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What we wanted to achieve?

Revenue growth

Channel shift & inspire new guests to travel

Brand awareness

Increase the awareness of the Best Western brand

Fully integrated campaign

A campaign that works across our key channels (& budget)



How are we going to achieve
this?

BwH'l Hotels



How do we do this?

Pure brand campaign

Modest budgets Drive revenue growth Previous offer data




How do we do this? Offer led

Incentive

Resonate with customer Hotel impact Is it marketable?




How do we do this? Offer led m

Free breakfast

High perceived value Low cost to deliver Flalisiel mar'ketmg
opportunity




What channels?
. reddit
Programmatlc - Sponsorship
Out of home
(print / digital)
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What channels?

Sponsorship
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Multiplicative power of Radio & 00H

Click Through Rate

+86"

=

Meta Ads (See) Meta Ads (See) + 4 Weeks Radio Meta Ads (See) + 4 Weeks Radio + 2

+297%

Weeks OOH

SS Steml M Source: Adrisan Hogervorst - de long, Goboony. UK 401k reach, geo experiment in 2023
Create with Confidence



Creatives needed

16:9 video
Ve_rtlcal Static images
video
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Clear brief
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THE PROPOSITION

Best Wastarn has
an apportunity to
‘oayn braakiast' by
offering genuinsly
frow breakfasts
acress all holels,
without
Cftpramising on
WIS
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SUPPORTING MESSAGES (NOT CAMPAIGN FACING)

Breakfast is now free, as standard
but never standardised.

Breakfasts as deliciously individual as the hotels who serve it -
free all year round for every leisure guest *

Pessionately served and cooked by our often award-winning chefs, using local ingredisnts wherever possible. and served genenmsashy.

WH | Hotels

= 'We aren't hiding the cost of your breakfast in higher reom rates or increased booking fees—

we genuinely mean it's free

« The offer is available at all Best Westarn hotels—nof just a sebect fow

= Frea breakfasts throughout 2025—not just durlng guiet times to fill rooms

« Everyone on your booking gets o free breakfast—not conditianal on one full paying adult

« Frea doesn't mean we scrimp on partions—our breakfasts are famously génaraus

o Or breakfasts are as unique as the hotel you're staving In—=Best Westem s a collection of
independent hotels prowdly run by owner/managers

= You won't eat the same breakfast iwlce—each hotel’s breakfast menu Is inapired by local

GavnEr manager

culsine, showcasing locally-sowrced produce, and shaped by local culinany talent and proud

You bring the Inspiration | We bring the Impact



| | AT BEST WESTERN, WE TAKE
BREAKFAST NOW FREE BREAKFAST SERIOUSLY.

AS STANDARD — BUT
NEVER STANDARDISED THAT'S WHY, 2025 IS THE...

Year of the

Free Breakfast
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With free breakfast when you book direct*, there’s BUJ I Best Western
enough to keep you going until lunchtime and beyond... Hotels & Resorts
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With free breakfast when you book direct”, there’s enough to keep your little Bw | Best Western.
army going until lunchtime. Just remember to guard that last pancake...

Hotels & Resorts
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Best Western - Free Breakltast Campaign Toolkit
Campaign in Action - Style Guide

i Promaotional roundel
+ in the top left.

This Style Guide
shows how the
campaign elements
come together to
create a distinctive
look and feel,
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With FREE breakfastwhen yau buﬂl{dlrect thene S EnﬂugFl 10 I‘-teﬂp gﬂur =
little army going until lunchtime. Just remember to guard that last pancake. "h:'t,.:
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Book now at bestwestern.co.uk

Sub-copy featuring the offer
with FREE uppercased and a
matching customer benefit.
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‘Book now..." CTA and full
tarms and conditions copy
sit within the BW Blue panael.

Bll) | Best Western

Hotels & Fesorms

Bw Blue panel housing
sub-copy and the brand logo.

Eve-catching
hero image

that links to the
headline and
overall campaian
concept

Three-part headline
with the first word
in each couplet
uppercasad ancd
the word 'Free'
underlined

Add a slight

'Cuter Glow* effect
in black to help the
headlina read well
OVEr [Magery.



UP BEFORE
THE ALARM

L | Boiffoeem. oot b

Year of the
Free Breakfast

-

VIDEO
« 30 second
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okl oo, We .'1.':I'.=-'|I,;I eI B (PRI iL"'I'I[h:IEh,;I framed Tirhe frame incroduces ouwr audience w the Year of Close on ot Cogk an it choss over 1o 0700 Avwlder shor shows a different diock b an CImpoy
digiral alarm clock, showing 06-5%am the Free Breakfast acvass acrigp, white unmade bed hore] recan, alongside & slepr-ing LETR AT bed
' MO Avapt ME.All alarm shots will be centraily framed
This opening shot & our seasonal adapt. *seasonal adapy 3 y

: ab&: alarm ringing for eye-comfort + aspect ratio adapts,
To b dimgiy.®
L] 6 SE' O ! I d b be direyacd accondingln SFX: amEsent Taaim [One. )
SFXz alarm ringing

SFX ambisnt vaom one

AUDIO ..
e 30 second . —— i S | T

Whe cut ta a thivd roorm with a Lising a combination of ECL and usde-shors, uwe fast- Empity hotel corridors
different cloch, also s&T [0 Tam Ut benunee n MARTIple rooem s, wich bullding speed - X
3 : R SFX: the muffied spune of multiple alarms SEN: the echoarg of alamn clocks
S - L and shawing different alorm chocks displaging 7am "
5FX: different alarm ringing emanating from the Tooms ran be heard
SFE: different alarmns ring for cach room

Emipty hotel staircase
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BW ' Best Western. presents...

Hotels & Resorts

Year of the Free Breakfast
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Budget planning

Seasonality

Other tactical
promotions

Channel mix I I I | I

January February March May June July August September October HNovember December
® Leeds Rhinos  ® Paid soclal @ YouTube  ® Programmatic Display  ® Audio (AIF)  mOoH (AIF)
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Nationwide survey on Series of press releases
breakfast habits focusing on different topics

178 pieces of coverage Audience of 315m

You bring the Inspiration | We bring the Impact



Keeping it fresh

B\ l BestWestern. presents...

Hotels & Resorts

Seasonal ad variants

Autumn | Spring | Summer | -- i c
Valentines | Winter . -

e

Year of the Free Breakfast

Best Western. presents...
Bw' Hotels & Resorts P BW ' Best Western. presents...

Hotels & Resorts

Year of the Free Breakfast

| Year of the Free Breakfast
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Keeping it fresh Sociall/ influencers
e i : .. Different locations, hotels and content creators

;1& pelrfecmf

South ankghlre
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Better with Breakfast
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Better with Breakfast e v S —-

Brits are more Vincent Van Scoff than Vincent Van Gogh, with three-quarters of
the natien (76%) preferring to tuck into a fry-up than visit an art gzllery, a new
study reveals.

A Turther half (47%) describe the humble full English as a greater masterpiece
than either Leonardo da Vinci’s Mona Lisa o1 Van Gogh's Sunflowers, the

resparch from Best Westem Hotels reveals®,

Celebrated art historian Ruth Millington backs the findings, insisting: “The

fry-up is the ultimate British masterpiece.

A FREE Bireakifasr makies
eneryiing betier,
mod jirst our hotel stays

Bl direct ot bestwestern.co.ak
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The results

Revenue growth — 8.5% overall increase, 6% channel shift from OTAs
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Brand awareness — 3% pt increase in prompted awareness

D .l
b
5

". e 20|

Fully integrated campaign — integrated across all our channels seamlessly
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