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[bookmark: _t8h2vfi5lch]Introduction 
The marketing plan for Premier Inn is a comprehensive strategy to increase their visibility and customer base. It includes a detailed analysis of the current market, the competitors, customer preferences, and their own capabilities. It also outlines the strategies that the company should pursue to increase their sales, such as market segmentation, pricing strategies, promotional activities, and advertising campaigns. Additionally, the plan identifies the resources needed to implement the strategies, the timeline for implementation, and the expected results. The report will consist the 5C’s, SWOT, PESTLE analysis, 4ps of marketing mix. The plan is being prepared for the company Premier Inn to help them remain competitive and increase their market share. 
[bookmark: _yiketqbyyav7]Situation Analysis
[bookmark: _d5b4omw1iems]Company 
The company Premier Inn is a chain of budget hotels in the United Kingdom operated by the Whitbread Group (Whitbread, 2023). To gain a better understanding of Premier Inn’s strengths and weaknesses, a SWOT analysis can be conducted. 
· Strengths include a strong brand name, a wide range of amenities, and a large network of hotels (BBC. 2019). 
· Weaknesses include high costs associated with maintaining a large network of hotels and limited international expansion. 
· Opportunities include cost-cutting initiatives and expanding into new markets. 
· Threats include increasing competition from other budget hotels.
[bookmark: _odg75bdue0vj]Customers 
To better understand Premier Inn’s customers, segmentation and targeting can be used. The company’s primary target market is budget-conscious business and leisure travelers. Customers are typically aged 25-50, with a higher percentage of business travelers than leisure travelers. Premier Inn offers a variety of amenities to its customers, such as free Wi-Fi, comfortable beds, and an on-site restaurant (Bower, 2018).
[bookmark: _jaj2r2wmrdqz]Competitors: 
Perceptual positioning maps can be used to understand Premier Inn’s position in the market relative to its competitors. The company is positioned as a strong mid-range budget hotel, offering good value for money (Lock, 2020). To further understand Premier Inn’s competitors, Bowman’s Strategy Clock can be used. The company is positioned in the middle of the market, offering a combination of both low prices and good quality.
[bookmark: _qggioccwy0tu]Collaborators
Premier Inn has a variety of B2B relationships and partnerships, such as a partnership with Booking.com and franchise agreements with independent hotels. These relationships and partnerships allow the company to expand its reach and increase its revenue. Additionally, Premier Inn has an online booking platform, which allows customers to quickly and easily book a room (Page and Connell, 2020).
[bookmark: _1l5z8vlbfnhf]Climate
A PESTLE analysis can be used to understand the external environment that Premier Inn operates in. 
· The political environment in the United Kingdom is stable, but there is increasing pressure to reduce costs associated with providing budget accommodation (The Guardian. 2021). 
· The economic environment is favourable, with increasing demand for budget accommodation. 
· The social environment is positive, with customers increasingly expecting good value for money. 
· The technological environment is also positive, with customers expecting a reliable online booking experience. 
· The legal environment is favourable, with regulations in place to ensure that customers are treated fairly and not overcharged.
· Finally, environmental factors such as climate change and natural disasters can also impact the hospitality industry (Bas and Sivaprasad, 2020).
[bookmark: _i55cgxsi2qx7]Objectives
The aim of the marketing plan for Premier Inn is to increase brand awareness, generate qualified leads and grow sales by 10% in the next 12 months, in a cost-effective, measurable and achievable way.
[bookmark: _lz3nm325eyra]Strategy
Premier Inn’s value proposition is to provide quality, affordable accommodation, with the assurance of a good night’s sleep. The proposition focuses on delivering a relaxing, comfortable, and affordable experience to all guests, regardless of their budget.
To communicate the value proposition, Premier Inn focuses on creating positive associations with the brand, by promoting its award-winning customer service, modern and clean rooms, and convenient locations. Through targeted advertising and use of influencers, Premier Inn is able to reach its target audience and position itself as a reliable and desirable accommodation option.
The value proposition is delivered through a wide range of services, from online booking and free Wi-Fi, to free breakfast and exclusive loyalty programs. By focusing on the needs of different customer segments, Premier Inn is able to tailor its services, further enhancing its value proposition.
To ensure that the value proposition is delivered consistently, Premier Inn has implemented a rigorous quality and assurance program. This includes regular customer surveys and feedback, as well as trained staff and rigorous room cleaning protocols (Newton, 2018). 
By delivering on its value proposition, Premier Inn is able to differentiate itself from other accommodation brands, and ensure a positive and memorable experience for all its customers.
[bookmark: _l8ct6ncodnde]Tactics
Marketing mix:
Premier Inn is a hotel chain with over 800 hotels in the UK, Ireland and Germany (Statista, 2022). It is the UK’s largest hotel chain and the third largest in the world. It offers budget accommodation for both business and leisure travelers, with a focus on providing great value for money.

Product: 
Premier Inn offers guests a range of rooms from budget to luxury, with a variety of amenities including free Wi-Fi, flat-screen TVs, en-suite bathrooms and complimentary toiletries. The hotel chain also boasts a range of added benefits, such as complimentary breakfast, free parking and a range of dining options.
Place (Distribution): 
Premier Inn’s hotels are located across the UK, Ireland and Germany. The chain has a strong online presence, with a website and an app, which allow customers to easily book and manage their reservations (George, 2021). Customers are also able to book through major travel sites such as Expedia and Booking.com.
Price: 
Premier Inn prides itself on offering great value for money. Prices vary depending on location and room type, with budget rooms starting at £40 per night and luxury rooms ranging up to £100 per night (Statista, 2022). Premier Inn also offers a range of special offers and discounts, such as discounts for long-term stays and loyalty schemes. Premier Inn offers competitive prices with a variety of price points to suit different budgets. The chain also offers discounts and promotional offers throughout the year. The pricing strategy is linked to market research and marketing environment analysis and customer value, ensuring that customers get the best value for their money.
Promotion: 
Premier Inn uses a variety of marketing and promotional techniques to reach potential guests. These include television and radio advertising, outdoor advertising, social media campaigns, email campaigns, search engine marketing and affiliate marketing. The hotel chain also sponsors a range of events and activities, such as music festivals, sporting events and charity initiatives. Premier Inn uses a variety of promotional strategies to reach its target audience (George, 2021). The chain has an extensive marketing campaign, which includes television, radio, and print advertising. Additionally, the chain has an active presence on social media, and engages with customers through various platforms. The chain also uses RACE (Reach, Act, Convert, and Engage) and communications mix to reach its target audience.
[bookmark: _b6ymrvr6ixa5]Action
The Gannt chart below outlines a marketing activities schedule for Premier Inn. The schedule comprises of a combination of digital and traditional marketing channels including television, radio, outdoor, press and web.
The decision to use a mix of digital and traditional marketing channels was informed by the need to reach a wide variety of consumers from different backgrounds and with different access to technology. The decision was also influenced by the need to maintain a consistent presence across all channels in order to maximize visibility and brand awareness. 

The schedule is intended to ensure that the brand reaches its target audience at the right time and in the right place. 
	Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
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Table 1: Gantt chart
(Figure: Created by the learner)
[bookmark: _yah9fjfooepr]Control
Success for the Premier Inn can be measured in a number of ways. 
1. Increase in customer base: Measuring the number of new customers and customers who have stayed with the hotel over a set period can tell if the hotel is successful in gaining new customers. 
2. Positive attitudes towards the brand: Conducting surveys, analysing customer feedback and measuring customer satisfaction can help determine whether customers have a positive attitude towards the brand (Premier Inn. 2023).
3. Increase in profits: Measuring the increase in profits over a set period can help to determine the success of the hotel.
4. Increase in bookings: Measuring the number of bookings and revenue generated from bookings can help to determine the success of the hotel (EHL, 2023). 
5. Increase in customer loyalty: Measuring the number of returning customers and the amount of repeat bookings can help to determine the loyalty of customers towards the brand. 
6. Increase in overall brand awareness: Measuring the number of mentions, shares and views of the Premier Inn in various online media, such as social media and online reviews, can help to determine the overall brand awareness (Premier Inn, 2022).
[bookmark: _ngybi6ubbl0j]Conclusion
Premier Inn faces the challenge of marketing to a wide range of customers, from business Travellers to leisure customers. It is important to tailor messaging to different target audiences, and to make sure that the brand is communicating the correct message to each group. Additionally, Premier Inn needs to ensure that its digital marketing strategies are up to date and effective, as digital channels are becoming increasingly important. Recommendations include developing a comprehensive digital marketing strategy, as well as focusing on customer segmentation and personalised campaigns. Additionally, it is important to ensure that the brand is leveraging the latest technologies and trends in order to stay competitive.
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Objectives

Premier Inn's marketing plan is to
raise brand awareness, produce
quality leads, and boost sales by
10% in 12 months in a cost-
effective, measurable, and doable
manner (Premier Inn. 2023).
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Strategy

* Premier Inn offers affordable, comfortable accommodation.
Everyone has a relaxing, comfortable, and affordable stay.

* Premier Inn markets its value with award-winning customer service,
modern and clean rooms, and handy locations. Targeted advertising
and influencers establish Premier Inn as a trustworthy and
appealing hotel (BBC, 2019).

* Free Wi-Fi, breakfast, and reward programmes add value. Premier
Inn improves value by catering to consumer categories.

* Premier Inn's rigorous quality assurance procedure provides value.
Staff training, consumer surveys, and strict room cleaning are
included.

* Premier Inn's value proposition and customer service set it distinct.
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Tactics: Marketing Mix

* Product: Premier Inn has budget to luxury rooms with free Wi-Fi,
flat-screen Ts, en-suite bathrooms, and amenities. Breakfast,
parking, and eating are complimentary.

* Place (Distribution): Premier Inn operates hotels across the UK,
ireland, and Germany. The chain's website and app simplify
booking and management. Expedia and Booking.com accept
reservations.

* Price: Premier Inn is noted for its value. Budget rooms cost £40,
while luxurious ones cost £100. Premier Inn offers discounts and
reward programmes. Premier Inn accommodates all budgets
(statista, 2022).

+ Promotion: Premier Inn uses a variety of marketing and
promotional methods to attract guests. Television, radio, outdoor,
social media, email, search engine, and affiliate marketing
examples. The hotel chain supports charity, music, and sports.
Premier Inn advertises extensively.

Marketing mix- 4P’s
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Action

- Premier Inn's marketing calendar is
below. The timetable includes TV, radio,
outdoor, print, and web marketing.

- Toreach a diverse audience with various
technology and backgrounds, a mix of
digital and traditional marketing channels
was chosen (Lock, 2020). To optimise
visibility and brand recognition, a
consistent presence across all media
influenced the selection.
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Control

Premier Inn success can be measured in
several ways.

- Increase in the customer base:

. Positive brand attitudes

. Profit growth

. Increased bookings (The Guardian. 2021):

. Increased customer loyalty

QU AW N e

. Increased brand recognition.





