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[bookmark: _Toc135682601]Introduction
This paper will discuss the marketing and management strategies used by Premier Inn hotels. The report will also look at how the hotels are affected by the outside world. To further optimise sales and boost profitability, it is essential to demonstrate the company's usage of digital marketing and customer engagement (Kotler and Keller, 2022). Premier Inn is a popular and rapidly expanding hotel brand in the United Kingdom. It includes about 590 hotel rooms and over 42,000 hotel nights across the United Kingdom and Ireland (Premier Inn Hotels, 2023). Due to the high quality of the given services, many individuals rank this resort highly among those in the United Kingdom. Premier Inn hotels is found in many different countries. There is one facility in India and three businesses in Dubai. As a consequence, they are doing very well on a global basis.
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Company:  Premier Inn is a popular and rapidly expanding hotel brand in the United Kingdom. It includes about 590 hotel rooms and over 42,000 hotel nights across the United Kingdom and Ireland (Premier Inn Hotels, 2023).
Customer: The firm may be able to grow abroad, enhance its services, and communicate better. Hotel competition has minimal product development and shifting expenses.
Competitors: This sector has a strong demand for competent individuals but a short supply. Buyers usually have greater power than sellers since services have alternatives (Kotler and Keller, 2022).
Collaborators: Two or more hotel firms might provide greater amenities than operating alone. In B2B Relations, Settlements, and Blockbusters, a famous company's name may accomplish this (Jobber and Ellis-Chadwick, 2021).
Climate
Management must evaluate all of these factors while making corporate decisions (Solomon et al., 2022). If these regions are unstable, the hotel won't be able to satisfy all of its needs and will lose customers and money.

[bookmark: _Toc135682604]SWOT Analysis (Micro Analysis)
If more people purchase services with superior specifications, marketplaces will adjust to meet demand. One difficulty with the firm is that not all stores offer its products, and customers have complained about its customer service (Wang and Zhou, 2022).
Strength: Economic resilience, cognitive resources, product uniqueness, and intangible attributes like brand value contribute to the company's integrity.
Weakness: Due to fierce competition, the company's margins are low. Global reach and local resort networks are easier to compare.
Opportunity: The organisation may have opportunities for local expansion, product upgrades, greater communication, etc. (Hotel,  2023).
Threat: Political turmoil, competition, and low-cost services are putting strain on the hotel business. Besides, ACCOR, DAYS INN Worldwide Inc., and Travelodge Hotels Ltd have the same target market (Armstrong et al, 2021).
[bookmark: _Toc135682605]PESTEL analysis 
Political: Brexit and immigration restrictions have harmed Premier Inn. The hotel's business is declining due to travel restrictions (Smith and Zook, 2021).
Economic: Hyperinflation, recession, and a weakened currency.
Social: Premier Inn meets customers' needs and meets moral business standards by addressing their concerns humanistically (Ferrell et al., 2021).
Technological: Premier Inn has innovated in maintaining contact with customers online, developing consumer databases, and promoting new enterprises on social media (Kotler et al., 2021).
Environmental: To prevent pollution and climate change, Premier Inn exclusively rents electric cars and derives most of its electricity from solar panels (Smith and Zook, 2021).
Legal: The company must comprehend how to comply with the nation's new tax and immigration laws (Jobber and Ellis-Chadwick, 2021).
[bookmark: _Toc135682606]Objective
The advertising campaign's SMART objective is to increase Premier Inn's profits by 5%. A positive reputation for the sector as a whole might help it reach its objective. Using the right methods of promotion, you can reach this demographic. Premier Inn has to boost its bottom line by 5%, so that's where the focus should be. This target may be accomplished in the next 12 months (Wang and Zhou, 2021).
[bookmark: _Toc135682607]Strategy
The facility should be better than similar options in the market to draw in more customers. Product awareness is essential for Premier Inn Hotels. One way they might save time is by providing a simple online booking option (Shankar et al., 2021). One core benefit would be providing a wide range of services to target customers. For those who plan to stay in many hotels throughout the year, discounts are available for booking multiple rooms at the same property.
[bookmark: _Toc135682608]Tactics
[bookmark: _Toc135682609]Marketing Mix
Product: Premier Inn is a full-service hotel that offers a variety of amenities, including lodging, eating, entertainment, and shipping options. Because they offer such a wide variety of services, they are able to keep customers for all of the services they provide. Additionally, this contributes to the happiness of customers. Premier Inn touts itself as the most comfortable and economical hotel in the United Kingdom, and it lays a significant amount of emphasis on the amount of rest that clients will experience while staying at the hotel (Parker and Van Alstyne, 2021).
Price: Some Premier Inn hotels cater to high-end customers, while others offer more budget-friendly rates. Premier Inn does not only target low-priced choices, but they do make sure that all consumers get their money's worth (Nguyen et al., 2021). Their dedication to providing first-rate service, one-of-a-kind features, and convenient locations makes them stand out from the competition. In addition, Premier Inn has promotions and discounts throughout the year so that consumers may get deals at any time. To ensure client pleasure and loyalty, Premier Inn strives to provide affordable rates without compromising the quality of their goods or services.
Location: The Premier Inn brand manages over 800 hotels in the United Kingdom, many of which are located on airport grounds. Some of these hotels provide airport shuttle services. As a direct consequence of this, their organisation provides lodgings and services of an exceptionally excellent standard at each one of their sites (Li et al., 2021).
Promotion: Promoting client loyalty and repeat visits is at the heart of Premier Inn's marketing approach. Along with travel tips and information on local attractions, they also offer personalised incentives and rewards to their most loyal customers. The social media presence of Premier Inn is extensive, and the company makes good use of several channels to engage with its audience and spread its brand message (Kim and Lee, 2021). Customers are the company's priority, thus they put forth a lot of effort to provide the best service and amenities possible at the best possible places. Value creation for consumers is at the heart of Premier Inn's marketing strategy, which is implemented via unique offers, first-rate assistance, and extensive use of social media.
[bookmark: _Toc135682610][image: ]Action
Gantt Chart Marketing Activities: In about a week, the Premier Inn advertising push will be complete. The intended audience will be investigated by collecting both primary and secondary information. It will take seven weeks to collect data from the target audience. With this information, a marketing strategy can be developed. The duration is fifteen days. Then, we'll have some time for feedback. Input will be evaluated, and adjustments will be made as necessary (Sheth and Sisodia, 2020).
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In order to stand out in crowded marketplaces, companies must first identify and then emphasise their unique selling points. These may include such things as the hotel's prime location, innovative amenities, friendly staff, and stylish decor. One way that service providers may set themselves apart is by providing their customers with individualised attention and convenience by traveling to them instead of making them come to them. Although they share some meanings, "unique selling position declaration" (USPD) and "unique selling proposition" (USP) are two separate but related marketing concepts (Zeithaml et al., 2022). USPs focus on distinguishing features while USPDs outline the organization's overall placement, market segment, proposition for value, and key differentiators. By emphasising these unique selling points, companies may differentiate themselves from similarly priced competitors.













[bookmark: _Toc135682612]Conclusion
In conclusion, Premier Inn has developed a strong marketing strategy that successfully disseminates data about their goods, prices, deals, and physical locations. Their success is due to a combination of factors, including their one-of-a-kind amenities, convenient locations, and attentive staff, all of which have earned them a stellar reputation among travelers and hotel guests alike. However, the hospitality industry is plagued by a great deal of uncertainty in terms of both its economics and its governance, and failure to address vulnerabilities and risks could result in a drop in revenue. The staff at Premier Inn Hotels are experts at making sure guests are comfortable and relaxed throughout their stays and that their goods meet or exceed their expectations. Digital advertising for the business, which includes the usage of social media and an interesting website, is also quite successful in bringing in new clients and keeping the old ones around. Even if the marketing strategy's proposed actions might be pricey and time-consuming, they are supposed to bring in income and turn a profit in the end.
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This paper will discuss the marketing and management strategies used by Premier Inn hotels. The report will also look at how the hotels are affected by the outside world. To further optimise sales and boost profitability, it is essential to demonstrate the company's usage of digital marketing and customer engagement (Kotler and Keller, 2022). Premier Inn is a popular and rapidly expanding hotel brand in the United Kingdom. It includes about 590 hotel rooms and over 42,000 hotel nights across the United Kingdom and Ireland (Premier Inn Hotels, 2023). 
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Company:  Premier Inn is a popular and rapidly expanding hotel brand in the United Kingdom. It includes about 590 hotel rooms and over 42,000 hotel nights across the United Kingdom and Ireland (Premier Inn Hotels, 2023).
Customer: The firm may be able to grow abroad, enhance its services, and communicate better. Hotel competition has minimal product development and shifting expenses.
Competitors: This sector has a strong demand for competent individuals but a short supply. Buyers usually have greater power than sellers since services have alternatives (Kotler and Keller, 2022).
Collaborators: Two or more hotel firms might provide greater amenities than operating alone. In B2B Relations, Settlements, and Blockbusters, a famous company's name may accomplish this (Jobber and Ellis-Chadwick, 2021).
Climate
Management must evaluate all of these factors while making corporate decisions (Solomon et al., 2022). If these regions are unstable, the hotel won't be able to satisfy all of its needs and will lose customers and money.
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Strength: Economic resilience, cognitive resources, product uniqueness, and intangible attributes like brand value contribute to the company's integrity.
Weakness: Due to fierce competition, the company's margins are low. Global reach and local resort networks are easier to compare.
Opportunity: The organisation may have opportunities for local expansion, product upgrades, greater communication, etc. (Hotel,  2023).
Threat: Political turmoil, competition, and low-cost services are putting strain on the hotel business. Besides, ACCOR, DAYS INN Worldwide Inc., and Travelodge Hotels Ltd have the same target market (Armstrong et al, 2021).
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Political: Brexit and immigration restrictions have harmed Premier Inn. The hotel's business is declining due to travel restrictions (Smith and Zook, 2021).
Economic: Hyperinflation, recession, and a weakened currency.
Social: Premier Inn meets customers' needs and meets moral business standards by addressing their concerns humanistically (Ferrell et al., 2021).
Technological: Premier Inn has innovated in maintaining contact with customers online, developing consumer databases, and promoting new enterprises on social media (Kotler et al., 2021).
Environmental: To prevent pollution and climate change, Premier Inn exclusively rents electric cars and derives most of its electricity from solar panels (Smith and Zook, 2021).
Legal: The company must comprehend how to comply with the nation's new tax and immigration laws (Jobber and Ellis-Chadwick, 2021).
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The advertising campaign's SMART objective is to increase Premier Inn's profits by 5%. A positive reputation for the sector as a whole might help it reach its objective. Using the right methods of promotion, you can reach this demographic. Premier Inn has to boost its bottom line by 5%, so that's where the focus should be. This target may be accomplished in the next 12 months (Wang and Zhou, 2021).
[image: ]
The facility should be better than similar options in the market to draw in more customers. Product awareness is essential for Premier Inn Hotels. One way they might save time is by providing a simple online booking option (Shankar et al., 2021). One core benefit would be providing a wide range of services to target customers. For those who plan to stay in many hotels throughout the year, discounts are available for booking multiple rooms at the same property.
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Product: Premier Inn is a full-service hotel that offers a variety of amenities, including lodging, eating, entertainment, and shipping options. Because they offer such a wide variety of services, they are able to keep customers for all of the services they provide. Additionally, this contributes to the happiness of customers. Premier Inn touts itself as the most comfortable and economical hotel in the United Kingdom, and it lays a significant amount of emphasis on the amount of rest that clients will experience while staying at the hotel (Parker and Van Alstyne, 2021).
Price: Some Premier Inn hotels cater to high-end customers, while others offer more budget-friendly rates. Premier Inn does not only target low-priced choices, but they do make sure that all consumers get their money's worth (Nguyen et al., 2021). Their dedication to providing first-rate service, one-of-a-kind features, and convenient locations makes them stand out from the competition. In addition, Premier Inn has promotions and discounts throughout the year so that consumers may get deals at any time. To ensure client pleasure and loyalty, Premier Inn strives to provide affordable rates without compromising the quality of their goods or services.
Location: The Premier Inn brand manages over 800 hotels in the United Kingdom, many of which are located on airport grounds. Some of these hotels provide airport shuttle services. As a direct consequence of this, their organisation provides lodgings and services of an exceptionally excellent standard at each one of their sites (Li et al., 2021).
Promotion: Promoting client loyalty and repeat visits is at the heart of Premier Inn's marketing approach. Along with travel tips and information on local attractions, they also offer personalised incentives and rewards to their most loyal customers. The social media presence of Premier Inn is extensive, and the company makes good use of several channels to engage with its audience and spread its brand message (Kim and Lee, 2021). Customers are the company's priority, thus they put forth a lot of effort to provide the best service and amenities possible at the best possible places. Value creation for consumers is at the heart of Premier Inn's marketing strategy, which is implemented via unique offers, first-rate assistance, and extensive use of social media.
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In about a week, the Premier Inn advertising push will be complete. The intended audience will be investigated by collecting both primary and secondary information. It will take seven weeks to collect data from the target audience. With this information, a marketing strategy can be developed. The duration is fifteen days. Then, we'll have some time for feedback. Input will be evaluated, and adjustments will be made as necessary (Sheth and Sisodia, 2020).
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In order to stand out in crowded marketplaces, companies must first identify and then emphasise their unique selling points. These may include such things as the hotel's prime location, innovative amenities, friendly staff, and stylish decor. One way that service providers may set themselves apart is by providing their customers with individualised attention and convenience by traveling to them instead of making them come to them. Although they share some meanings, "unique selling position declaration" (USPD) and "unique selling proposition" (USP) are two separate but related marketing concepts (Zeithaml et al., 2022). USPs focus on distinguishing features while USPDs outline the organization's overall placement, market segment, proposition for value, and key differentiators. By emphasising these unique selling points, companies may differentiate themselves from similarly priced competitors.
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In conclusion, Premier Inn has developed a strong marketing strategy that successfully disseminates data about their goods, prices, deals, and physical locations. Their success is due to a combination of factors, including their one-of-a-kind amenities, convenient locations, and attentive staff, all of which have earned them a stellar reputation among travelers and hotel guests alike. However, the hospitality industry is plagued by a great deal of uncertainty in terms of both its economics and its governance, and failure to address vulnerabilities and risks could result in a drop in revenue. 
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