
 

2021 Brand 
Campaign

WORLDWIDE HOSPITALITY AWARDS 2021
Category: Best Communication Campaign



THE NEW B&B HOTELS CAMPAIGN:

“A BAD DAY CALLS FOR 
A GOOD NIGHT'S SLEEP.”

WHICH EXPRESSES NEW BRAND’S 
POSITIONING THROUGH 
ADVERTISING.

CANDIDATE ADVERTISING CAMPAIGN



COMMUNICATION STRATEGY

A B&B HOTEL is not a hotel where you go on holiday to experience unique 
moments. It is a functional, conveniently located hotel, a hotel where you stay 
when you are on the move.

To be effective, and to set itself apart from the competition, it is essential for 
B&B HOTELS not to deny the reality of its specific customer functionality, and 
to assume its status as a hotel for people passing through, as a hotel for 
limited purposes (business, family or friends travel).

Assuming this role is also an opportunity for creating an emotional bond: B&B 
Hotels’ guests' trips are usually functional, and when the hotel minimises the 
inconvenience and knows how to put a positive spin on it, there is much to be 
grateful for. 
This is the core of our positioning: 
a bad day calls for a good night's sleep. 

Throuh this honest positioning and without over-promising, it is then possible 
to talk about what matters above all in a hotel: the product, the quality of the 
bedding, the breakfast, the services, the warm welcome.



The campaign was first broadcast from 20 June to 14 July, 2021.
It is a mainstream campaign, broadcast nationwide.

The target audience is broad:
Traveling professionals and individuals (solo or with family).

DISTRIBUTION



B&B Hotels does not disguise itself: The brand is true to itself, to what it 
offers, to its products and benefits, and to the nature of its relationship 

with the consumer.

No “joy of traveling” advertising campaign, 
far removed from the customers’ experience.

But rather a true, heart-felt pitch for a brand that is functional and close to 
its customers.

CAMPAIGN’S INNOVATION



In the midst of the COVID-19 health crisis, the 
temporary closure of hotels and the travel bans 
had a significant impact on the hotel industry. 

To make up for this shortfall, it was therefore 
imperative to relaunch a communication plan as 
soon as the hotels reopened. 

The main challenge for B&B HOTELS: to set 
itself apart. It was important to add relief to the 
company’s brand image.

The advertising agency Buzzman responded to 
this brief, from the redefinition of the B&B 
HOTELS strategy to the production and delivery 
of the advertising assets.

X

PROJECT’S ORIGINS



The new positioning of B&B Hotels is based on these 3 pillars:

structure of the offer location of hotels price positioning

Comfort and services 
designed for short 

stays vs. longer tourist 
trips (restaurant, gym, 

activities, etc.)

Close to major roads 
and main points of 

interest for 
professionals 

(exhibition centres, 
airports, train stations, 
business centres, etc.)

Unbeatable value for 
money, 

hotel nights accessible 
to as many people as 

possible, respecting the 
specifications of a 

majority of companies.

BUILDING OF THE POSITIONING



This status of short-stay hotel is its reality today 
and must be its source of pride tomorrow.

B&B Hotels is not a default solution,
but the perfect choice for travellers on 
the move.  

3 pillars that lead us to the following conclusion: 
B&B HOTELS is a welcoming, quality 

short-stay hotel brand.

BUILDING OF THE POSITIONING



From: 
We’ll almost make you love

your trips
To: 

A bad day calls for
 a good night's sleep

CAMPAIGN’S MESSAGE



Family Target

Pro Target NATIONAL TV

PR

VIDEO ONLINE

SOCIAL MEDIA

CRM

DISSEMINATION 
OVER 3.5 weeks  Movie 

“The Company” 

 Movie 
“Introductions” 

IN 30-SECOND AND 
10-SECOND VERSIONS

IMPLEMENTATION



It took 5 months to: 

- Define the new positioning of the 
brand
- Express it at the creative level
- Develop the media strategy
- Produce assets
- Deliver assets

3 weeks of campaign on TV channels in line with 
our targets:  

IMPLEMENTATION

- Format: 25’’ & 10’’

- 1722 spots overall, including 243 on M6/FTV

- 85.2% of 25-59 year olds exposed at least once to the campaign

- An average repetition per viewer of 6.3

- Over 136 million contacts overall in our 25-59 target

- 14 appearances in the Tour de France

- 3 appearances during European Football Championship matches 



ASSESSMENT

An awareness & image study was conducted following the campaign from 20 to 21 July* 
to measure the impact of the campaign on building brand awareness. 

RESULTS

* Study carried out by CH2Conseil & Yougouv among 1004 people representative of the French population (18+)



Our success indicator: 
recovery period
 vs. 2019 
(year before COVID)

# The Performance 

Recovery Revenue 

July 2021 = 97% of 
2019
August 2021 = 115% of 
2019

Summer 2021 = 106% 
of 2019

ASSESSMENT



THANK 
YOU!


