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[bookmark: _Toc120736307]Introduction
My target was to find out the current situation of the Premier Inn by conducting a situational analysis. Then, make a new market plan to address the new need for new customers. As a result, the USP control system has been assigned to measure Premier Inn's success in the near future.
[bookmark: _Toc120736308]Situational analysis 
[bookmark: _Toc120736309]Company: SWOT analysis (Micro analysis) 
Strength 
Premier Inn enjoys widespread acceptance in the UK market. Their service quality and employee management are simply unique compared to others (Al Badi, 2018). I believe, after researching, that their success is due to their managerial system.
Weakness 
Their main weakness is their pricing system, which may not be affordable for everyone, so their managerial and marketing systems should be developed to get more attention from the wide market.
Opportunity 
After COVID, people are now demanding more refreshments, so they will search for different offers from organizations in the tourism industry (Kotler et al., 2020). Premier Inn can grab that market easily, according to me.
Threats 
They have giant competitors in the market, like Sheraton, etc. They have to check the marketing mix of competitors regularly.
[bookmark: _Toc120736310]Customers analysis of Premier Inn
They target customers based on psychological and demographic segmentation.
People who live in the UK or other countries with more refreshments will go to hotels for refreshments. Premier Inn hosts organizational meetings in addition to hosting young people. 
On the other hand, I have found that people in the city mostly use products and services from the UK market. As a result, Premier Inn is constantly managing its market in order to increase its market acceptance (Dost et al., 2019). So, people of any age with higher incomes can go to Premier Inn to get service.
[bookmark: _Toc120736311]Competitors of Premier Inn 
Bargaining power of competitors from Porter’s five forces
The Premier Inn's main competitor is Sheraton. Besides, Sheraton may have designed several new items in its marketing mix to enhance its position in the market. So, Premier Inn has to know those strategies to implement them in real life.
BOGO offer launching by Premier Inn to make stronger the position 
According to the perceptual map, Sheraton has given several BOGO offers in the market. Premier Inn will position itself to reach that position to increase its brand acceptance by the customers available in the UK market.
[bookmark: _Toc120736312]Collaboration with Premier Inn
BRCS and Whitbread are the main partners working with this organization. Premier Inn is effective with its organizational decisions. But they increase their service level by getting help from BRCS and Whitbread (Dost et al., 2019). Their bed system and room comfort system have improved due to their collaboration with BRCS.
Besides, their franchising makes it possible to get access to the international market. People from several areas can easily get the service from Premier Inn, and this is how their wide acceptance has been possible.







[bookmark: _Toc120736313]Climate analysis or external environmental analysis 
Political and economic factors 
Brexit and laws between EU unions and the UK make it difficult for Premier Inn to increase its expansion level (Ghauri, 2014). Besides, the Bank of England has increased the interest rate, so people have a lower level of money on hand to consume. That is impacting the growth of the Premier Inn.
Social and technological factors
After dealing with the COVID situation, the Premier Inn customer is distracted. By ensuring technical development and introducing healthy appliances, Premier Inn can increase collaboration with customers residing in the UK. 
Environmental and Legal factors 
The tourism law is having a positive impact on the growth of Premier Inn (Housden, 2008). Besides, Premier Inn has used several tools to ensure the cycling of products to ensure environmental growth.
[bookmark: _Toc120736314]SMART objectives 
The main objectives are – 
· The mid-level earning people from age of 15-60 deserve to get refreshments from a comfortable environment 
· Premier Inn will approach the target market by designing segmenting and targeting properly to assure more profitability for the business growth 
· To increase target market to reach more satisfaction from the customers. 
Premier Inn will decide to gain access to that target market by properly segmenting and targeting to ensure more profitability for Premier Inn's business growth as well as to increase the target market to achieve greater customer satisfaction.
[bookmark: _Toc120736315]Strategy application of Bowman’s clock system 
[bookmark: _Toc120736316]Organizational value propositions 
I have observed that Premier Inn is constantly adding value by adding comfort to its room system. Besides their free pool system, their gym system has increased the satisfaction of their customers.
[bookmark: _Toc120736317]Communication with customers 
They can offer special rates to mid-level earning customers, and those customers will receive Premier Inn service.
[bookmark: _Toc120736318]Low-cost but mass-market system 
Premier Inn will get access to a new market, and they will build trust with people more than before (Chaffey et al., 2019). They will increase their product acceptance by ensuring low-cost methods. This is their tactic to increase their market positioning. So, this is how they can increase their target market more efficiently.
[bookmark: _Toc120736319]Marketing mix for new customers 
[bookmark: _Toc120736320]Product 
Premier Inn will provide a combo offer with comparatively low pricing so that middle- and lower-income families can take advantage of it (Bowie et al., 2017). They can easily relax with family enjoyment, get premium food, and go swimming.
[bookmark: _Toc120736321]Place 
Customers can find out about that area with the help of Google or by making direct contact with Premier Inn. They will be able to find this new product in every outlet in the UK. So, people can easily go to the Premier Inn and enjoy their vacation with family.
[bookmark: _Toc120736322]Price 
Premier Inn always provides more value to customers, so they must charge at least the cost of their raw materials.
From this research, I have found that their single room without food is charged between £140 and £268, so they will charge between £120 and £179 for the new combo offer, where they will give service to a family with food and a premium-quality room (Kotler and Kartajaya, 2017).
Customers who can take advantage of this offer will schedule appointments by phone in order to receive better service.
[bookmark: _Toc120736323]Promotion 
Advertising can be used, as I believe Premier Inn is introducing a new segment so they can reach the market easily through advertising.
Social media marketing will be used by Premier Inn, according to me. Furthermore, people can easily obtain information by visiting Premier Inn's websites. So, this is how they can communicate with their newly segmented customers.
[bookmark: _Toc120736324]Action 
[image: ]
Figure: Gantt Chart
I. Selection of the topic: The marketing plan for Premier Inn will be the main topic
II. Composition of Literature review: Proper marketing mix, and segmentation will be selected within the given time.
III. Research methodology: Finally conducting research will be started based on a selected topic or the topic that is discussed in this analysis.
IV. Collection of data: Primary sources and secondary sources will be conducted to get the proper information from the market (Blut et al., 2018).
V. Analysis and pretest of taken data: The data that is received will be interpreted properly. Then finally the acceptance by the target market, and growth rate will be checked.
VI. Findings: Finally, based on the findings, every piece of information will be evaluated, a proper decision will be made, and a marketing plan will be implemented.
[bookmark: _Toc120736325]Controlling strategies 
[bookmark: _Toc120736326]USP gave by Premier Inn 
Family packages with premium food, swimming, and a Deluxe room will be given by Premier Inn to get access to and attention from the new market (Stead and Hastings, 2018). Aside from the food's quality, their employee behavior will help them attract the attention of their new target market.
[bookmark: _Toc120736327]Measuring success 
The customers' acceptance rate and influence on profit will be checked to get an idea of the success rate. Furthermore, profits may be lower, but with mass acceptance, the organization will make more profit within a few months.
[bookmark: _Toc120736328]Conclusion 
Environmental analysis has been conducted here for Premier Inn. Then I recognized the need to conduct a marketing plan to increase the target market of this organization. They have no access to mid-level and lower-level earners. So, the strategy is to make Premier Inn profitable in the near future.
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