	4
	Increase in customer lifetime value

	[bookmark: _Toc137675630]Appendix D: Marketing Mix
	

	Product
	Comfortable rooms and amenities, digital services

	Price
	Competitive pricing strategy

	Place
	Global hotel locations

	Promotion
	Targeted digital marketing campaigns, loyalty programmes

	
	

	[bookmark: _Toc137675631]Appendix E: PESTLE Analysis
	

	Political
	Geopolitical uncertainties and travel restrictions

	Economic
	Fluctuating economic conditions affecting travel trends

	Sociocultural
	Increasing demand for personalised and digital services

	Technological
	Digital transformation opportunities in hospitality

	Legal
	Regulatory compliance across diverse global markets

	Environmental
	Increasing emphasis on sustainability in hospitality

	[bookmark: _Toc137675632]Appendix F: Bowman’s Strategy Clock
	

	Position
	Hybrid strategy, providing fair quality at affordable prices
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INTRODUCTION 



The presentation mainly discusses the marketing plan of the 

chosen hotel. 



Best western hotel is selected for the presentation. 



Best western is known as the best western hotel having 

headquarters in pheonix, Arizona. 



The hotel contains around 4,700 hotels all across the world. 
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SITUATIONAL ANALYSIS - SWOT Analysis

Weaknesses Strengths



Improper brand differentiation



Limited target market and segment (Best Western, 2023)



Independently owned and inconsistent services in different

areas and locations.



Well-established brand



Global presence



Popular loyalty programs



Quality services and standards



Technological advancement

Threats Opportunities



Tough market competition



Challenges of regulatory



Economic recession



Changing customer demands



Emerging market expansion



Market penetration



Enhancing digital presence



Eco-friendly and sustainable practices
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SITUATIONAL ANALYSIS - SWOT Analysis

		Strengths		Weaknesses

		Well-established brand
Global presence 
Popular loyalty programs
Quality services and standards 
Technological advancement		Improper brand differentiation 
Limited target market and segment (Best Western, 2023)
Independently owned and inconsistent services in different areas and locations. 

		Opportunities		Threats

		Emerging market expansion
Market penetration 
Enhancing digital presence
Eco-friendly and sustainable practices 		Tough market competition
Challenges of regulatory
Economic recession 
Changing customer demands
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SITUATIONAL ANALYSIS - Perceptual Positioning 

Map
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SITUATIONAL ANALYSIS - Perceptual Positioning Map
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SITUATIONAL ANALYSIS - Collaborators

The hotel collaborates with corporate entity Best Western International Inc. 

The collaboration support brand standard and resources ensure consistency all across the hotels. 

The partners of Best Western include; AAA/CAA, The Disney Channel, Tip Advisor, and Costco (Best 

Western, 2023a). 

Best Western is associated with Destination Marketing Organizations (DMOs) and Tourism Boards in 

order to promote tourism as well as attract tourists. 
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The hotel collaborates with corporate entity Best Western International Inc. 

The collaboration support brand standard and resources ensure consistency all across the hotels. 
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SITUATIONAL ANALYSIS - PEST Analysis

Economic Political



The GDP rate in the UK is expected to grow to about 1.53% by

the end of 2028 (Statista, 2023).



Declination in the inflation rate impact the hotel industry in the

UK.



Government regulations



Changes in labour supply



Political and trade barriers

Technological Social



The hotel industry is experiencing digital transformation.



The focus on hotel brands shifts towards the use of smart

technologies.



Health and safety concerns influence the practices of hotel

brands.



The demands and necessities of customers are changing

continuously

.
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SITUATIONAL ANALYSIS - PEST Analysis

		Political		Economic

		Government regulations 
Changes in labour supply 
Political and trade barriers		The GDP rate in the UK is expected to grow to about 1.53% by the end of 2028 (Statista, 2023).
Declination in the inflation rate impact the hotel industry in the UK. 

		Social		Technological

		Health and safety concerns influence the practices of hotel brands. 
The demands and necessities of customers are changing continuously.		The hotel industry is experiencing digital transformation. 
The focus on hotel brands shifts towards the use of smart technologies. 
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STRATEGY 

To attract customers, Best Western focus on the features that set Best Western apart from the other 

hotels in the world. 

The hotel offers amenities, room designs, experiences, or services that are not accessible to the general 

public in order to appeal to a certain customer (Best Western, 2023b). 

Due to the brand's emphasis on offering distinctive hotel experiences, Best Western is able to draw in 

and retain customers who are seeking them. 

By requiring Best Western hotels to embrace sustainable practices, it can provide value for travellers

who are environmentally sensitive. 

Utilising less energy, recycling more, saving water, and purchasing items from ethical vendors are 

beneficial for Best Western. 
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To attract customers, Best Western focus on the features that set Best Western apart from the other hotels in the world. 

The hotel offers amenities, room designs, experiences, or services that are not accessible to the general public in order to appeal to a certain customer (Best Western, 2023b). 

Due to the brand's emphasis on offering distinctive hotel experiences, Best Western is able to draw in and retain customers who are seeking them. 

By requiring Best Western hotels to embrace sustainable practices, it can provide value for travellers who are environmentally sensitive. 

Utilising less energy, recycling more, saving water, and purchasing items from ethical vendors are beneficial for Best Western. 
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OBJECTIVES



The objectives that will achieve by Best Western are;



To improve guest satisfaction rate to about 10% within the next eight months.



To boost online presence and website traffic to 15% by the end of 2024.



To implement sustainable practices and reduce energy consumption to 20% by the end

of this year.
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CONCLUSION 



The above presentation discussed the marketing plan of Best Western.



The hotel is popular because of its global presence and strong brand reputation.



Best Western takes special consideration towards quality services and excellent

customer service.
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