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Introduction 
The purpose of this essay is to identify the issue which can turn into a marketing strategy to attract new customers, increase the popularity of the hotel brand, and the positive reflection of all the previously mentioned effects in increased financial results according to the main market indicators. This essay follows the classic structure of the SOSTAC panel, with analysis elements such as SWOT, PESTEL, and Bowmans being found throughout the work and the key points can be easily identified. Towards the end of the essay, we will find the identified results and the impact they have on the analysed hotel brand, but also how it propagates on the competitors.
Company: SWOT analysis (Micro analysis)
	Strengths
· Premier Inn is 24/7 available for the customers
· Constantly improving the quality and creating new facilities for customers (Bagrii and Palamarek, 2020)
· National and international locations
	Weaknesses
· Reduced income as a consequence of global events
· The lack of hotels in the most popular tourist areas around the world
· Barriers in maintaining employees for as long periods as possible and investing in specialized trainings

	Opportunities
· Cost restructuring and identification of promotion opportunities with minimum costs  (Car et al.,  2019)
· Expanding the scope of action vertically as well as horizontally
	Threats
· The increase in popularity of the main competitors is reflected in the low number of new customers attracted (Gheribi, 2018)
· The lack of hard skills and soft skills of the employees is reflected in the hospitality of the hotel brand (Dachhyar, 2020)



Customers:
In terms of customers, Premier Inn targets mainly families. Based on this market segment, responsible tourism represents one of the main determining factors that have a positive influence ((Bas and Sivaprasad 2022).   
Competitors:
Studies in the field show that entrepreneurial behaviour has an insignificant effect in terms of strategic flexibility, but also in terms of the sustainable competitive advantage it generates  (Hossain et al., 2022). The business model for the hotel industry is a profitable one, therefore the major market competitors are Moxy, Holiday Inn, Best Western.
Collaborators:
Growing the business the hardest part was to be up to date with the innovation from the field hence the main collaborators are technology partners such as Conferma, Vibe, Hotelhub and also the GDS  platform providers at the moment premier Inn has collaboration with Galileo, Amadeus , and Apollo.
Climate: PESTEL (Macro analysis)
	P
	E
	S
	T
	E
	L

	Political
	Economical
	Social
	Technological
	Environmental
	Legal

	In the last decade, the most disruptive political event for the hotel industry is the UK Brexit, which hinders from a bureaucratic point of view access of tourists and business trips (Braun and Zenker, 2022)
	Tn the current context, the interest rate and the inflation rate represent a challenge for the population, these economic aspects being strengthened by the diplomatic tensions between Russia and Ukraine and the energy crisis  (Ayub and Pusparini, 2022)
	Satisfying customer requirements is the goal of the hotel business, and hospitality and health and safety take precedence in this type of business (Kaya et al., 2022)
	The steps towards evolution include the term innovation, and mainly it leads to digitization, the rapid facilitation of orders, the reduction of processing time and the minimization of costs. Thus, the phenomenon of robotization in the hospitality industry is gaining momentum (Ayyildiz et al., 2022)
	Global disturbances such as the health crisis generated by Covid-19, the war between Ukraine and Russia, the devastating earthquakes in Turkey and Syria and the global financial pressure have a significant negative impact on the analysed hotel brand (Dogan et al., 2022)
	In the fiscal sphere, the hotel industry benefited from deductions, but insufficient in proportion to the scale of current events. In 2022, a free alcohol trade agreement will be signed between the UK and New Zealand (GOV UK, 2022)



Objectives 
We believe that Premier Inn needs attractive packages as well as enthusiasm from the customers. Therefore, our marketing strategy is to create a raffle in which all customers who have stayed with us in the last 6 months can enter. The prize will consist of winning a 50% travel voucher for the next booking at our hotel with a validity of 6 months. We propose that, immediately after the raffle announcement, there will be an increase in the occupancy of hotel rooms by at least 40%.

Strategy 
Analysing Level 4- Differentiation from Bowman's Strategy Clock we can say that Premier Inn offers the most attractive products and services. In order to be noticed by the loyal customers of the other brands, we propose that our strategy is to indirectly increase the loyalty of the new customers attracted. Therefore, we propose to organize a raffle in which a winner will be drawn who will benefit from 50% of the next package chosen. The eligibility conditions for offering this discount is that the selected customer has been accommodated at least 2 times in the last 6 months taken into account. With this strategy, we rely on the fact that the mental health of the clients is extremely important, as they are overwhelmed by daily events and no longer have the energy, motivation or financial resources necessary to relax, and our marketing strategy comes to complement these needs.

Marketing mix:
Product
Home comfort can only be reproduced with products that meet high standards.  Among the most common products and services we find: are visually pleasing room designs, comfortable beds, bed linen that does not cause irritation, silent floor, playgrounds for children, mini-bar, and free parking.
Price
The price-quality ratio is taken into account here. Of course, discount codes and promotional packages are not missing from the price list displayed by this brand  (Jaeger and Pahiyiannakis 2020). For example, in very crowded periods, a policy of high prices is used to make a natural selection of the clientele and still not lose the loyalty of the customers.
Place
Premier Inn has a wide range of locations in the UK that offer spectacular and unique views. Recently, city breaks outside the borders have become popular, and Germany also hosts our hotels, from hotels located in metropolitan centres to hotels in the suburbs and even in the vicinity of airports.
Promotion
As we know, the advertising of products and services represents a key factor in their sale, as well as in terms of customer loyalty. The success generated by the promotion is directly proportional to the capital invested in this direction, including even the costs of keeping the promotion afloat (Floričić, 2019).
Action 
Considering the troubled periods of the international economy, our marketing strategy, which involves offering a 50% discount for one of our clients staying with us for 6 months, contributes not only to attracting clients, but to the knowledge of the facilities and promotional packages that Premier Inn features. Therefore, the implementation of this plan begins with intense advertising so that clients know our marketing strategy. Weekly we will refresh our social media accounts page, as well as the advertising on the streaming accounts so that customers know the eligibility conditions. We want an increase in receipts by at least 15% in the analysed period.
Table 1. Gantt Chart -Marketing Strategy


Control
Choosing this strategy helps us to identify, without external tools, the real impact of the discount offered on our clientele. Immediately after the publication of the eligibility conditions, we will be able to see the direct impact on income, profit, and the degree of occupancy of the rooms, but also the number of accesses to our website. We will also note which days of the week have the most accesses as well as the time interval.
Conclusion 
Considering the current context at the national and international level, we decided to implement this strategy because we consider that current needs attract a significant portion of our clients' incomes, and relaxation and tourism are secondary. Therefore, we can say that we finance our clients' vacations and at the same time win new clients.


















References 

Ayub, T. and Pusparini, M.D., 2022. INFLATION IN THE UNITED KINGDOM IN TIMES OF WAR AND PANDEMIC (A SOLUTION FROM THE ISLAMIC ECONOMICS). Tasharruf: Journal Economics and Business of Islam, 7(1), pp.1-16.
Ayyildiz, A.Y., Baykal, M. and Koc, E., 2022. Attitudes of hotel customers towards the use of service robots in hospitality service encounters. Technology in Society, 70, p.101995.
Bagrii, K. and Palamarek, K., 2020. Tendencies for the development of hotels in Ukraine under crisis situations.
Bas, T. and Sivaprasad, S., 2020. The impact of the COVID-19 pandemic crisis on the travel and tourism sector: UK evidence. SSRN Electronic Journal, pp.1-19.
Braun, E. and Zenker, S., 2022. In governments we trust: a two-country Brexit field experiment on perceived uncertainty as mediator for consumer decisions. Journal of Business Research, 138, pp.335-346.
Car, T., Stifanich, L.P. and Šimunić, M., 2019. Internet of things (iot) in tourism and hospitality: Opportunities and challenges. Tourism in South East Europe, 5, pp.163-175.
Consultation on changes to legislation relating  to alcoholic drinks in Great Britain , Department for Environment, Food and Rural Affairs, 2022 - available at www.consult.defra.gov.uk/alcoholic-drinks-geographical-indications-team/the-alcoholic-beverages-amendment-england-regulati/supporting_documents/Consultation%20on%20changes%20to%20Legislation%20relating%20to%20Alcoholic%20Drinks%20in%20Great%20Britain.pdf  [Accessed at 12 February 2023]
Dachyar, A.Z.N.S.M. and Sahir, A., 2020. Hotel revival strategy planning with SWOT-Fuzzy AHP-TOPSIS: A case study of 4-star hotel.
Doğan, B., Ghosh, S., Tiwari, A.K. and Abakah, E.J.A., 2022. The effect of global volatility, uncertainty and geopolitical risk factors on international tourist arrivals in Asia. International Journal of Tourism Research.
Floričić, L.P.I.S.T., 2019, Preffered E-Promotion Strategies of International Hotel Chains–Insights and Evaluation. Innovation Management, Entrepreneurship and Sustainability, p.716.
Gheribi, E., 2018. Competition Strategies of Selected International Hotels Groups on the Polish Market. J Tourism Hospit, 7(381), pp.2167-0269.
Hossain, M.S., Hussain, K., Kannan, S. and Kunju Raman Nair, S.K., 2022. Determinants of sustainable competitive advantage from resource-based view: implications for hotel industry. Journal of Hospitality and Tourism Insights, 5(1), pp.79-98.
Jaeger, J. and Pahiyiannakis, L., 2020. Revenue Management: A Hotel Owner’s Perspective. In Hospitality Revenue Management (pp. 437-467). Apple Academic Press.
Kaya, K., Yılmaz, Y., Yaslan, Y., Öğüdücü, Ş.G. and Çıngı, F., 2022. Demand forecasting model using hotel clustering findings for hospitality industry. Information Processing & Management, 59(1), p.102816.
Yang, Y., Mao, Z. and Wen, Z., 2022. Pandemic severity, policy stringency, and tourism performance: A global analysis. Journal of Travel Research, 61(8), pp.1928-1946.



 







image6.jpeg
Situation Analysis

Strenghts Weaknesses

« OPremier Inn is 24/7 available for the
customers

« DOConstantly improving the quality and
creating new facilities for customers
(Bagrii and Palamarek, 2020)

« National and international locations

+ [Reduced income as a consequence
of global events

« [OThe lack of hotels in the most
popular tourist areas around the world

« Barriers in maintaining employees for
as long periods as possible and
investing in specialized trainings

Opportunities Threats
« [OThe increase in popularity of the main
competitors is reflected in the low
number of new customers attracted
(Gheribi, 2018)

« The lack of hard skills and soft skills of
the employees is reflected in the
hospitality of the hotel brand

« [OCost restructuring and identification
of promotion opportunities with
minimum costs (Car etal., 2019)

« Expanding the scope of action
vertically as well as horizontally





image7.jpeg
Objectives

Our marketing strategy is to create a raffle in
which all customers who have stayed with us in
the last 6 months can enter. Immediately after the
raffle announcement, there will be an increase in
the occupancy of hotel rooms by at least 40%.
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Strategy

The raffle - a winner will be drawn who will benefit
from 50% of the next package chosen. The
eligibility conditions for offering this discount is
that the selected customer has been
accommodated at least 2 times in the last 6
months taken into account.
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Action

The implementation of this plan begins with intense
advertising so that clients know our marketing
strategy. Weekly we will refresh our social media
accounts page, as well as the advertising on the
streaming accounts so that customers know the
eligibility conditions.

Control

Immediately after the publication of the eligibility
conditions, we will be able to see the direct
impact in income, profit and the degree of
occupancy of the rooms, but also the number of
accesses to our website. We will also note
which days of the week have the most
accesses as well as the time interval.
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Conclusion

Given our plans, we expect our
marketing strategy to work best,
especially during this time when
micro and macro volatility.

We believe that choosing this
strategy will attract both loyal and
potential customers for this brand.
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Introduction

0 1 We will analyze the current position
of the brand on the market and the
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02 We will discuss creating a
marketing strategy that will attract
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03 This presentation follows the classic
structure of the SOSTAC panel
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Table 1. Gantt Chart -Marketing Strategy
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