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[bookmark: _Toc121141365]Introduction 
The purpose of the report is to create a marketing plan for attracting new customers for Premier Inn Hotel. The report is prepared for Premier Inn hotel to attract new customers. The marketing plan will be prepared by the CEO of the hotel through the report to attract potential customers in its business areas. Marketing mix is the set of actions or tactics which an organization uses for promoting its brands and products in the market (Borden, 1964). SWOT analysis is the framework to analyze the internal abilities and weaknesses of an organization. However, PESTEL analysis is the model which helps to analyse the external environment. Premier Inn hotel is a famous hotel brand which is a limited-service hotel chain (Morrison, 2016). It is the largest hotel brand in the UK with 80,000 rooms and 800 hotels. The hotel conducts its hotel chains in different locations like city centres, suburbs and airports. The hotel provides its services in the UK, UAE, Republic of Ireland, Germany, Isle of Man, Guernsey, Jersey and Qatar. The key people of the Premier Inn Hotel are Alison Brittain who is the CEO of the hotel chain (Bas and Sivaprasad, 2021). 
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The marketing of the macro environment has been analysed through SWOT analysis.   
	Strengths
	Weaknesses

	1. The occupancy rate of Premier Inn Hotel is 76.3% (Ghandour et al., 2015)
	1. The Hotel has a limited global presence

	2. The hotel has 800 hotels and 80,000 rooms
	2. The biggest issues of the hotel are hygiene issues

	3. The hotels are located near the airport and so the hotel can attract the foreign tourists
	

	4. Its brand image is high
	

	Opportunities
	Threats

	1. The Premier Inn Hotel can create new in Germany and other countries (Aprilioni, 2017)
	1. The main threats of Premier Inn Hotel are competitors

	2. It can conduct its marketing operations more for increasing its chain
	2. Lockdown during the covid-19 pandemic was the barrier to conducting marketing strategies
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Segmentation: Premier Inn Hotel has segmented its customers based on family, profession, financial abilities and customer purposes (Tempest, 2008). It provides services to business people, families, budgeted people and customers who seek quality services. 
Targeting: The main target customers of the hotel are travellers and backpackers.  
Positioning: UK’s best hotel for budget-concerned customers 
[bookmark: _Toc121141369]Competitors 
The competitors and competitive situation has analysed through Porter’s competitive five forces 
	Threats of the new entrance
	Bargaining power of suppliers
	Bargaining power of customers
	Threats of substitutes
	The intensity of the rivalry

	Low
	Medium
	Low
	Medium
	High
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B2B relationships: The Company can conduct B2B relationships to manufacture to find raw materials from suppliers industry.  
Partnerships: The Company can create a partnership with a foreign company to expand its business in new countries (Steenbeck, 2021). 
Franchises: The hotel can allow the foreign franchisee to use its brand but it may not be effective to allow the native franchisee to use its brand.   
[bookmark: _Toc121141371]Climate 
The marketing environment (micro) of Premier Inn Hotel has provided below through the PESTEL analysis:
	Factors
	Positive Impacts
	Negative impacts

	Political
	The hotel requires making the plan and every decision by considering the government rules and regulations
	The hotel conducts its operations internationally and so it can be faced some legal issues

	Economic
	Utility price is a crucial factor in the UK
	Inflation can be a barrier to attracting potential customers (Rudd, 2022)

	Social
	If the hotel provides prompt services which be beneficial to attract new customers. The hotel can fulfil the customer expectation by providing amenities, and better quality foods and beverages
	If the hotel cannot provide prompt services it is a barrier to attracting new customers.

	Technological
	The hotel can use technology to develop the customer’s experiences and decrease the costs of operations. It can use social media to conduct its marketing operations.
	Social media fake news and rumours can destroy the company’s fame.

	Environmental
	Doing social responsibility can create a good image in customers' mind and attracts new customers.
	Cleanliness issues can destroy the company’s culture. 

	Legal
	Some rules and regulations can influence positively the marketing plan of Premier Inn Hotel.
	Foreign legal issues can create challenges for conducting business globally.
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Specific: The purpose of marketing is to attract new customers
Measurable: The progress will be measured by justifying the effective use of frameworks 
Achievable: The target will be achieved through the effective implementation of the marketing plan 
Realistic: The use of available resources and time will be used to implement the marketing plan
Timely: To achieve the target, the hotel will require almost 6 months.  
[bookmark: _Toc121141374]Strategy
Value propositioning is an innovative, service, characteristic intended for an organization or products or services attractive to customers (Ulrich & Brockbank, 2005). Premier Inn Hotel can create customer value by providing them with unique services, starting a loyalty program and improving the booking process, focusing on brand perception, getting customers’ feedback and providing the customers with a positive experience. Moreover, the hotel can provide priority with quality over price, point out its strengths, create an effective marketing strategy and provide valuable content to create customers value. As the hotel is the best hotel for budget-concerned customers. 
[image: ]
Figure 01: Bowman’s Strategy Clock (Tukdeo, 2016)
Bowman’s Strategy Clock is a comprehensive and simple-to-use strategy framework which gives options for positioning in the market based on price and perceived value (Tukdeo, 2016).  The Premier In hotel can use the clock by low price and differentiation strategy for achieving value proposition. Premier Inn Hotel provides different facilities to its customers. It provides free Wi-Fi facilities when guests stay in hotels. The hotel provides the facilities to book directly through the hotel website and its app. Customers can book hotel rooms through third parties like Booking.com, Lastminute.com and other sites (Pilepic et al., 2015). Premier Inn Hotel offers various types of rooms based on customers’ choices like a king-size bed for adults, two pull-outs of sofa beds for kids and a travel cot for a baby. The hotels have luggage room facilities. Moreover, the Premier Inn Hotel provides leisure facilities, swimming pool facilities and special services to those with disabilities for communicating the value proposition. 
[bookmark: _Toc121141375]Tactics 
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[bookmark: _Toc121141377]Marketing mix of Premier Inn Hotel
The marketing mix is the set of actions or tactics which an organization uses for promoting its brands and products in the market. The marketing mix of Premier Inn Hotel is explained below:  
Product: Premier Inn Hotel offers various types of rooms based on customers’ choices like king-size beds for adults, two pull-outs of sofa beds for kids and a travel cot for a baby (Cannas, 2012). As it is a hotel chain and provides services in airport areas, city centres and suburbs areas.  
Price: Premier Inn Hotel uses various pricing strategies like semi-flex, standards, flex, and advance and non-flex rates. Flex provides more flexible options and then Semi-flex is lower flexible than Flex strategies (Li et al., 2021). The hotel uses value pricing strategies for providing great value for the money to the customers.   
Place: The hotel chain has 800 hotels in different countries of the world. There are huge customers in the business areas of the hotel. The hotel provides the facilities to book directly through the hotel website and its app. Customers can book hotel rooms through third parties like Booking.com, Lastminute.com and other sites.  
Promotion: Promotion is a crucial part of the marketing plan. Premier Inn Hotel uses outdoor, radio, print, digital and social media for advertising (Kapoor and Kapoor, 2021). The hotel invests huge money estimated at $2o million in marketing. The hotel uses chatbot and telephone to communicate with customers and bookings.  
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Figure 02: Gantt chart (Self-made)
The hotel will prepare for the plan and research within January and February 2023. It will create a schedule of marketing channels and apply them within March. The hotel will collect feedback in April. The company can use online marketing as people use social media most of their free time.  
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USP: UK’s best hotel for budget-concerned customers (Clark, 1993).
Features: Economic, comfortable to stay and quality services. 
Benefits: Premier Inn Hotel provides different facilities to its customers. It provides free Wi-Fi facilities when guests stay in hotels. The hotel provides the facilities to book directly through the hotel website and its app.
The hotel measures its success based on the effective implementation of the plan and attracting new customers. By attaching new customers, it will create a positive image of the brand and increase its profits.   
[bookmark: _Toc121141380]Conclusion  
After analysing the report, it can be said that the marketing plan will be effective if the hotel can implement the plan. The hotel can face some challenges to implement the marketing plan. Brand consistency is difficult for the hotel as it conducts business in a multi-location environment. The rising of online travel agencies can influence the marketing plan. The hotel can face challenges with traditional strategies. The hotel requires to keep consistency in its marketing strategy and uses digital tools and modern strategy to conduct the marketing plan. The hotel can contract with online travel agencies to sell its room. The hotel can use digital marketing in its marketing operations by using some online marketing strategies. The hotel requires to list on Google to conduct digital marketing. The hotel can embraces emotion by providing discounts and offering special appeals to attract them. Therefore, the Premier Inn Hotel will be successful with an effective marketing plan and strategies to attract potential customers.       
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