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[bookmark: _Toc120895960][bookmark: _Toc121437755]Introduction
Several of the best as well as quickest restaurants within the nation are Premier Inn hotels. This hotel has allocated funds for many of its branches of more than 40,000 guestrooms and more than 600 resort locations mostly in UK and republic Of Ireland. Due to the sheer top-notch products available, a growing body of evidence suggests it is among the best eateries in the UK. There are Premier Inn establishments across the globe. Businesses are doing just that on a global scale because they have three segments in Dubai and a fourth in India. Premier Travel Inn has a thorough plan for marketing to attract clients and keep customers effectively so that they can continue enjoying profits as discussed below.
[bookmark: _Toc120895961][bookmark: _Toc121437756]Situation analysis (5 C’s)

[bookmark: _Toc120895962][bookmark: _Toc121437757]Premier Inn swot analysis (Micro - analysis)
	Challenges
	One of the firm's shortcomings is that it is not accessible everywhere, which has occasionally been claims of poor customer service (George, 2021).

	Strengths
	The totally dedicated clientele, varied offerings, and numerous prospects in the current economy are Premier Inn's strong points. 


	Opportunities
	Planned growth and increased sales growth are the firm's
possibilities. By safeguarding the surrounding ecology and
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	weather, the business could flourish on moral attitudes, regard
client social behavior, and project an image of business ethics.

	Threats
	The organization faces numerous dangers because of the decline in visitor numbers, travel bans inside the UK due to its ranking as a RED continent, and the weakening of the financial system.


 

Customer: With over 840 properties and 82,000 guest rooms in fantastic locations around the United Kingdom, Premier Inn is never out of reach. Since we serve over five million customers every month at our 1,600 Premier Inn hotels and restaurants throughout the United Kingdom, it's clear that our employees are the backbone of our business. 
[bookmark: The_brief][bookmark: Porter's_5_forces][bookmark: _Toc120895966]
[bookmark: _Toc121437758]Porter's 5 forces
	Competition in the industry
	The stiff competition in the sector is high due to the pricing of product differentiation and their
switching of costs are low at Premier Inn hotel

	Potential entries to the industry
	The industry is composed of high capital costs and therefore this should be ensured that it gains its worth in output. The new entrants therefore have a tough process since hotels run on product differentiation and therefore entrants must
invest in innovation of services given to clients.

	Power of suppliers
	It is low over hotel industry and have indirect
pressure over their competitiveness

	Power of buyers
	When the buyers are many, the market players are subjected to high power buyers, and this
fluctuates power over hotel industry

	Threats of substitute products
	This is seen to be low at Premier Inn hotel and it
only affects them during recess.



[bookmark: B2B_relationships_and_partnerships][bookmark: _Toc121437759][bookmark: _Toc120895968]Collaborators
Hospitality business stakeholders include owners/investors, multinational hotel operators, white label management firms, consultants, attorneys, architects, construction companies, and local governments. Premier Inn is owned by Whitbread, which is increasing its hotel business in Germany. Premier Inn has around 840 hotels and 82,000 guest rooms in the UK.


[bookmark: _Toc121437760]The Marketing environment (Macro) PESTEL

	Political
	The corporation is harmed by BREXIT and the expansion of
immigration regulations. There are additional border



	
	controls, therefore fewer people utilize the restaurant's
facilities

	Economic
	Currency weakness, a downturn, and rising prices are all
economic concerns at Premier Inn.

	Social
	Research and Consultancy (2021) claims that the business
upholds societal expectations and satisfies client demands through interacting on a community scale

	Technology
	Premier Inn has gained relevance by employing web business talk to customers, keeping the existing clients, utilizing web platforms to advertise unique products. This represents a crucial component of a business' business plan. Through utilizing slashing technologies or offering their customers excellent, elevated goods, the company increases
the price of its goods.

	Environmental
	Through allowing visitors to hire primarily alternative fuels and using sunlight to generate most of its energy, Premier Inn complies with local, state, and worldwide environmental regulations.

	Legal
	A business should be informed of something and obey the nation's tax increase and visa regulations. Every business is required to uphold whatever agreements it has established among every worker (Feys and Probert, 2015).





[bookmark: _Toc120895969][bookmark: _Toc121437761]Objectives

· Specific: The main aim of the marketing is to raise advocacy among the intended audience and as a result, become acquainted with the consumer's perception.
· Measurable : Premier Inn Hotels must use metrics that reflect all parties' needs and wants.
· Attainable : Is the project help to earn customer perception fruitfully. 
· Realistic: Realistically, premier Inn Hotels' management team should focus on the project's objectives and timeframe.
· Time Bound: It needs 12 months to solve the issue. 
[bookmark: _Toc120895970]
[bookmark: _Toc121437762]Strategy
[bookmark: _Toc120895971]The label squad at Premier Inn utilizes the information to create customized correspondence with a service-oriented focus. With a £50,000 budget, the project was accomplished in four months. Goals have been established at hotels using data on current stages as well as upside potential.

 
[bookmark: Bowman’s_Strategic_Clock][bookmark: _Toc120895980]
[bookmark: _Toc121437763]Tactics 
[bookmark: _Toc121437764]Marketing mix
Product – Organizations provide a plethora of facilities, including lodging, entertainment, dining, and traveling. 
Price - Premier Inn offer a wide range of services, such as hotel, recreation, food, and transportation. Including most items, their extensive assortment preserves customers and improves customer care. The quality of customers' nights plays a significant role in Premiere Inn's stance as the most affordable and well-regarded hotel in the UK. 
Place – Company have more than 850 venues in the UK, and several of them are

hotels with gardens abroad. Additionally, the excellent caliber of accommodation and identifying features are present across all its sites.
Promotion – In an attempt to get its senior clients to remain mostly on company's property for extended durations, companies present individual deals and other incentives. 

[bookmark: _Toc120895981][bookmark: _Toc121437765]Action
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This was crucial for my marketing strategy to incorporate the following during my sales force timetable: straightforward, attainable, and quantifiable objectives (for example, increasing sales by 10%); timelines for meeting objectives; a budget for every sales promotion; and information on who oversees every action. After four months, this tactic helped me create a marketing plan that was effective.






[bookmark: _Toc120895982][bookmark: _Toc121437766]Control

[bookmark: Unique_selling_proposition_on_marketing][bookmark: _Toc120895983][bookmark: _Toc121437767]Unique selling proposition on marketing
Any successful advertising campaign must start with a distinct Unique Selling Proposition (USP).
[bookmark: _Toc120895984][bookmark: _Toc121437768]Features of unique selling proposition on marketing
· It ought to be genuinely original.
· It must be uplifting and compelling just to capture the imagination of your target audience, encourage discussion about it, and finally prompt purchases.
· It ought to be challenging to copy.
· It ought to be simple to comprehend.
[bookmark: _Toc120895985][bookmark: _Toc121437769]Importance of unique selling proposition on marketing

1. A clear benefit - When the advantage of your offering or service is clearly stated by its own USP, your intended audience understands the value of it because of this specific feature.
2. Boosted income - An effective item Due to the fact that USP gives one's industry a particular point in buying, it enhances your sales strategy supports income.
[bookmark: _Toc120895986][bookmark: _Toc121437770]Conclusion

Premier Inn restaurants boost sales, prices, deals, and locations with the best business plan. Reputation in the UK tourist business also helps firms. Companies should address possible risks and vulnerabilities since the sociopolitical atmosphere is unclear and might cause a continuous drop in corporate sales if unprepared. In advertising, the company excels in adding value to current items and assuring consumers of a problem-free stay at one of its resorts. 
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