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[bookmark: _Toc128587563]Component 1: Presentation
[bookmark: _g4eo2cphzy1i][bookmark: _Toc128587564]Introduction
A marketing plan can be described as an operational document which guides the organisation in planning and utilising advertising to outreaching the targeted market. An effective marketing strategy is the most significant factor for businesses in attracting potential customers and optimising profit (Hussain et al., 2020). Thus, the study will be based on examining the marketing strategies of one of the well-known hotel brands; Premier Inn. It will address the efficiency and effectiveness of the marketing plan. Lastly, the study will also provide recommendations for Premier Inn in enhancing its marketing strategy.
[bookmark: _o9ihurxu4i0b]

[bookmark: _Toc128587565]Overview of Premier Inn.
Premier Inn is one of the largest hotel brands in the UK.  it was established in 1987 by Whitbread which is the largest hospitality business in the UK. The hotel has more than 800 hotels with over 72,000 rooms and has been operating its business in various locations such as suburbs, the centre of the city, airports and so on (Premier Inn, 2023). The location of the hotel has been the major factor in attracting clients and sustaining its competitive position in the market. The hotel brand has the aim of providing quality yet affordable hotels to the gusset and helping them to work and live well along with positively impacting the world.
[bookmark: _xnwave4dzlto][bookmark: _Toc128587566]“Marketing strategies and adaptation used by the brand”
The success of Premier Inn depends on its effective marketing strategies. The marketing mix refers to the combination of four elements, which are used and controlled by the firm influencing the customers. 
Products: premier Inn offers accommodation services with different room types as per the different customers. The hotel offers a family room with king size bed and a travel cot for the baby. In addition, the hotels of premier Inn consist of restaurants and bars on-site so that the guest does not have to travel for drinks and food.
Price:  the premier Inn has incorporated a value pricing strategy and aims at providing customers with great value for money (George, 2021). In addition, the brand also utilises a “price discrimination strategy” while offering lower rate rooms for “Friday, Saturday and Sunday nights”.
Place: Premier In has more than 800 hotels in the UK and in other countries; Germany, Qatar, UAE, and Ireland. In addition, the client can directly book the service through its official websites and app. Third parties such as online booking sites are also involved in offering the service and booking facilities.
Promotion: It is a major factor in obtaining a larger customer base. Hence, the hotel has invested money in advertising and has been promoting its services via radio, print, outdoor and even used digital marketing. However, the hotels require to invest more in digital marketing to enhance their promotional activity.
[bookmark: _8bcdmbp5kjft][bookmark: _Toc128587567]“Effectiveness of the marketing plan”
The marketing plan initiated by the premier Inn has been effective in accomplishing the organisational goals and success. The services that the hotel has been offering tend to meet the expectation of the customer and have been made as per the requirement of the clients. It has been effective in obtaining the loyalty and trust of potential customers (Hasan and Islam, 2020). Moreover, the value pricing strategy that the hotel brand has been utilising is effective in sustaining its position in the competitive market. In context to place, the customer can easily access the services either through websites, apps or booking sites along with its presence in various locations is effective in influencing the customer to purchase the services. However, the hotel needs to invest in digital marketing more in promoting its services and reaching a wider population.
[bookmark: _vaz157odbv9j][bookmark: _Toc128587568]Recommendations 
After analysing the marketing strategy of Premier Inn, even though the company has successfully integrated an effective marketing strategy, there is room for further development. The following are the recommendation for Premier In in enhancing its marketing strategy:
· It is recommended that the Premier Inn must focus on knowing its customers and prioritising their needs (Hu and Olivieri, 2021). Thus, conducting market research and addressing the needs of customers will be beneficial in meeting their expectations of customers.
· It is recommended that premier Inn should focus more on digital marketing such as social media marketing in reaching potential clients and promoting its services. While adapting social media marketing, the hotel must prioritise content development.
[bookmark: _jbmm3dv6v6fr]

[bookmark: _Toc128587569]Conclusion
From the study, it has been concluded that Premier Inn has used effective marketing strategies in sustaining its competitive position in the market. The marketing plan initiated by the hotel has been beneficial for the overall growth and development of the hotel.
[bookmark: _szr1ccqcxg1c][bookmark: _Toc128587570]
Component 2
[bookmark: _vr3swki9ckky][bookmark: _Toc128587571]Introduction 
The creation of an effective marketing plan is imperative for the business organisation to thrive in the market and for overall growth and development. A marketing plan is defined as an advertising strategy which businesses tend to implement in selling their services or products (Bharwani and Mathews, 2021). It helps in determining the potential market and in reaching them efficiently. Thus, the study will be based on creating an effective marketing plan for Premier Inn. It will provide the situation analysis and major objectives for the marketing plan. It will provide the strategy for implementing the plan along with the tactics while applying the marketing mix.


[bookmark: _3wthvr5cba6a][bookmark: _Toc128587572]Main body
The situational analysis serves as an effective technique in addressing the external and internal factors that can impact the performance and productivity of the company. It is essential in creating an effective marketing plan by analysing the factors that can affect the business (Page and Connell, 2020). The swot analysis is an effective framework which is beneficial in identifying the internal factors such as strengths, weaknesses, opportunities and threats of the company. In analysing the swot framework within the business operation of the Premier Inn, the hotel brand has a strength of occupancy rate of over 76.3% which specify its good position within its industry (Premier Inn, 2023). It has a stronger presence in the UK with over 800 hotels and serves more than five million customers each month.  In addition, the location of hotels such as near airports and tourist attractions has been beneficial in attracting customers. However, the major weakness that the hotel has is its limited presence in the international market, which can affect its performance as compared to the competitors. Moreover, the refund issues within the hotel. For instance, it has been accused of being refuting in refunding certain customers have affected its reputation (Czinkota et al.,2021). There are opportunities for the hotel brand such as expanding business in the new market and leveraging the opportunity of social media marketing. In context to threat, the presence of competitors such as Travelodge, and Holiday inn can pose a great threat to the Premier Inn. in addition, economic uncertainties such as lockdowns due to the covid pandemic can impact the profitability of the hotel.   
Pestle analysis is another effective framework that is used by the first in addressing the external factors that can impact the business efficiency of an organisation. As the premier inn operates in the hospitality sector, the pestle framework is effective in addressing the overall external factors within the industry. Political factors such as Brexit have adversely affected the hospitality sector with a labour shortage and supply chain disruption. It has affected the overall performance of the hospitality industry. In terms of economic factors, the increasing inflation rate of the UK which was 8.1% in 2021 has affected the profitability of the hospitality sector. It tends to increase the production costs and even decrease the spending nature of the customers which can affect the profit margin of the hospitality sector (Manhas, 2019). The social factors involve customers' expectations and needs. Thus, meeting the needs of the customers and providing quality services will positively impact the hospitality sector. White addressing the technological factor, social media marketing has been providing a massive opportunity for the hospitality sector in promoting services and increasing brand awareness. The legal factors involve specific laws such as the employment act 2010, which must be followed by the hospitality industry in protecting the workforce and fostering a better working environment. Lastly, in context to the environmental factors, the hospitality sector has been negatively impacting the environment which has been affecting the reputation of the industry (Donham et al., 2022). Therefore, it is imperative for the sectors to adopt a sustainable approach to reduce its negative environmental impact.
After addressing the business environment, in which the Premier Inn operates, it is imperative to set major aims in creating an effective marketing plan. The aim of the marketing plan is to create customer engagement and value. The major focus on customer value and engagement is imperative for the hospitality sector. In creating a marketing plan, analysing the factors that can meet the customer's engagement and value is most effective in enhancing the overall performance of Premier Inn (Widardi et al., 2020). The implementation of an effective strategy is essential for the Premier Inn. For instance, as per Bowman's strategy clock, the business is required to choose the strategic position which can offer the greatest competitive advantage. Premier Inn is at position 3 of the bowman clock strategy which is hybrid as the brand has been offering higher perceived value within reasonable prices. It has differentiated the company from the competitors. The brand offers the service at a reasonable price which has been beneficial in attracting customers and increasing its customer base.
Marketing tactics refer to strategic actions which focus on the promotion of services and products in influencing certain marketing goals (Putra et al., 2020). Thus, for an effective marketing plan, it is essential for the Premier Inn to improvise its marketing mix and utilise it in meeting the objectives of the marketing plan; “creating customer engagement and value”. While considering the product strategy, as the hotel brand has been offering room services, it must focus on expanding its services or products by adding other facilities and amenities such as swimming pools, gyms and so on as per the needs of the customers in enhancing its performance. The premier inn has adopted the value pricing strategy and has been offering its services while providing value to the customers (Cruz-Milán, 2022). However, implementing a competitive pricing strategy will enable the hotel in sustaining its competitive position. In context to promotion, the hotel must invest in social media marketing as it will provide major benefits in increasing the customer base.  While considering the place component of the marketing mix, the service booking is easily available on official websites, apps and online booking sites.  
The action that has been incorporated in the marketing plan of Premier Inn is to effectively utilise digital marketing (Matura et al., 2021). It has been identified that the hotel brand needs to focus more on digital marketing in increasing its customer base. Social media marketing can serve as an effective technique in promoting services and increasing the brand image. Influencer marketing and content marketing within the social media platform have the potential in providing tremendous opportunities for Premier Inn. the hotel brand can effectively engage and communicate with potential clients and even identify their needs and preferences which is crucial in meeting the objectives of the marketing plan (Hilal, 2019). Social media marketing will enable the hotel in creating customer value and engagement. It will help in obtaining the data crucial in identifying the preferences of the customers which is imperative for the hotels in offering its service as per the need of clients. Measuring the success of the marketing plan is the most significant factor, hence, the increasing number of customers and good reviews of the hotel brand by past clients will be used as the KPI in measuring the success of the marketing plan.
[bookmark: _gsucljefkdm6]

[bookmark: _Toc128587573]Conclusion
The study has found that a marketing plan plays a significant role in increasing customer value and optimising profit. The study has demonstrated the situational analysis with the application of the swot and pestle framework in addressing both internal and external factors that can impact the productivity and performance of Premier Inn. it has provided the aims of the marketing plan and provided the marketing tactics with the utilisation of the marketing mix in enhancing the marketing strategies of Premier Inn. the marketing plan has been incorporated in creating customer engagement and value which is essential for the further growth and development of the hotel.
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e Products: premier Inn offers accommodation services with
different room types as per the different customers.

e Price: the premier Inn has incorporated a value pricing
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money (George, 2021).
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“Effectiveness of the marketing plan”

The marketing plan initiated by the premier Inn has been effective in accomplishing the organisational goals and
success.
e  The services that the hotel has been offering tend to meet the expectation of the customer and have been made as per

the requirement of the clients.

e Ithas been effective in obtaining the loyalty and trust of potential customers (Hasan and Islam, 2020).
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Conclusion

From the study, it has been concluded that Premier Inn has used effective marketingstrategies.
It is effective in sustainingits competitive positionin the market.

The marketing plan initiated by the hotel has been beneficial for the overall growth and development of the
hotel.
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Introduction

e A marketing plan can be described as an operational document which guides the organisation in planning and utilising
advertising.

o An effective marketing strategy is the most significant factor for businesses in attracting potential customers and
optimising profit (Hussain et al, 2020).

e Thus, the study will be based on examining the marketing strategies of one of the well-known hotel brands; Premier
Inn.
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