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Introduction 

This marketing plan aims to deal with the identification of an unexploited promotion opportunity and the creation of a communication strategy based on it. The entire analysis closely follows the SOSTAC plan, also including analysis elements such as SWOT, PESTEL, Bowmans strategy, Gantt Chart and others. Premier Inn represents one of the hotel brands known and loved by customers in the UK and abroad. The marketing plan will offer the reader towards the end of the analysis the results obtained as well as some recommendations for maximizing profits for a harmonious growth of the brand. We will also briefly mention the effects generated by recent global events and the extent to which they affect the hotel industry.
Situation Analysis 

Company: SWOT analysis (Micro analysis)

	Strengths

· Very popular brand in the UK
· Providing products and services to its customers without interruptions and improve offer quality (Bagrii and Palamarek, 2020).
· The positive rating of hotel hospitality
	Weaknesses

· The lack of qualified employees is a barrier to the sustainable growth of the brand
· In the last two quarters, it recorded a decrease in revenues due to external factors

	Opportunities

· The opportunities offered by IoT (Internet if Things) and their way of increasing customer satisfaction and at the same time a considerable reduction of costs (Car et al.,  2019)
· Expanding the geographical area and making the brand known globally
	Threats

· The rapid hierarchical growth of competitors in the view of customers (Gheribi, 2018).

· The precarious hospitality of the employees lead to the negative evolution of profitability (Dachhyar, 2020)
·  Customers loyalty loss


Customers:

One of the key factors for attracting a large mass of customers is also influenced by responsible tourism and the way in which the big hotel brands shape this aspect (Bas and Sivaprasad 2022).
Competitors:

According to literature review, strategic flexibility strongly and significantly influences sustainable competitive advantage  (Hossain et al., 2022).   For example, one of the biggest competitors for Premier Inn is the Marriott hotel brand, but although the targeting is different, the other competitors should also be noted (Moxy, Best Western, Ibis, JoandJoe).
Collaborators:

In order to ease and simplify the booking process for customers, our hotel brand collaborates with large companies such as: Atriis, Vibe, Conferma which are technology partners and Galileo, Amadeus and Apollo which are GDS platforms providers.
Climate: PESTEL (Macro analysis)

	P
	Political
	Considering current global events, for a short period of time there were restrictions on international travel

	E
	Economical
	The first month of 2023 brings an inflation rate of 11.1% for the UK  (ons.gov.uk, 2023)

	S
	Social
	Considering the needs and wishes of the customers, the hotel industry must develop innovative strategies in which the safety of the customers is not endangered (Kaya et al., 2022)

	T
	Technological
	The trend in the hotel industry is moving towards technology, and the orientation towards the customer by which he can select his accommodation dates, the facilities he needs and the location itself is only the beginnings (Ayyildiz et al., 2022)

	E
	Environmental
	Recent events such as Covid-19, the war in Ukraine, the political differences in Russia and the devastating earthquake in Turkey bring new perspectives for our hotel brand

	L
	Legal
	In 2022, the UK government signed a new agreement on the free trade of alcohol in New Zealand (gov.uk, 2022) 


Objectives 
According to the latest statistics among social media users, Facebook has a small number of users compared to Instagram. Our marketing strategy represents the intensive promotion of the Premier Inn brand on Instagram. We want to attract, shortly after the implementation of the strategy, new customers in the proportion of 20% and an increase in profitability of at least 16%.
Strategy 
Level 4- Differentiation from Bowman's Strategy Clock shows us that customers receive the highest quality hospitality. We consider that our analyzed hotel brand currently fails to reach the maximum promotion potential in social media, therefore adopting an intense promotion strategy will bring to the customers unique ways of spending free time with family and friends. Therefore, we propose to post intensively for a period of 6 months so as to attract an impressive number of new accounts that view our offers. We consider Instagram the main social media channel used more and more by all customer categories
Tactics
Marketing mix:

Product
 The supplied products are categorized into tangible and intangible products. The intangible products category includes the activities that Premier Inn organizes for its customers, room services, the availability and hospitality of the employees, the wi-fi service, the second category includes the furniture equipment in the hotel rooms, the mini-bar, the specially arranged places for the children.

Price
Having a special dynamic, our hotel brand manages to adjust its prices depending on the season, offering considerable discounts on a wide range of products and services  (Jaeger and Pahiyiannakis 2020). For example, comparing the cold season sprinkled with winter holidays and the magic of Christmas, Premier Inn offers increased hospitality at advantageous prices. For February 2023, Premier Inn offers a discount code “15% OFF” for every booking.

Place
Premier Inn owns over 800 hotels in the UK where customers can find the comfort they want. With an impressive history of expanding the geographical area, Premie Inn can be proud today of hotels in exclusive locations such as Dubai, Abu Dhabi or Doha, as well as European locations such as Frankfurt, London, Stuttgart.

Promotion
Premier Inn has over time adopted a different promotion strategy, especially online. For example, searching on Google for a hotel depending on the chosen location, you will definitely get one of the Premier Inn hotels as a result. One of the tourist and promotion facilities is the AR technology that Premier Inn is experimenting with through its collaborator Hub Hotel, it behaves like a tourist information map being highly appreciated by customers (Karadimitriou and Michopoulou, 2021)

Action 
In the implementation of this marketing strategy, we will previously analyze the peak hours for social media, but also the days of the week that are the most frequent for hotel searches. The implementation will be carried out in 2 stages:

Stage 1: we will post intensively both as content on the page and in the Story section, photos and short clips with the most attractive locations, the facilities offered, videos with customer reviews. Posts will be made at two important times of the day: in the morning between 7:00-10:00 and in the evening between 17:00-21:00.

Stage 2: We will analyze the impact of the first 3 months to see in which time interval and on which days there are the most page views and accesses and continue stage 1.

Table 1. Gantt Chart - Premier Inn
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Control 
We chose to implement this strategy because it requires minimal financial resources, because a professional Instagram profile also offers you a control panel with the impact of the audience: gender, cast, city, country, followers or non-followers, which gives us the opportunity to urinate the strategy depending on the audience. Moreover, the implementation of this strategy is controlled by the financial addition it generates for us.
Conclusion 
Compared to other marketing strategies that involve considerable financial resources for advertising or analysis, our marketing strategy regarding intensive promotion on one of the most popular social media platforms - Instagram, will accurately reflect the target audience, their characteristics such as gender, age with minimal efforts and financial resources. We will be able to distinguish an upward evolution of the profitability of the hotel brand as a result of the increase in the number of customers.
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