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[bookmark: _Toc120534963]Introduction
Currently, the United Kingdom is in chaos, mainly because the COVID-19 pandemic just graced it, Brexit created disruptions in its industrial sectors, and political issues, along with the Queen’s recent death, caused upheavals. As a result, people have a different outlook on life, so the country's hotels need to keep this in mind and generate a new marketing plan to attract these new customers or new notions. Hence, this will be done for Premier Inn, the UK’s largest hotel brand with over 800 locations on the island, and being a limited-service hotel, it is marvellous (About Us – Premier Inn, 2022). The targeted geographical area is Newcastle upon Tyne as the hotel is established there.
[bookmark: _Toc120534964]Situational Analysis 
[bookmark: _Toc120534965]SWOT Analysis 
	Strengths
	Weaknesses

	· UK’s largest hotel brand.
· 76.3% occupancy rate (Lock, 2022).
· The promise of comfort resonates with guests.
· Strong presence in the UK.
· Locations near airports and popular places like city centres.
· Good services like free Wi-Fi, free parking, etc. (Ghandour et al., 2015).
	· Limited global presence.
· Hygienic issues, like using the same towels to clean every bathroom (Newton, 2018).
· Inadequate housekeeping staff.
· Lockdowns caused refund issues.

	Opportunities
	Threats

	· Can tap into more countries and UK geographical areas.
· Meet new customer expectations in the current environment.
· Can install new décor.
· Better care and services for guests.
	· Tough competition, with rivals like Holiday Inn and Ibis.
· Legislations like the health of guests and trade unions.
· Recovery after the pandemic was slow, so the business can topple due to staff shortages and customer inadequacies.



[bookmark: _Toc120534966]Segmentation and Targeting
Usually, Premier Inn targets customers who want to stay in hotels that would provide them comfort, relaxation, and a good night’s sleep. Since it is a limited-service chain, its customer segments revolve around people with tight budgets who prefer sleep over luxury (Bowie et al., 2016). However, in Newcastle, England, Premier Inn specifically targets students who cannot find suitable lodgings in their universities, and it will continue to do so in the current climate.
[bookmark: _Toc120534967]Perceptual Positioning Map
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	Factors
	The Trends

	Political
	Exiting the EU caused disrupted relations with the rest of Europe (Hix, 2018), diplomatic relations rose, and humanitarian aid to refugees.

	Economic
	After the pandemic and Brexit, the UK’s economy is slowly getting back on its feet, which is why its GDP is over 3.18 trillion (Macro Trends, 2022). The hotel industry is an active contributor due to its progressive economic activities, thus becoming worth of 16.4 billion pounds (IBIS World, 2022).

	Social
	The pandemic caused people’s preferences to change, which is why they now put cleanliness, hygiene, and comfort over luxury and having a good time during hotel stays. Increase in social media travel blogs and hotel reviews is also a good opportunity to grasp (Azariah, 2016). Liberal ideas make people appreciate diversity.

	Technological
	Technology is blooming in the country’s hotel industry, especially after the pandemic. A rise in contactless payment is seen, along with the usage of chatbots to answer queries, free Wi-Fi service, electronic room service, advanced dumb waiters, etc.

	Legal
	Economic growth coupled with tax reductions. Several laws keep the hotel industry on its tracks, like the Health and Safety at Work Act 1974, Fire Safety Regulations 1988, etc. (Assetsure, 2022)

	Environmental
	Environmental conditions in the UK are worsening as pollution spread all around. The most alarming environmental problem facing the British is air pollution, facilitated by industrial activities, urban living, and careless attitudes (Krueger et al., 2015). Hence, hotels have to act responsibly.
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The new marketing objectives for Premier Inn are listed below:
· To gain at least 5% increase in Newcastle’s occupancy rate before 2022 ends.
· To promote cleanliness and hygiene alongside comfort and sleep in attractive new ads.
· Become more cost-friendly, especially for students.
· Sustain services for betterment.
· Gain 10% boost in revenue in the early half of 2023.
[bookmark: _Toc120534970]Strategy 
As the UK’s climate changes, customer preferences change, so the hotel industry has to keep its value propositions in focus. For Premier Inn, this means promoting its brand identity as a hotel that cares for its guests, and promises them a good night's sleep, excellent room service, and nutritional value in every meal (Ghandour et al., 2015). Since this proposition contributes to its success, it will remain the same for attracting new customers, but the difference resides in Newcastle. Premier Inn would now come across as a cheap, guest-friendly hotel that would promise not only a good night's sleep but soundproof rooms to study with eatable meals because a university student wants nothing else. Its customer segments already target people who value comfort over luxury, and since Newcastle is teeming with universities, foreign students need to find Premier Inn interesting for accommodations because oftentimes, student lodgings are too loud and expensive for them, not to mention unhygienic, so the hotel should act like a substitute.
[bookmark: _Toc120534971]Tactics
[bookmark: _Toc120534972]Product
Premier Inn’s services include different kinds of rooms for families, couples, and single individuals, like students, so these rooms have different furniture for different people, like different bed sizes, cots for children, sofa beds, etc. (Our Rooms – Premier Inn, 2022). 
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The hotel also boasts free Wi-Fi, coffee and tea equipment; healthy and delicious meals for breakfast, lunch, and dinner, bicycle-friendly services; restaurants, and bars. Hence, its services are already top-notch, especially for new customers, namely students, so the product portfolio shall remain the same. However, its focus on its cleanliness programme, where precautions and guest safety are prioritized, will be increased to meet new customer expectations (Our Rooms – Premier Inn, 2022).
[bookmark: _Toc120534973]Place
Premier Inn's distribution centres are located in various places. Its official website and application are two online ways through which customers can book rooms, but this can also be done via third-party apps like Booking.com, etc. (Bowie et al., 2016). After the pandemic, customers have begun to prefer booking online because it saves them time and effort, and since student life is already time-restrained, Premier Inn will comply with this strategy and promote online bookings and contactless payments to avoid hassles in the lobby, which is essential since its main function is to provide comfort and peace.
[bookmark: _Toc120534974]Price
Premier Inn is a 3-star hotel chain, so its pricing strategy is based on offering low or affordable prices to its guests. To be more specific, it follows a value-based pricing strategy that is flexible as per the customers' needs (Bowie et al., 2016). For instance, family rooms would cost more than single rooms, and lower rates are offered on the weekends and Fridays. In the new marketing plan, the price will continue to be value-based as this will attract the most customers staying in Newcastle upon Tyne.
[bookmark: _Toc120534975]Promotion
Premier Inn is known for its promotional campaigns. To shed light on its communication mix, the hotel specializes in direct and social media marketing. It spends a lot of money on advertising platforms like radio, print, outdoor, and digital marketing, and this amounts to more than 20 million pounds (Jefferson, 2021). Its ads focus on promoting its benefits around comfort, flexibility, and bottomless breakfast, which is important to do as customers are now contemplating traveling again (Campaign UK, 2021). Furthermore, social media marketing will be focused on, too. The company has thousands of followers everywhere, so its posts would be helpful in spreading awareness of its new values.
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Figure 1(Premier Inn - Instagram, 2022)
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In terms of action, the Gantt chart above showcases Premier Inn’s activities planned for the next three months as per the new marketing plan. Observing and gathering data are the chief activities that would surely make this plan a success, so they will be done first.
[bookmark: _Toc120534977]Control
Unique Selling Points (USP) are important for hotels because substitute threats linger vividly, and they need to stand out in the crowd. As a result, Premier Inn's USP for attracting new customers would visualize a hotel that values comfort and cleanliness over anything else, apart from being family-friendly, excellent healthcare, and food services so nobody would have to search for restaurants or bars nearby. Students with strict schedules would find this helpful. Success will be measured via KPIs, meaning through an increase in social media following and a rise in bookings in its Newcastle branches.
[bookmark: _Toc120534978]Conclusion
In conclusion, Premier Inn does not generally have to change much because its presence as the UK’s largest and most renowned hotel brand has made it gain a competitive advantage over popular hotels like Marriott and Sheraton, that, too, while being a limited-service chain. However, this marketing report focuses on its Newcastle operations, and since the city is teeming with universities, students, coupled with the UK’s rocky environment, need comfortable but cheap accommodations for prolonged stays, so Premier Inn should focus on this opportunity rather than just attracting tourists – a function that should be reserved for its hotels located near airports and popular places.
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Product: comfortable rooms, family-friendly services,
coffee and tea, restaurant service, free Wi-Fi and parking.
Price: Flexible and value-based pricing. Cheap prices.
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