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[bookmark: _Toc128699560]Introduction
Premier Inn is a UK based limited-service hotel chain and is regarded as the largest hotel brand of the UK. This hotel chain is operating its hotel business worldwide having more than 800 hotels. The purpose of this report is related to perform certain task for determining marketing plan of Premier Inn (Ramadhani, Raka and Tavio, 2017). Certain analysis will be performed including micro environment and analysis and macro environmental analysis. Related models will be applied for making the marketing plan including Bowman’s Strategic Clock and so on. There will be a specific objective of the business as per the requirement of the marketing plan. 
[bookmark: _Toc128699561]Situation analysis
[bookmark: _Toc128699562]Company (SWOT)
	Strengths
· Strong presence in the UK
· High occupancy rate
· Positive brand image

	Opportunities
· Enhancing market growth
· Enhancing profitability

	Weaknesses
· Limited global presence
· Issues of hygiene
	Threats
· Legal threats
· High competition 



[bookmark: _Toc128699563]Customers (STP)
Premier Inn deals with certain segments of customers for the prospect of obtaining its business goal. Customers are segmented mostly according to the income groups (Premier Inn, 2022). Customers having higher income portfolio are segmented and targeted by the company. Providing high quality hotel services is the main orientation for positioning the business to the customers.
[bookmark: _Toc128699564]Competitors (Perceptual positioning map)
Premier Inn focuses highly on determining effective positioning map regarding the competitive scenario. Customer values are integrated with the hotel services of the brand as per the context of determining perceptual positioning map. Hotel services and pricing strategy are integrated in that case for the purpose of obtaining competitive advantage. The aspect can be demonstrated through the application of Bowman’s Strategy Clock. Premier Inn determines focussed differentiation for the purpose of determining competitive strategy (Gao and Hafsi, 2018).
[bookmark: _Toc128699565]Collaborators (B2B relationships, partnerships)
Organisations deal with collaborators for performing the activities properly and Premier Inn maintains the orientation significantly with the partners (Ellis, Tadajewski and Pressey, 2011). There are certain suppliers of the brand from whom materials are gathered for providing hotel and hospitality services to the clients. Third parties are contracted by the hotel band for the purpose of delivering the hotel services at a significant manner. 
[bookmark: _Toc128699566]PESTEL framework 
Political: Political scenario of the UK is stable for which multinational hotel brands can perform business positively. 
Economic:  Disposable income of the consumers is getting lower for having higher inflation (11.2%) for which hotel services are undertaken considerately the price and other factors (ONS, 2022).
Social: The UK consumers are rational and they have been acquainted with higher purchasing power for having several brands in the market. However, the UK consumers prefer premium hotel services which is a great opportunity Premier Inn to expand its business.
Technological: AI technology has been integrated also for which hotel brands can monitor and track the customer portfolio in a very significant manner which is an opportunity for Premier Inn.
Environmental: Hotel bands are encouraged to deal with recycling facilities, effective waste management and water management. Such factors are denoted as opportunities for Hilton Hotel as the company maintains sustainable operations significantly (Vlados, 2019).
Legal:  Laws and regulations of different acts including Employment, Data Protection and so on are maintained by the organisations in all sectors including hotels for avoiding trade restrictions.
[bookmark: _Toc128699567]SMART Objectives
Premier Inn will have a definite objective and aim for the prospect of determining the growth orientation of the business. The hotel chain will have the objective of enhancing profitability by 10% within one year. For the purpose of achieving the financial goal, marketing strategy of the business will be developed which can be denoted as SMART objective. Because of the hotel chain has the aim for enhancing 10% profitability than the previous year which is specific and also measurable. The management thinks that the goal will be achievable regarding the financial and managerial capability of the business. The target is also relevant and time bound as per the expected values.
[bookmark: _Toc128699568]Strategy
From the very beginning, Premier Inn has been performing its hotel chain business by serving the customers appropriately and facilitating benefits. The company deals with specific statement for the prospect of value proposition aspect to serve the customers. Luxurious hotel chain facilities are provided to the customers for satisfying them and grabbing the large number of customers accordingly (Handy, 2014). As per the marketing objective of the business, Premier Inn will determine its value by differentiating its hotel services than the competitors in the market. premium services will be provided at competitive price points so that the clients can get the opportunity to obtain better facilities at lower prices. 
[bookmark: _Toc128699569]Tactics
Premier Inn will have definite tactics which can be denoted as marketing mix for the purpose of achieving competitive advantage in the market. The tactics can be demonstrated as follows:
Product: Product or service is denoted as the tactic of marketing mix through which the company represents the activities designed to the target customers (Polo, 2020). Luxurious hotel services are provided to the clients by Premier Inn and for determining the marketing plan, premium services will be provided to the target customers so that the marketing goal can be achieved successfully.
Price: According to (Srivastava, 2019), the value through which the desired products or services can be availed is denoted as price. Setting effective price is a crucial task because of success of the business largely depends on setting proper price. Premier Inn will charge competitive price in the market all the hotel chain services will be categorised as premium services. Even discounted facilities will be provided to the regular for determining brand loyalty properly. Obtaining satisfaction of the customers will be the core orientation for which competitive pricing strategy will be followed for determining premium hotel services.
Place: This is found from the study of Polo (2020), place is the tactic of marketing mix which indicates how the products or services can be availed in the market and how efficiently the company maintains it to delivered the desired products or services to the target customers. Premier Inn will focus on online booking system more and in a convenient way so that the clients can get better facilities while booking the desired hotel rooms. Third party agencies will also be engaged in that case for the prospect of providing convenience travel services and booking facilities.
Promotion: Kotler and Armstrong (2019) state effective promotion will be required to inform the products and services to the target customers. Premier Inn will maintain RACE model for the purpose of obtaining success from promotional activities where digital communication process will be integrated for reaching to the target customers and converting them into loyal customers.
[bookmark: _Toc128699570]Timeline 
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	Allocating resources 
	
	
	
	
	
	
	
	
	
	
	
	

	Developing content 
	
	
	
	
	
	
	
	
	
	
	
	

	Publishing content through social media and traditional media 
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[bookmark: _Toc128699571]Control
This is the stage where the related company has to determine the measurement process through which the company can be able to understand if the target goal has been achieved or not. Premier Inn has the goal of enhancing profitability 10% from the previous year for which increasing profit will be the parameter and determinant for measuring success. The company will also evaluate the increasing number of clients for the purpose of measuring success.
[bookmark: _Toc128699572]Conclusion
The purpose of this report has been related to perform certain task for determining marketing plan of Premier Inn. Certain analysis has been performed including micro environment and analysis and macro environmental analysis. Related models have been applied for making the marketing plan including Bowman’s Strategic Clock and so on. There has been a specific objective of the business as per the requirement of the marketing plan which has been demonstrated in this report.
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Situation analysis

It is necessary for evaluating the situation properly before implementing the
related marketing strategy so that the expected benefits can be obtained.

Premier Inn is going to develop its marketing plan and strategy for which micro
environmental factors and macro environmental factors have been analysed
(Viados, 2019).

It has been found that there are certain strengths, weaknesses, opportunities
and threats of the company for which it will be necessary for determining
effective decision-making process regarding the marketing strategy.

The hotel chain has a specific segment of customers who are going to serve for
the purpose of achieving the marketing goal.
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It is significant to implement effective strategy in the market so that competitive
gains can be achieved through which organisational goal can be successful.

The hotel chain will provide premium services to the customers for the purpose of
achieving competitive gains in the market.

Competitive pricing strategy will be maintained for the purpose of providing
luxurious services by determining specific values (Ramadhani, Raka and Tavio,

2017).
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Tactics

Premier Inn will carry the orientation of providing luxurious hotel services to the

customers as per the intention of accomplishing the marketing goal.
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Objectives

Premier Inn has the objective to enhance
profitability of the business 10% from
the previous year as per the growth
prospect of the business.

Certain factors will be analysed in that
case so that the purpose can be achieved
significantly.





