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INTRODUCTION:
                         A successful business organisation has never been carried out on matter of luck instead it laid its foundation in deep marketing plan and marketing strategy. For that reason, Premier Inn is considered as the world’s strongest hotel chain according to the Brand Finance. Since the pandemic and turbulence time of the world economic, Premier Inn hotel is experiencing a decrease moment on his business and profit and Premier Inn Dalston Lane/London has been affected by fewer customers and regular customers to fill and use the facility.
Therefore, market research has been carried out to set a serious marketing plan using the SOSTAC framework and SWOT analysis to set up a new vision and goal for the future of the business.
SITUATION ANALYSIS
                       Premier Inn hotel is a well-known brand in hotel industry where it provides a standard hotel service to his worldwide customers. This can be described using the following SWOT table below

		  STRENGTH
Premier Inn is located within 3 
Station train and 5 minutes to the high street (Kingsland High Street) and 10 minutes to the market where back, India, white and Chinese communities play an important role in the business. 
Existing customers, tourists and travellers are still available.
One of the first market UK hotel to advertised on prime-time television using celebrity such as Lenny Henry.
Using its partnership with Hypnos beds, customers are guaranteed a good sleep.


	WEAKNESS
can attributed to the competitors who are doing better than Premier Inn such as
5 stars hotels and other competitors who are in the same set of competition such as Travelodge Hotel and local Bed & Breakfast Hotel.

	OPPORTUNITY
From the well-known brand and the location of the hotel, an effective marketing plan and choice of new customers will bring profit and revitalise the business to become successful again
	THREATS
As the marketing plan and his new vision of expanding the restaurant to bring outside customers and to renovate the hotel to the level of luxury hotel. The legislation and government regulation can be more challenging.






To be effective in the marketing plan, a serious study of the marketplace and research were carried out using the Philip Kotler textbook of the marketing management process as follow:
                                R – STP – MM – I – C
R: market research. This is the vision and the goal for the future of the business.
STP: Segmentation, this is the new customers the business wants to generate profit for their future business. In this case, young adults and religious people have been the main target.
MM: marketing mix or the combination of 4 P’s (product, place, price and promotion) 
I: implementation, the aim is to move the hotel to the level of luxury hotel by keeping the same price value and bring more new customers.
C: control, here there will be a loop of severity to make sure that the plan is moving according to reach the goal. An effective check up will be available every three months.
To analyse the external factor which can affect the business, the PESTEL framework will be used as shown off the table below:
	P: The government regulation and legislation on the local council to accept a new planning permission to expand the site of the business as they want to implement new Gym facility, Conference Room and the renovation of the Restaurant and Bar as closer to the 5 stars requirement

	E: UK is experiencing some economic turbulence and cost of living now. This could be a threat for a new take off in the business

	S: in term of demographic situation, Hackney Borough and London in general are fast growing population with young adult and families with children.

	T: Premier Inn has prove itself as one of the best to advertise his product in high level through the prime-television using celebrity Lenny Henry to captivate the attention of customers but this is not enough, more investment is needed in digital marketing such as Facebook, Instagram, twitter and local new paper.

	L: when change comes, legislation and regulation can be more demanding and challenging.

	E: the vision is to attract religious people into the business for them  to use the conference room and hotel services that means change of life style among religious people and attract more young adult who use most of the restaurant and bar in the High street.



OBJECTIVES:
The mission and the vision of the organization is to attract new customers and offer them the facilities and the services of the new renovate hotel. The targets are mainly young adults and families with children also the religious people particularly in the black African community. The market research has shown that 60% of black male are exposed to Prostate cancer and 30% of black female are also exposed to breast and tumour cancer because of the lifestyle and ignorance of the danger ahead of years to come as they are getting older. Therefore, Premier Inn would like to offer every three-month event such as Lady Night and Conferences to talk about the danger ahead of their life and change their lifestyle by bringing more happiness among the religious people. To achieve this goal, the market research has used the well-established SMART principle as:
· S: specific
· M: measurable
· A: achievable
· R: realistic
· T: time bound
STRATEGY:
Three hundred new customers need every month in the hotel to use the new facilities offer to them. To achieve that a milestone of communication plan must be implemented. Following are some of the tools Premier Inn will use:
· The existing customers will help and adopt good word of mouth to advertise the business.
· Advertise the hotel business using the local magazine and new paper, also TV advert and local radio advert.
· Social media platforms like Facebook, Instagram, Google, Twitter, LinkedIn to promote the hotel business.
· Door to door paper advertise to make local population of the innovation in the hotel.
TACTICS:
Premier Inn as the world’s strongest hotel chain will approach the marketing mix as follow:
· PRODUCT: the hotel and service are already well established and offer customer good sleep and time away from home.
· PLACE: the location is ideal for every customer as the hotel is surrounded by three train station and 30 minutes from the city of London.
· PRICE: the hotel will offer the same price of their existing room and facilities even innovation has been brought to the hotel.
· PROMOTION: more should be done online to level up local competitors.
ACTION:
A financial budget around one million will be brought up to cover all the renovation and to bring the hotel to the standard of luxury five-star hotel.
Every three month, the hotel should organise conference among religious people not only that base in London but nationwide to attract more customers and to bring awareness of the danger ahead of them by changing their lifestyle.
CONTROL:
This is the management role and the important task to achieve goal of the business. Here, it is important for every manager to do the check up of the marketing plan in the daily basis to spot which plan is working accordingly or not to bring immediate change to reach the actual goal set up in the plan.
CONCLUSION:
The pandemic has slow and change the perception of people life style and Premier Inn as the world’s strongest hotel chain can revitalise people life by inspiring them a taste of luxury life even in their local area. For that reason, the actual marketing plan is an important tool to take off Premier Inn in the standard of luxury hotel which can be done as the brand already known by million customers worldwide.
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