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The study will be developed in the marketing context of a renowned hotel named Premier Inn. The main purpose of the study is to identify the marketing opportunity for the company which is the utilisation of the advantages of digital marketing. A situation analysis will be conducted to assess the present business situation of Premier Inn. Furthermore, a marketing plan and strategies will be developed for the company.
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5 ‘C’s
Company: Premier Inn is the UK's largest hotel chain which operates in a variety of locations in many countries. The company’s biggest strengths are their various offers and deals to satisfy customers, their strong brand presence, and their highest market share (premierinn, 2023). The biggest weaknesses of the company are a small profit margin as a result of immense market competition and poor management of reservations and bookings due to the insufficient technological structure. The company has the opportunity to attract more customers with the help of digital technologies. The company has a huge threat of competitive rivalry.
Customers: 
· Demographic: Both male and female from the age group of 16 to 55 with stable financial backgrounds.
· Psychographic: Customers with travelling goals and a stable lifestyle.
· Geographic: Customers from urban areas of the UK are targeted. 
· Behavioural: Customers who prefer to purchase hotel services and their browsing habits are targeted.
Targeting strategy: To target customers, Premier Inn mainly develops a competitive pricing strategy and provides attractive offers and deals to customers (Hanlon, 2022).
Competitors: 
Perceptual positioning map:
                                                                 High-quality service
                                                                                    Hilton   
                                                Hyatt                           Travelodge 
High Price                      								Low Price
                                               Holiday Inn
 

                                                                  Poor-quality service
Bowman’s strategy clock: 
· Low price and low value: Premier Inn sells low-value products, like budget hotel rooms at low prices.
· Low price: The company cuts all the additional expenses to offer their service at the lowest prices.
· Hybrid: The company offers premium room services at competitive prices.
· Differentiation: The emotionally-led campaigns of Premier Inn differentiate their promotional strategies from competitors (Gilliland, 2017).
· Focused differentiation: The highly valued and premium products of the company are high-priced and in demand.
· Risky high margins: Often they offer low-valued products, like budget room service at higher prices, especially in off-seasons.
· Monopoly pricing: In the pick seasons of travelling the company increases their prices more than competitors to maximise profits.
· Loss of market share: The company's market share is at loss due to market rivals and their offerings.
Collaborators: Premier Inn focuses purchases food, raw materials, and equipment from wholesales and other businesses. They have almost 800 franchises throughout the UK and Ireland.
Climate: The political stability and positive trade relationship of the UK allow Premier Inn to effectively operate the business. The current economic downturn due to the pandemic has reduced customer spending habits that affect the company’s profit (Ntounis et al., 2022). The demand for travelling for various purposes has positive effects on Premier Inn's sales. The advancement of digital technology allows the company to improve their offerings. The company has to abide by employment law, consumer protection law, and data protection law to legally operate the business. The company focuses on managing waste and using renewable energy to manage environmental sustainability.
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SMART target:
Specific: To augment sales by increasing the target customer base.
Measurable: To increase profit margin by 15%.
Achievable: To enhance brand awareness by communicating brand messages.
Relevant: To gain more competitive advantages by attracting more target customers.
Time-bound: To effectively execute the market plan and gain the outcomes within the next 8 months.
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The value proposition of Premier Inn is to offer high-quality and affordable hotel services to customers to help them gain the best experience while travelling and spending quality time. The company differentiate themselves by offering attractive deals and offers to customers and developing emotionally-led marketing campaigns. Further, Premier Inn can shift their focus on utilising the help of digital marketing to communicate their value proposition. In this case, they can use an e-mail marketing strategy to aware the customers of their current offers through personal mail. Moreover, with the help of social media marketing, they can reach their global customers who have an interest in travelling and can communicate their promotional messages (Baker, 2023).
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Marketing mix:
· Product: Premier Inn offers a range of hotel services, including accommodation, food, lodging, premium room services, dining, restaurant services, and others.
· Place: Hotels of the companies are located in urban areas and cities of the UK which are easily accessible for customers through easy transportation. Moreover, the company will shift their focus to online customer services to make their services easily accessible to customers from any location.
·  Price: Premier Inn will focus on applying a competitive pricing strategy to attract their target customers. In this strategy, they will set their service change similar and some cases lower than their competitors to make it affordable for customers who have reduced their spending habits due to the lower disposable income in the pandemic (Ali, B.J. and Anwar, 2021).
· Promotion: The company will advertise their promotional content on both traditional and digital media. They use utilise newspapers, television commercials, email marketing, and social media channels for promotion. Moreover, they will focus on sponsorships programs and public relations to communicate their marketing messages to target customers.
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Marketing channel schedule: 
	Marketing Channels
	Week1
	Week2
	Week3
	Week4
	Week5
	Week6

	Newspapers
	
	
	
	
	
	

	Television commercials
	
	
	
	
	
	

	E-mail marketing
	
	
	
	
	
	

	Facebook
	
	
	
	
	
	

	Instagram
	
	
	
	
	
	

	YouTube
	
	
	
	
	
	



Justification: In the first two weeks, Premier Inn will publish their advertising content in newspapers to aware the customers of their current offerings. Television commercials will be used for a total of 4 weeks as many middle-aged customers regularly watch television. Email marketing is scheduled in week 3 to send emails to customers once a month. Different social media channels, like Facebook, Instagram, and YouTube will be alternatively used from week 1 to 6 as nowadays most people spend their maximum time on social media.
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The success of the marketing plan of Premier Inn will be measured through the Click-through rate. This KPI will help to measure the number of individuals who clicked the marketing content of the company in their online advertisement and email. Moreover, the company can measure their marketing plan’s success by calculating their website visits (Holmes, 2021). If the numbers of visitors on the company’s advertising channels increase, it will indicate their marketing plan has succussed. Along with that, the increasing number of sales, profits, and customer base will indicate the success of their marketing plan.
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A suitable marketing plan for Premier Inn has been produced focusing on digital marketing strategy. The issue that the company has been facing to the immense market competition which has been restricting them from attracting more customers. In this marketing plan, the target customers of the company have been identified and effective strategies have been developed to target them and communicate the company's value proposition. Effective marketing tactics and media channels have been selected to publish their marketing content. The key marketing plan challenge was budget issue which can be solve through proper budget planning.
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