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Introduction
The purpose of this market plan is to attract new customers for one of the biggest hotel chains in the UK, Premier Inn. This paper mainly evaluates the SOSTAC strategy for Premier Inn while considering the marketing mix, PESTEL analysis, SWOT analysis, Porter 5 forces, as well as the 4Cs of Premier Inn.

SOSTAC
Situational Analysis: 5Cs
Company: SWOT Analysis
	Strengths
	· The British Travel Awards Hotel Chain of the Year award goes to the largest hotel chain in the United Kingdom
· Has more than 50,000 rooms and nearly 700 properties.
· Recognisable hotel chains and luxury hotel brands 
· As one of the best hotel chains in the United Kingdom, it has won numerous awards. 
· When booking online, customers can take advantage of a variety of deals and discounts (Ghandour et al., 2015).

	Weaknesses
	· The brand faces intense competition, which makes it difficult to generate revenue. 
· The brand has a less luxurious global presence than large international hotel chains.

	Opportunities
	· It can enhance the customer experience 
· by forging more strategic partnerships.
· Brand value can be increased by investing in digital marketing, 

	Threats
	· Backpackers Hostels 
· Private rooms (Ghandour et al., 2015)




Customers: Segmentation Targeting
The Premier Inn is an affordable lodging option. Customers who frequently seek out very inexpensive deals are thus targeted. Customers adore the hotel, because of its affordable room rates, complimentary tea and coffee, and free wireless internet. In particular, Premier Inn segments families and businesses seeking budget accommodation; targets backpackers and travellers and positions itself as the best hotel within budget in the UK (Bowie et al., 2016).
Competitors: Porter Five Forces
	Threat to new entrants
	· Due to the tremendous competition in the hotel sector, new entrants stand a substantial chance of failure.
· A hefty expense for the first investment.
· Cost savings proportional to the scale
· Establishing brands and maintaining loyal customers (Ferrell et al., 2021)

	Bargaining power of suppliers
	· From the perspective of price negotiation, suppliers are in a vulnerable position.
· a vast assortment of potential providers
· , cheap cost of switching
· The ability for reverse integration (Knutson, 2017)

	Bargaining power of customers
	· The buying public has some bargaining power.
· Due to the enormous number of consumers, there is no opportunity for negotiation about price or service quality.
· Customers may move to compete with products or services and are price-conscious.
· Due to fierce competition and the availability of alternatives, switching is inexpensive (Ferrell et al., 2021).

	Threat of substitutes

	· Customers are able to switch providers 
· The availability of options is typical.
· The closest accessible choices are hotels and less formal stays with friends or family.
· Customers can choose alternative options that are price-sensitive (Knutson, 2017).

	Degree of competitive Rivalry
	· There is an abundance of intense competition.
· Travelodge and Holiday Inn are Premier Inn’s primary hotel industry competitors.
· Travelodge initiated a price war in 2008, which reduced expenses by $5 million.
· Premier Inn has a competitive advantage over its rivals as a result of its devoted customer base and reputable brand (Knutson, 2017).



Collaborators
The Premier Inn brand has expanded throughout the region due to a strategic partnership between Emirates Group and Whitbread PLC, the largest hospitality company in the world. This partnership now allows Premier Inn Hotels LLC to use the Emirates Group brand (Viglia, 2017).

Climate: PESTLE Analysis
	Political
	Premier Inn is impacted in numerous ways by various political issues, as shown by the PESTLE analysis of climate politics. For instance, government rules and regulations can change rapidly, which could impact the way a hotel’s management conducts business (Buttle et al., 2016).

	Economic
	This Premier Inn PESTEL analysis gives the economy a significant amount of weight as one of the five factors. The hotel’s finances are impacted by factors such as the cost of utilities, wages, building rents, and business rates. Recent increases in utility costs in the United Kingdom will undoubtedly have a significant impact on the hotel (Ferrell et al., 2021).

	Social
	Customers’ desires, expectations, and services provided by Premier Inn are affected by social factors.

	Technological
	This PESTEL analysis of Premier Inn examines the business’s technological environment, an important factor. Premier Inn’s customer service has improved, and operating expenses have decreased as a result of technological advancements. It has been demonstrated that its digital key system is highly secure and reliable. The booking feature of its mobile app for smartphones has also received positive reviews (Fraser, n.d.).

	Environmental
	The environmental impact of Premier Inn is influenced by waste and carbon emissions, the cleanliness of the areas where its properties are located, and the number of people the company brings to the area (George, 2021).

	Legal
	The Premier Inn must adhere to a variety of laws and regulations, including those regarding town planning, building codes, health and safety, and minimum wage. If any of the rules are violated, customers, employees, or even the government may sue the company (Floricic, n.d.).



Objectives: SMART
To increase direct bookings by 10 percent in the second quarter.
	Specific
	The objective is to boost direct reservations by 10%, 

	Measurable
	The success is measurable since it can be monitored, and its development and achievement can be assessed.

	Achievable
	Success can be influenced in many ways; hence, it is achievable

	Relevant
	It is relevant due to the development of third-party commissions.

	Time-bound
	Since performance is confined to a single quarter, it may be quantified by comparing the proportion of direct bookings at the beginning and end of the quarter.



Strategy: Value Proposition
The value proposition of Premier Inn’s brand is built on a single, overarching concept. It ensures that each visitor has a restful night’s sleep. Those who do not want to participate will get a refund. Premier Inn uses the marketing mix in a straightforward, transparent, and consistent manner. Premier Inn utilises social media to promote new locations and hotels and concentrates the majority of its marketing efforts on the family travel market. Within this value proposition, Premier Inn segments families and businesses seeking budget accommodation, target backpackers and travellers and positions itself as the best hotel within budget in the UK (George, 2021).

Tactics: 4 P’s Marketing Mix
Product: The Premier Inn offers a variety of accommodation types to accommodate its diverse clientele. The hotel’s family rooms, for instance, include a king-size bed for the parents, a portable cradle for the infant, and two pull-out beds or couch beds for the children. Single, double, and wheelchair-accessible accommodations are the three most common kinds of accommodations (designed for wheelchair access).
Place: In addition to the United Kingdom, Premier Inn operates hotels in Ireland, Germany, the Qatar, and United Arab Emirates. One may reserve a room directly via the hotel’s website or mobile app (Bowie et al., 2016).
Price: In addition to Flexible and Semi-Flexible rates, Premier Inn also provides advanced, Standard, and Non-Flexible rates. Customers may choose from a variety of available alternatives.
Promotion: The hotel spends a significant amount of money on its own advertising across a variety of platforms, including radio, print, the internet, and social media. More than 325,000 Facebook users like the Premier Inn page (Knutson, 2017). However, just roughly 22,000 people follow its Instagram account (Ferrell et al., 2021).

Action: Gantt Chart for Marketing Plan
	Activity
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Preparation
	
	
	
	
	
	

	Market Research
	
	
	
	
	
	

	Marketing channels schedule
	
	
	Social media marketing (Facebook, LinkedIn, Instagram)
	Print Media (Newspaper, Leaflet)
	TV and radio ads
	

	Gathering feedback
	
	
	
	
	
	



Control
Business USP
A feature that distinguishes Premier Inn is its high degree of comfort. Customers visit Premier Inn because of its unique selling proposition (USP), which emphasises the hotel’s high level of quality and comfort.
Success Measure
The ROI is the effective method of evaluating the success of marketing functions of a premier Inn; for this purpose, the hotel needs to divide the return on marketing investment by the cost of marketing to get the return on marketing investment. Return on investment is measured by dividing sales income minus marketing expenses by marketing expenses. It is essential to calculate Premier Inn’s marketing return on investment (ROI) since it demonstrates the value and efficacy of its marketing activity. Depending on the type of business it operates, i.e., hospitality, some marketing strategies will be more effective than others (Fraser, n.d.).
The leads-to-customer conversion rate is the proportion of leads that become paying customers. If the ratio of leads to customers is 100:20, then 20 per cent of leads ultimately became customers or 0.20 for Premier Inn. Further, the average sales price is the price at which the services are typically sold. If Premier Inn frequently use different sales and discounts to sell items, determining the average is crucial (Knutson, 2017).

Conclusion
 In conclusion, if the marketing department fails to demonstrate its worth, it risks being seen as a cost centre and losing support. Concerningly, many prominent marketers still do not have board seats. The marketing team must provide evidence demonstrating marketing’s value to the organisation, and the marketing team and board must speak the same language. Since the company want additional buy-in, explain how pipeline marketing can be contributed to the growth of the company.
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