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[bookmark: _Toc120712605]Introduction 
The purpose of a marketing plan is to assess the target audience of the hotel and share goals for further development and develop a reasonable budget. According to McDonald (2016), a marketing plan is considered an advertising strategy that an organisation implement for selling their service or product. This marketing plan is being prepared for Premier Inn Hotel. Premier Inn is considered the largest UK hotel brand. The business has around 800 hotels. The hotels operate in various locations like suburbs, airports, and city centres. The frameworks that would be utilised in this marketing plan are SWOT, STP, Porter Five Forces, PESTLE, Marketing Mix and many others. 
[bookmark: _Toc120705996][bookmark: _Toc120712606]Situation Analysis 
[bookmark: _Toc120705997][bookmark: _Toc120712607]Company 
	Strengths
-Premier Inn always invest in an advertisement to improve its brand image. 
-Provides various offers and deals for the consumer for online booking
	Weaknesses
-Premier Inn's global presence is weak. 
-The business has an imbalanced business portfolio and market coverage. 

	Opportunities
-The business can try to invest in digital marketing
-The business can also focus on improving the experience of guests by developing the value of the hotel. 
	Threats
-Many known hotels have incorporated various marketing strategies, which can be a threat to Premier Inn. 
-Consumer perception is always changing, which can also become a threat
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[bookmark: _Toc120705999][bookmark: _Toc120712609]STP
Segmentation and Targeting
	Demographic
	Both Males and Females
Age: 18 to 65 years

	Geographic
	United Kingdom

	Psychographic
	-Families that need budget accommodation
-Business People 

	Behavioural 
	-Backpackers
-Travellers



Positioning
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[bookmark: _Toc120706000][bookmark: _Toc120712610]Competitors 
	Buyer’s Bargaining Power
	-High buyer power
-There are various hotels from which the consumer can choose from

	Supplier’s Bargaining Power
	-Low supplier power
-Many suppliers are present that can provide similar services and products to hotels. 

	Entrants Threat
	-Entrants threat is low
-The new businesses in the hotel industry need to be conscious of the quality of service and target market. 

	Substitute Threat
	-Substitute threat is medium
-Guests can attain similar services from other hotels at low prices

	Competitors
	-The competition is high
-There are many known competitors in the hotel industry like Marriott, Holiday Inn, Best Western and many others.



[bookmark: _Toc120706001][bookmark: _Toc120712611]Collaborators
Premier Inn has partnered with various Hotel booking agents and Travel Management Companies so that they can provide better connectivity through online tools. All branches of business are owned by the business (Premier Inn, 2022a). 
[bookmark: _Toc120706002][bookmark: _Toc120712612]Climate
	Political Factor
	-UK have a stable political environment
-The recent hard times have impacted the hospitality sector severely. 

	Economic Factor
	-UK GDP in 2022 was projected to be 2,904.5B (Statista, 2022a).
-UK Inflation rate in 2021 is around 2.5% (Statista, 2022b). 

	Social Factor
	-Marketing strategies are impacting the behaviour of the guest
-In the hospitality sector behaviour of consumer impact how guest chooses restaurants and hotels.

	Technological Factor
	-The improvement that has been integrated by technology in the hospitality sector has improved the services offered by hotels (Lau, 2020).
-Utilising digital platforms has provided the hotels to improve their image.

	Environmental Factor
	-The hospitality industry is contributing to waste generation.
-The sector is under pressure to reduce its environmental impact.

	Legal Factor
	-The hospitality sector is regulated by various regulations and laws.
-This sector has to follow the Heath and Social Care Act 2012 for the safety of guests and employees.
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· To attain 10% more international traffic on the hotels by the first quarter of 2023. 
· To increase consumer engagement on social media platforms by 25% to foster business reputation by the mid of 2023.
· To boost the hotel's reputation by 30% by focusing on effective marketing strategies by the end of 2023. 
[bookmark: _Toc120712614][bookmark: _Toc120706004]Strategy 
Since the UK’s macro-environmental climate is changing quite rapidly, its hotel industry has to create its value propositions in such a way that they would remain in its new customers' minds and good graces. In the case of Premier Inn, its value proposition resides in being a hotel that puts comfort over luxury, indicating that it understands how some travellers just want a good night's sleep. Hence, its differentiation strategy is based on providing a relaxing ambience, top-notch room service, and healthy meals that are guaranteed to make them feel refreshed (Ghandour et al., 2015). However, by observing the new preferences, Premier Inn has to modify this value proposition in some way. Its promise of a good night's sleep would remain the same, but the additional tweaks would turn it into a brand that supports cleanliness, guest-friendly activities, special accommodations for students, and diversity all around to appease 21st-century minds.
[bookmark: _Toc120706005][bookmark: _Toc120712615]Tactics
[bookmark: _Toc120706006][bookmark: _Toc120712616]Marketing Mix
[bookmark: _Toc120706007][bookmark: _Toc120712617]Product
Premier inn offers various services to accommodate both leisure and business travellers. The business offers free parking as well as swimming and gym facilities (Premier Inn, 2022b).  
[bookmark: _Toc120706008][bookmark: _Toc120712618]Place (Destination) 
The consumer can gain information about Premier Inn services, deals and offers from their online website. The business also has social media channels like Instagram, Twitter and Facebook. The business is always trying to engage their guest so that their experience can be enhanced. 
[bookmark: _Toc120706009][bookmark: _Toc120712619]Price
The cost of living crisis is already impacting the hotel and hotel and hospitality industry; however, there still exist options for organisations based on increasing tourism in the country (Lu and Tabari, 2019). For this purpose, Premier Inn should adopt different pricing strategies for different options, thereby, providing targeting customers of both middle and high-income groups. Value pricing strategy will continue providing the hotel with great value for money.
[bookmark: _Toc120706010][bookmark: _Toc120712620]Promotion
The communication mix includes tools that are used for communicating with potential customers, whether through advertising or social media (Bacik et al., 2018). For Premier Inn, the main focus will be on investing in print media, along with digital and social media. Flyers and brochures will be mainly used for advertising purposes. It has been determined that compared to other competitors in the hotel industry, Premier Inn has less number of followers. Therefore, the focus will be on the increasing presence on social media platforms. In this manner, the digital reach will be increased through daily posts, short reels and videos of the hotel on social media platforms, preferably Instagram, every single day. 
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As mentioned in the above illustrated Gantt chart, the project will start in November 2022 and will be completed in January 2023. The major focus, in this regard, will be the preparation, followed by market research. Market research will specifically be carried out for analysing the economic condition of the hotel industry. In addition, competitor analysis will also be carried out in order to determine the position of Premier Inn so that effective strategies can be incorporated to enhance market share. The two marketing channels preferably used include print advertising and social media, preferably Instagram. During and at the end of the implementation, feedback will be gathered from the customers that have visited the website, social media platform and hotel as well.  
[bookmark: _Toc120712622]Control
Among the differentiating features or USPs of Premier Inn will include comfort and quality. In addition, the promotion will also play a key role in differentiating Premier Inn from other hotels. The success, however, will be measured based on different aspects. The main emphasis, in this regard, will be a positive attitude towards Premier Inn, which will be evident from the number of visitors at the hotel. In addition to this, social media platforms, such as Instagram, will also indicate the extent to which customers are engaged. Apart from this, increasing profit and revenues will also be a major indication of Premier Inn’s success. 
[bookmark: _Toc120706013][bookmark: _Toc120712623]Conclusion 
Premier Inn has already occupied a well-known position in the market; however, the currently developed marketing plan and strategy will pose certain challenges. These challenges could be associated with continuous changes in the expectations of customers. In addition to this, during the implementation of the proposed plan, the hotel might experience issues related to budget forecasting. In order to mitigate these issues, it is recommended to conduct extensive market research or survey from consumers after a certain time interval. A similar strategy should also be observed for forecasting the budget.   
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Segmentation and Targeting 
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Geographic
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Competitors 

Buyer’s Bargaining Power -High buyer power

-There are various hotels from which the consumer can choose from

Supplier’s Bargaining Power -Low supplier power

-Many suppliers are present that can provide similar services and products to hotels. 

Entrants Threat -Entrants threat is low

-The new businesses in the hotel industry need to be conscious of the quality of service and target market. 

Substitute Threat -Substitute threat is medium

-Guests can attain similar services from other hotels at low prices

Competitors -The competition is high

-There are many known competitors in the hotel industry like Marriott, Holiday Inn, Best Western and 

many others.
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

Premier Inn has partnered with various Hotel booking agents and Travel Management

Companies so that they can provide better connectivity through online tools.
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All branches of business are owned by the business (Premier Inn, 2022a).
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Political Factor

-UK have a stable political environment

-The recent hard times have impacted the hospitality sector severely. 
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