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[bookmark: _Toc135376555]Introduction
Premier Inn's marketing strategy will focus on increasing the hotel's visibility and attracting more business travellers in search of reasonably priced, high-quality lodgings. Premier Inn is an internationally recognised network of affordable and convenient hotels (Oliver., 2017). Premier Inn has devised a comprehensive plan for achieving its market objectives. Among them are instituting a targeted social media advertising campaign, increasing direct reservations, enhancing client retention, and forming business partnerships. Product, location, pricing, and advertising are elements of the marketing formula that can be modified in response to market conditions. 
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SWOT
Its strength lays in the esteem in which its name is held, the variety of hotels it operates in all the most convenient locations, and its commitment to ensuring passenger satisfaction. Premier Inn Hotel is backed by the financial stability and resources of its parent company, Whitbread PLC (Kotler and Kartajaya, 2017). However, the company can have problems such as a lack of service differentiation and the need for constant innovation in order to remain competitive. Additionally, Premier Inn Hotel faces increasing competition from both established hotel companies and new sharing economy sites (Oliver., 2017).
Customers 
It divides its clientele into several categories based on factors such as their demographics, geographic location, and travel purpose (Ryan, 2012). The hotel is ideal for business travellers who require dependable lodgings as well as families seeking inexpensive, kid-friendly accommodations. 
Competitors
Bowman's Strategic Clock 
This places Premier Inn Hotel at the "Hybrid" point, where its perceived value is slightly higher than the average market level but lower than the prices of some of its competitors (Kotler and Kartajaya, 2017). Due to its emphasis on optimising operations, instituting stringent cost-control measures, and taking advantage of economies of scale.
Perceptual positioning
Premier Inn Hotel presumably falls between "value for money" and "reliable". Premier Inn is noted for its affordable, high-quality rooms. Its purpose is affordable, high-quality service.
Collaborations
Airbnb, Expedia, Booking.com, and Travelocity are Online Travel Agencies (Smith and Zook, 2020). Suppliers include food and beverage distributors, textiles and bedding distributors, and hygiene distributors.
Climate
PESTLE
Political: Visa, tax, and safety rules can influence Premier Inn's activities. Premier Inn can be affected by government policy changes.
Economic: Premier Inn's profits depend on GDP growth, currency value, and customer spending (Kotler and Kartajaya, 2017). Recessions and poor consumer confidence can affect hotel occupancy rates.
Social: Social changes and customer choices effect Premier Inn. Vacation patterns, demographic movements, and personal preferences affect hotel occupancy. Premier Inn must meet changing client demands.
Technological: Premier Inn must adapt to hotel technology (Ryan, 2012). Digital advertising, reservation systems, smartphone apps, and smart hotel features are included. New technology can boost efficiency and satisfy customers.
Legal: Premier Inn must follow hotel legislation and complying with the law ensures efficiency and customer confidence for it.
Environmental: To lower its carbon footprint and fulfil demand for eco-friendly hotels, the hotel chain must incorporate energy efficiency, trash management, and ecologically friendly practises (Bahadori et al.,2017).
[bookmark: _Toc135376557]SMART objectives
The aim is to promote Premier Inn as the hotel of choice for budget-friendly, comfortable accommodations is essential for increasing the hotel's visibility and attracting new guests.
· Within the next six months, increase direct bookings through the Premier Inn website by 20%.
· Increase customer retention by 7% within next 3 months (Cvelbar et al., 2017).
· The following year should see a 15% increase in the number of business collaborations through targeted marketing and relationship-building (Alnawas and Hemsley, 2019).
· 1 million social media impressions and a 5% click-through rate within the next three months.
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Premier Inn distinguishes itself from the competition by providing affordable, high-quality accommodations (Kotler et al., 2020). The company distinguishes itself from the competition by providing uniformly high-quality service, accommodations, and facilities across its extensive hotel network at competitive rates.
Premier Inn will promote this value offer through digital advertising, social media, and targeted efforts. The advertising campaign for Premier Inn will highlight the consistent quality of their service as well as the affordable room rates (Ghauri, 2014). This will be communicated via captivating imagery, engaging text, and testimonials from pleased Premier Inn customers.
Premier Inn will position itself as the hotel of choice for budget-conscious visitors, families, and business travellers by tying its value proposition to various customer categories (Kotler et al., 2020). Premier Inn will target and attract these specific consumer segments by aligning its value proposition with their needs and interests. Messages and advertisements will be tailored to specific groups, and partnerships will be developed with tour operators and businesses to facilitate this.
[bookmark: _Toc135376559]Marketing mix
Product
Premier Inn will achieve its objectives by providing reasonably priced, high-quality accommodations with a history of dependable service (Bowie et al., 2017). Each room will feature luxury linens, a private restroom, and high-speed Internet access, among other opulent amenities. 
Place 
Premier Inn will make its accommodations easy to locate and widely known. On the Premier Inn website, customers will be able to swiftly and easily conduct their own searches, narrow down their options, and make reservations (Cvelbar et al., 2017). Customers can also seek for and book Premier Inn hotels via OTAs such as Expedia and Booking.com, thereby enhancing the website's online visibility. 
Price
Premier Inn will implement a pricing strategy that prioritises cost-effectiveness without compromising quality. The pricing strategy will be determined by market data and an examination of how consumers place monetary value on particular features (Smith and Zook , 2020). The hotel company will offer accommodations in a variety of price ranges to appeal to a broad range of customers, from those on a limited budget to those who are prepared to pay more for premium services. 
Promotion
Premier Inn will use digital marketing channels including search engine marketing (SEM), social media advertising (SMA), and email marketing to contact and interact with prospective consumers. 
· Reach: It will invest in focused internet advertising and form connections with travel influencers (Kotler and Kartajaya, 2017).
· Act: Attractive language and clear calls to action will encourage visitors to make immediate reservations.
· Convert: Direct reservations will increase on websites that feature personalised offers and conversion optimisation (Ryan, 2012).
· Engage: Premier Inn will use social media and individualised email marketing to increase brand loyalty and foster long-lasting relationships.
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	[bookmark: _Hlk135375892]Marketing Channel
	Timeline
	Justification

	Social Media Ads
	6 months
	will increase brand visibility and attract customers to book directly through the website.

	Search Engine Marketing
	6 months
	ensure a prominent position in search engine results, driving direct bookings.

	Email Marketing
	3 months
	customer relationships, increase retention, and encourage repeat bookings (Bahadori et al.,2017).

	Influencer Collaborations
	1 year
	will generate brand exposure and attract new customers.

	Online Travel Agencies
	6 months
	continuous reach to a wide customer base and drives bookings (Cvelbar et al., 2017).

	Content Marketing
	6 months
	will enhance organic visibility and position Premier Inn as a leader.

	Print Media Advertising
	3 months (peak)
	Placing ads in travel magazines during peak travel seasons will target vacationers seeking accommodation options.
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Gantt Chart
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1. Increase direct bookings by 20% within 6 months:
· Number of direct bookings
· Conversion rate (Kotler et al., 2020)
· Revenue from direct bookings
2. Increase customer retention by 7% within 3 months:
· Customer retention rate
· Repeat booking rate
· Customer satisfaction scores
3. Achieve a 15% increase in business collaborations within 1 year:
· Number of new business collaborations
· Partnership conversion rate (Smith and Zook , 2020)
· Revenue generated from collaborations
4. Achieve 1 million impressions and a 5% click-through rate within 3 months:
· Impressions
· Click-through rate (CTR)
· Engagement rate (Cvelbar et al., 2017)
These KPIs will help track the progress and success of the objectives, providing measurable indicators of performance and allowing for adjustments if needed to achieve the desired outcomes.


[bookmark: _Toc135376563]Conclusion
The goal of Premier Inn's marketing campaign was to position the hotel as a destination for budget-friendly, high-quality accommodations. Direct reservations, customer retention, corporate partnerships, and the reach and engagement of Premier Inn's social media advertising campaign are all goals that the hotel aims to accomplish through the application of specific strategies and objectives. Premier Inn uses a well-defined marketing mix to ensure that its product offerings align with consumer expectations, that its distribution channels are efficient, that its pricing strategies are aggressive, and that its promotional activities effectively communicate the value proposition to prospective customers. 
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Introduction

» Premier Inn's marketing strategy will focus on increasing the
hotel's visibility and attracting more business travellers in
search of reasonably priced, high-quality lodgings.

» Premier Inn is an internationally recognised network of
affordable and convenient hotels (Oliver., 2017).

> Premier Inn has devised a comprehensive plan for achieving
its market objectives.

» The largest hotel chain in the UK has over 72,000 rooms and
800 properties

» A high-end hotel chain with a focus on health and

environmental responsibility

Premier Inn
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SWOT Analysis

Strengths Weaknesses
« Variation of hotels « Lack of service differentiation (Kotler
« Convenient Locations and Kartajaya, 2017)
+ Commitment to ensuring passenger « Need for constant innovation

satisfaction

Opportunities Threats

+ Uptilting financial stability to invest more. « Established hotel companies
- Strong collaboration network - Sharing economy sites (Oliver., 2017)
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Perpetual positioning map
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Bowman's Strategic Clock
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Collaborators

Airbnb, Expedia, Booking.com, and Travelocity are Online
Travel Agencies (Smith and Zook, 2020). Suppliers include food
and beverage distributors, textiles and bedding distributors,

and hygiene distributors.
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Political

Environmental

Economic

Legal

PESTLE Analysis

Social

Technological

Political: Visa, tax, and safety rules can influence Premier Inn's activities. Premier Inn can
be affected by government policy changes.

Economic: Premier Inn's profits depend on GDP growth, currency value, and customer
spending (Kotler and Kartajaya, 2017). Recessions and poor consumer confidence can
affect hotel occupancy rates.

Sodial: Social changes and customer choices effect Premier Inn. Vacation patterns,
demographic movements, and personal preferences affect hotel occupancy. Premier Inn
must meet changing client demands.

Technological: Premier Inn must adapt to hotel technology (Ryan, 2012). Digital
advertising, reservation systems, smartphone apps, and smart hotel features are
included. New technology can boost efficiency and satisfy customers.

Legal: Premier Inn must follow hotel legislation and complying with the law ensures
efficiency and customer confidence for it.

Environmental: To lower its carbon footprint and fulfil demand for eco-friendly hotels,
the hotel chain must incorporate energy efficiency, trash management, and ecologically

friendly practises (Bahadori et al.,2017).
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SMART Target

Within the next six months, increase direct bookings through the Premier Inn website by 20%.
Increase customer retention by 7% within next 3 months (Cvelbar et al., 2017).

The following year should see a 15% increase in the number of business collaborations through
targeted marketing and relationship-building (Alnawas and Hemsley, 2019).

1 million social media impressions and a 5% click-through rate within the next three months.
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Strategies

v'Premier Inn distinguishes itself from the competition by providing affordable, high-
quality accommodations (Kotler et al., 2020).

v'Premier Inn will promote this value offer through digital advertising, social media, and
targeted efforts. The advertising campaign for Premier Inn will highlight the consistent
quality of their service as well as the affordable room rates (Ghauri, 2014).

v'Premier Inn will position itself as the hotel of choice for budget-conscious visitors,
families, and business travellers by tying its value proposition to various customer
categories (Kotler et al., 2020).
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Marketing Mix

v Product: Premier Inn will achieve its objectives by
providing reasonably priced, high-quality
accommodations with a history of dependable service
(Bowie et al., 2017).

v Place: Premier Inn will make its accommodations easy to
locate and widely known. On the Premier Inn website,
customers will be able to swiftly and easily conduct their
own searches, narrow down their options, and make
reservations (Cvelbar et al., 2017).

v Price: Premier Inn will implement a pricing strategy that
prioritises cost-effectiveness without compromising
quality.

¥ Promotion: Premier Inn will use digital marketing channels
including search engine marketing (SEM), social media
advertising (SMA), and email marketing to contact and
interact with prospective consumers.

v RACE Model





image13.jpeg
Action Plan

6months will increase brand visibility and attract customers to book directly through the website.
6 months ensure a prominent position in search engine results, driving direct bookings.
3 months customer relationships, increase retention, and encourage repeat bookings (Bahadori et al.,2017).
1 year will generate brand exposure and attract new customers.
6 months continuous reach to a wide customer base and drives bookings (Cvelbar et al., 2017).
6months will enhance organic visibility and position Premier Inn as a leader.
S Placing ads in travel magazines during peak travel seasons will target vacationers seeking

accommodation options.
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GANTT Chart

Activities
Social Media
Ads

Search Engine
Marketing
Email
Marketing
Influencer
Collaborations
Online Travel
Agencies
Content
Marketing

Print Media
Advertising
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KPI's

1. Increase direct bookings by 20% within 6 months:
. Number of direct bookings
. Conversion rate (Kotler et al., 2020)
. Revenue from direct bookings
2. Increase customer retention by 7% within 3 months:
. Customer retention rate
. Repeat booking rate
. Customer satisfaction scores
3. Achieve a 15% increase in business collaborations within 1 year:
. Number of new business collaborations
. Partnership conversion rate (Smith and Zook , 2020)
. Revenue generated from collaborations
4. Achieve 1 million impressions and a 5% click-through rate within 3 months:
. Impressions
. Click-through rate (CTR)
. Engagementrate (Cvelbar et al., 2017)
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Conclusion

o The goal of Premier Inn's marketing campaign was to position the hotel as a destination for budget-friendly,
high-quality accommodations.

o Direct reservations, customer retention, corporate partnerships, and the reach and engagement of Premier
Inn's social media advertising campaign are all goals that the hotel aims to accomplish through the application
of specific strategies and objectives.

o Premier Inn can enhance its market position and make it stronger through the utilization of this plan.
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