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Introduction

The goal of this marketing plan it is to attract new clients in the current climate that has been set as the result of the pandemic and Brexit. This marketing plan it is therefore prepared for the Premier Inn hotel, a British chain of hotel from the UK. Premier Inn is a British budget hotel chain and the UK's largest hotel brand, with over 800 hotels and over 75,000 rooms across the UK and Ireland.(Ellis,2020)
For this marketing plan there will be utilize different frameworks and analysis such as PESTEL, 4PS, SWOT Analysis.
Situation Analysis

Segmentation: Premier Inn it will break down the market based on their needs:travellers,people that have a busy lifestyle,people that are looking for quality services,business people.(Ellis,2020)
Geographic : UK and all its cities
Demographic: both man and woman,  medium-high social income
Psychographic: busy people, interest in travel, to visit, to explore
Behavioural: high loyalty, high interest in travelling.
Differntiatiated targeting: standards rooms as price points, (midscale)
Positioning: how Premier Inn will be perceived in people minds: having positive feelings, being very excicited to stay with Premier Inn because of high quality services.
Subjectivise positioning: tangible dominant: economy brand “Premier Inn has been successful in stressing the ‘quietness’ of their hotel bedrooms, so that a ‘good night’s sleep’ can be guaranteed”.(Dash,2016)
Positioning strategy: against Ibis hotel, or Holiday Inn Express.Have a competitive advantage compared with rivals: strong digital marketing.




Premier Inn

POTER FIVE FORCES:

 (
Bargain power of 
suppliers: LOW
-
There are a lot of suppliers in the UK In this 
area
, so hotels can switch very easily.
(Horani,2020)
) (
Premier Inn has a lot of rivals
: 
HIGH
Ibis, Minor Hotel, 
Fabhotels, Travelodge
The company needs to focus more on growth, differentiating strategies.
Bargaining powers of buyers: high
There are a lot of customers in this are so they can switch very easily from one to another
.(Ellis,2020)
) (
Threat of new entrants: low
There are a lot of barriers in terms of high costs, 
required a lot of time, a lot of investment, 
fixed costs in terms of 
employment
,
and 
also,
 it is an intensive marketing
(Gareche et.al 2019)
) (
Substitute goods: medium
Has appear different short time rental ways such as Airbnb
However, hotels are still offering other services rather than this such as: room service, cleaning
.
(Otley,2021)
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-Collaborators:

Premier Inn Hotel intend to form and maintain relationship marketing. This will be done through developing relationships with guests, peers, suppliers, and partners, to maintain their loyalty to the business (Evans, 2004).  The hotel endeavour to maintain a high level of communication with these parties to understand their needs and expectations. It also intends have strategic partnerships with specific brands that resonate with ours and get into franchising arrangements with the same (Martijn, 2019). It is important that it differentiate its product offering by building a unique brand that stands for specific values.


	Political 
	Economic
	Social
	Technological
	Legal
	Environmental

	Employment law
	Interest rates
	Lifestyle
	Internet connectivity
	Consumer law
	Weather

	Environmental law
	Exchange rates
	Emphasis on safety
	Security
	Health and Safety Law
	Pollution

	Health and Safety law
	Recession
	Social classes
	Automation 
	Employment law
	Workplace efficiency

	Competition regulation
	Inflation
	Attitude toward customer service
	Wireless charging
	Post pandemic restrictions
	Environmental related laws



3. PESTEL
Premier Inn Hotel's policies, economy, society, regulations, and environment must be examined to assess its management efficiency. These factors affect decision-making, sales, and service supply (Frue, 2019). Increased migration laws and BREXIT hurt business politically. Travel limitations lower demand. 
Due to inflation and weak currency, Premier Inn Hotel is in a recession. The company meets social standards and client preferences (Research, T. and Consultancy 2021). 
SOCIAL: The corporation should follow e-commerce, sustainability, and other industry developments. Premier Inn should embrace these trends to attract customers. (Diamond,2015) 
The company uses technology to maintain customer databases, engage clients, and run social media ads. Internet marketing is key to its success. 
PREMIER INN FOLLOWS NATIONAL AND INTERNATIONAL ENVIRONMENTAL STANDARDS Solar energy and electric automobiles reduce climate change and pollution. (Ellis,2020)

(Ellis,2020)


SMART:
Specific: Intend to leverage on social media platforms to increase digital presence and gain market traction of products and services. This means an ever-growing presence of the brand in the digital space,
Measurable: In the moment, Premier Inn will have a lot of followers on Instagram, Facebook and Twitter and high interaction with its customers.
Attainable:It is possible as it will be utile a marketing channel which is social media marketing: building content that enable clients to share it with other.(Mintz and Currim,2013)
Vital: trusted sources.(Ingram,2007)
 Relevance: More and more interactions are becoming virtual. It is imperative upon to use the digital platforms available for maximum benefit if it seeks to be ahead of the curve in the industry.
Time-boundedness: 4 May 2023:

Strategy
Premier Inn promises customers a high-quality stay. "Aims to build client loyalty by gratifying and anticipating their requirements while keeping team members happy (and loyal)." (Ellis,2020)
Premier Inn used Bowmans Strategic Clock to examine differentiation and positioning strategy. We're going hybrid. This means we'll offer moderate pricing in accordance with BAR and modest differentiation (Jefferson, 2021). 
This strategy focuses on adding value to the customer experience in the hotel's lounges, rooms, and garden. These include ambiance enhancers that give clients a homey sense. This along with our dedication to CSR will put us ahead of the curve. The extra value will allow us to charge cheaper prices than our competitors in the same segment. (Ellis,2020)
This hybrid strategy will attract clients by offering reasonably priced products and services with product distinction Premier Inn's competitors don't offer (Daily Mirror, 2010). This will convince guests that the hotel delivers good value for the money.


Tactics
PRODUCT: Premier Inn it has in UK, so the destination is the British one. In order to attract its customer, Premier Inn should deliver on online platforms different things that will motivate people to travel to the UK and stay with them. British countries it is offering a lot of locations and traditions that are attracting people from all around the world such as “British iconic landmarks, breath-taking coastal views, world-class restaurants or international music festivals”. (Gareche et al., 2019).
PLACE: Premier Inn will use social media marketing , having a large engagement on Twitter, Facebook and Instagram and of course they will use digital partnerships with different types of influencers from social media.In the past, Premier Inn has relied heavily on its physical presence to draw in customers. In the post-COVID era, Premier Inn should look to expand its digital platform and create an online presence to reach customers. This can involve creating a website, setting up a social media presence, and using search engine optimization (SEO) to maximize visibility (Papagiannis, 2020). Additionally, Premier Inn can expand its reach by partnering with other companies and utilizing its networks. (Tempest,2008)
Price: The pricing strategy is offering the Best Available Rate. This is a hybrid strategy that seeks to position the Premier Inn in the middle to high income range, where the clients pay a reasonably fair price for a unique and differentiated experience. Based on the value to the customer, they will find this very affordable with enhanced value for money. Psychological pricing: will be utilized.
Promotion: 
Premier Inn should not use conventional marketing but should focus more on digital one.
Premier Inn seek to promote the products and services offered by the hotel through t digital platforms as well as through franchises and our booking agents.
RACE advertising model includes.(Horani,2020)
Reach: This will basically involve increasing sites visits and brand awareness building. This will be both online and offline.
Act: This will involve interaction with site visitors with the view of persuading them to take the next step and book for a product or service. Here the specific goals and dashboards to help the staff to know exactly what to go for in trying to convince the prospective clients that that the hotel can meet their expectation.(Horani,2020)
Convert: Here the staff gets the audience to become paying customers whether through online Ecommerce platforms or through offline channels. The hotel will provide both payment options for the benefit of the customers (Prideaux, B., 2006). 
Engage:Premier Inn seek to develop and maintain a long-term relationship with the clients. Making sure that we communicate to them new product offerings, discounts and any other events and amenities that may be suitable for them based on the preferences and propensities.(Diamond,2015)



Action
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(there is also in the appendix in the format excel)
Number of views has been utilize to measure digital marketing effectiveness as each view and clicks suggests the interest and engagement with the specific digital channel.


Control
Premier Inn unique selling proposition includes a unique ambience that gives a homely feeling and exquisite customer experience that is unrivalled. This will keep our customers coming in, both now and in the future. This will be the emphasis in spending and advertising. The thought is to not only advertise the products and services but rather the experience associated with the visit to the hotel.(Mintz, and Currim,2013)
This USP is the differentiation point of value addition at an affordable price. Such ambience creates a unique environment for social connections, individual downtime and romantic settings for couples.(Horani,2020)




Conclusion

In conclusion, the Premier Inn Hotel business has effective marketing plans to advertise its locations, products, prices, and promotions to the best possible extent. Its establishment and high recognition in the UK for its provision of products and services serve as its major strength. It would be important for the business to maintain its market share by improving its weakness and curbing the possible threats since the unstable political and economic environment can reduce its revenues. The firm is good at marketing to maintain and add value to its products and services and improve customer satisfaction and experience. Its digital marketing is effective and forms a major tool to retain and attract more clients through the highly influencing website and social media.
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Strengths


Safe and comfortable atmosphere, akin to home.


Weaknesses


 intensive rivals


Threats





Opportunities


to come with new innovative products and services





High profit margin.


hotel chain of the year


Lacking certain facilities.


Poor online reviews (Mandelbaum, 2021)


the British largest hotel brand


great advertised chain


has several awards


lack of gloabal presence





intensive rivals


political and economic factors


invest in technology: decrease their costs of operations


investing in online marketing


expand further


sustainability


good marketing strategy


poor social media presence


to use digital advertisting more and strenghten their customer experience 


real feedback through different social media (as strategies)
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Microsoft_Office_Excel_Worksheet1.xlsx
ProjectSchedule

		Create a Project Schedule in this worksheet.
Enter title of this project in cell B1. 
Information about how to use this worksheet, including instructions for screen readers and the author of this workbook is in the About worksheet.
Continue navigating down column A to hear further instructions.		Marketing plan

		Enter Company Name in cell B2.		Company Name

		Enter the name of the Project Lead in cell B3. Enter the Project Start date in cell E3. Pooject Start: label is in cell C3.				Project Start:

		The Display Week in cell E4  represents the starting week to display in the project schedule in cell I4. The project start date is considered Week 1. To change the display week, simply enter a new week number in cell E4.
The starting date for each week, starting with the display week from cell E4, starts in cell I4 and is auto calculated. There are 8 weeks represented in this view from cell I4 through cell BF4.
You should not modify these cells.
Display Week: label is in cell C4.																November														December														January														February														March														April														May														June														July														August														September														October														November

		This row contains headers for the project schedule that follows below them. 
Navigate from B6 through BL 6 to hear the content. The first letter of each day of the week for the date above that heading, starts in cell I6 and continues through cell BL6.
All project timeline charting is auto generated based on the start and end dates entered, using conditional formats.
Do not modify content in cells within columns after column I starting with cell I7.		TASK		Metrics				START		END

		Do not delete this row. This row is hidden to preserve a formula that is used to highlight the curren day within the project schedule. 														

		Sample phase title block		Preparation												

				design and development		No of days				March		August				ERROR:#VALUE!

				Purchases		Amount				Novemeber		October				ERROR:#VALUE!

				Licesnsing		No of licenses				November		October				ERROR:#VALUE!

				Activity Channel		Click rates				November		September				ERROR:#VALUE!

				Staffing		Departments number				November		January				ERROR:#VALUE!

		This is an empty row		Marketing Channel												

		This row marks the end of the Project Schedule. DO NOT enter anything in this row. 
Insert new rows ABOVE this one to continue building out your Project Schedule.		Social Media marketing		No of visists				August		November				ERROR:#VALUE!

				SEO		No of visists				August		November				ERROR:#VALUE!

				Content Marketing		Number of clicks				August		November				ERROR:#VALUE!

				Omnichanne Marketing		Number of clicks				August		November				ERROR:#VALUE!

				Video Marketing		Number of views				August		November				ERROR:#VALUE!

				Marketing Research												

				Product Segmentation		Number of queries				March		August				ERROR:#VALUE!

				Product Testing		Number of clicks				Novemeber		October				ERROR:#VALUE!

				Adverising Testing		Number of views				November		October				ERROR:#VALUE!

				Brand Awareness and reach		Number of clicks				November		September				ERROR:#VALUE!

				Price research		Reviews				November		January				ERROR:#VALUE!

				Gathering feedback												

				Surveys		Number of paricipants				March		August				ERROR:#VALUE!

				Emails		No of reverts				Novemeber		October				ERROR:#VALUE!

				Social Media 		Number of clicks				November		October				ERROR:#VALUE!

				Web Analytics		Number of Clicks				November		September				ERROR:#VALUE!

				Free-text feedback		Number of participants				November		January				ERROR:#VALUE!
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		SIMPLE GANTT CHART by Vertex42.com

		https://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html

		About This Template

		This template provides a simple way to create a Gantt chart to help visualise and track your project. Simply enter your tasks and start and end dates - no formulae required. The bars in the Gantt chart represent the duration of the task and are displayed using conditional formatting. Insert new tasks by inserting new rows.

		Guide for Screen Readers

		There are 2 worksheets in this workbook. 

TimeSheet
About

The instructions for each worksheet are in the A column starting in cell A1 of each worksheet. They are written with hidden text. Each step guides you through the information in that row. Each subsequent step continues in cell A2, A3, and so on, unless otherwise explicitly directed. For example, instruction text might say "continue to cell A6" for the next step. 

This hidden text will not print.

To remove these instructions from the worksheet, simply delete column A.

		Additional Help

		Click on the link below to visit vertex42.com and learn more about how to use this template, such as how to calculate days and work days, create task dependencies, change the colours of the bars, add a scroll bar to make it easier to change the display week, extend the date range displayed in the chart, etc.

		How to Use the Simple Gantt Chart

		More Project Management Templates

		Visit Vertex42.com to download other project management templates, including different types of project schedules, Gantt charts, tasks lists, etc.

		Project Management Templates

		About Vertex42

		Vertex42.com provides over 300 professionally designed spreadsheet templates for business, home, and education - most of which are free to download. Their collection includes a variety of calendars, planners, and schedules as well as personal finance spreadsheets for budgeting, debt reduction, and loan amortisation.

		Businesses will find invoices, time sheets, inventory trackers, financial statements, and project planning templates. Teachers and students will find resources such as class schedules, grade books, and attendance sheets. Organise your family life with meal planners, checklists, and exercise logs. Each template is thoroughly researched, refined, and improved over time through feedback from thousands of users.



https://www.vertex42.com/ExcelTemplates/excel-project-management.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=texthttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=helphttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=urlhttps://www.vertex42.com/ExcelTemplates/simple-gantt-chart.html?utm_source=ms&utm_medium=file&utm_campaign=office&utm_content=text
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This presentation it is based on the
marketing plan that | have engaged
within the second assignment of this
model. The goal of this presentation it is
to attract new clients for the Premier Inn
in the current environment that has been
set as an outcome of the pandemic and
COVID-19. )Premier Inn is a British
budget hotel chain and the UK's

.
largest hotel brand, with over 800
hotels and over 75,000 rooms across
the UK and Ireland. It is owned b
Whitbread and is the largest hotel
chain in the UK and the third-largest

in the world based on the number of
rooms (Tempest, 2008). | will be utilize % _ea[
different frameworks and analysis such as

PESTEL, 4PS and SWOT Analysis.
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PRODUCT: Premier Inn it has in UK, so the destination is the British one. In order
ﬂ “‘ to attract its customer, Premier Inn should deliver on online platforms different
things that will motivate people to travel to the UK and stay with them. British
countries it is offering a lot of locations and traditions that are attracting people
from all around the world such as “British iconic landmarks, breathtaking coastal
views, world-class restaurants or international music festivals”.

PLACE: Premier Inn will use social media marketing , having a large engagement
on Twitter, Facebook and Instagram and of course they will use digital
partnerships with different types of influencers from social media.In the past..
This can involve creating a website, setting up a social media presence, and using
search engine optimization (SEO) to maximize visibility (Papagiannis, 2020).
Additionally, Premier Inn can expand its reach by partnering with other
companies and utilizing its networks. (Tempest,2008)

. Price: The pricing strategy is offering the Best Available Rate. This is a hybrid
strategy that seeks to position the Premier Inn in the middle to high income
range, where the clients pay a reasonably fair price for a unique and
differentiated experience. . Psychological pricing: as the tacting will be utilized.

Prosuct Promotion

. Promotion:

. Premier Inn seek to promote the products and services offered by the hotel
through t digital platforms as well as through franchises and our booking agents.

. RACE advertising model includes;

. Reach; This will basically involve increasing sites visits and brand awareness
building. This will be both online and offline.

. Act: This will involve interaction with site visitors with the view of persuading

them to take the next step and book for a product or service. Here the specific
goals and dashboards to help the staff to know exactly what to go for in trying to
convince the prospective clients that that the hotel can meet their expectation.

. Convert: Here the staff gets the audience to become paying customers whether
through online Ecommerce platforms or through offline channels. (Prideaux, B.,
2006).

. Engage: Premier Inn seek to develop and maintain a long-term relationship with

the clients.(Mikalef et.al 2019) /

-
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SITUATION ANALYSIS:

Situation Analysis

-Customers: Segmentation and Targeting/ Customer profile's’
1.Segmentation: Premier Inn it will break down the market based on their needs:
-travellers

-people that have a busy lifestyle

-people that are looking for quality services

-business people

Geographic : UK

Demographic: both man and woman, medium-high social income
Psychographic: busy people, interest in travel, to visit, to explore
2.Behavioural: high loyalty, high interest in travelling.
Differntiatiated targeting: standards rooms as price points, (midscale)

3.Positioning: how Premier Inn will be perceived in people minds: having positive feelings, being very excicited to stay with
Premier Inn because of high quality services.

Subjectivise positioning: tangible dominant : economy brand “Premier Inn has been successful in stressing the ‘quietness’ of their hotel
bedrooms, so that a ‘good nights sleep’ can be guaranteed”

Positioning strategy: against Ibis hotel, or Holiday Inn Express.

Have a competitive advantage compared with rivals: strong digital marketing. (rempest,2008)
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SMART GOALS:

Objectives

Specific: Intend to leverage on social media platforms to increase digital presence and gain market traction of products and services. This means an
ever-growing presence of the brand in the digital space. will in turn lead to increased site attendance and thereby increased bookings (Premier
Inn, 2022).”To have netter relationship of trust and cre: ity with the target audience.”

Vital: trusted sources

Relevance: More and more interactions are becoming virtual. It is imperative upon to use the digital platforms available for maximum benefit if it
seek to be ahead of the curve in the industry.

Time-boundedness; 4 May 2023:
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STRATEGY:

Strategy

Value proposition: Premier Inn promise to the customer it is to enjoy a great stay with them with high quality services. “Aims to
generate client loyalty by delighting them and anticipating their needs while ensuring team members are satisfied (and ultimately
loyal).”

Premier Inn have employed the Bowmans Strategic Clock to analyze and reach a concise decision on the strategy of differentiation
and positioning. We intend to go with the Hybrid model. This will mean that we shall offer moderate pricing in line with or BAR
and therefore offer moderate differentiation (Jefferson, 2021).

‘With this strategy we focus on adding value in terms of customer experience in our lounges, rooms and garden space and maintain
the same across all the amenities offered in the hotel. These will majorly include ambience enhancers that give a unique homely
feeling to our customers. This coupled with commitment to corporate social responsibility will resonate with our client base and
place as ahead of the curve. The value added will be in a bid to differentiate us from our competitors within the same segment while
allowing us latitude of charging relatively lower prices compared to our competitors.

This hybrid model will attract customers by offering products and services at a reasonably fair price with some product
differentiation that Premier Inn’s competitors are not offering (Daily Mirror, 2010). This will convince the customers that the hotel
offers a good value product at a relatively lower price.

USP:great communication digital marketing: social media engagement, Premier Inn will assure that all the components of their
marketing mix contribute to the overall client experience: Brand standards: communication strategy: Search engine marketing with
a combination of social media marketing and online partnership( different influencers and celebrities)
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By leveraging stakeholder analysis, Premier Inn Hotel can
attract new customers in the post-COVID era. This analysis
can help the company identify the needs and interests of each
stakeholder and use this understanding to develop strategies
to attract new customers. For example, the company can
leverage its relationships with the local government to
provide incentives for the community, such as discounted
rates or extended stay options.(Dash,2016) Additionally,
Premier Inn Hotel can focus on marketing strategies that
target specific customer segments, such as families or
business travelers, and tailor its offerings to meet their needs.
Other strategies could include partnerships with attractions or
activities in the area or special promotions for returning
customers. Finally, Premier Inn Hotel could engage with
influencers to create a positive buzz around the hotel. By
leveraging stakeholder analysis, Premier Inn Hotel can create
an effective strategy to attract new customers in the post-
COVID era.(Diamond,2015)
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CONCLUSION:

In conclusion, the Premier Inn Hotel business
has effective marketing plans to advertise its
location, products, prices, and promotions to
the best possible extent in order to attract
new clients in the current medium. Premier
Inn will assure that all the components of
their marketing mix contribute to the overall
client experience: Brand standards:
communication strategy: Search engine
marketing with a combination of social
media marketing and online partnership(
different influencers and celebrities).
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