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[bookmark: _TOC_250019]Introduction
Marketing is one of the core parts of an organisation that allows to maintain diverse strategical approaches (Jobber and Ellis-Chadwick, 2019). Investigating external and internal activities finds out most appropriate marketing activities that are highly essential for an organisation. This paper evaluates the areas of marketing strategies, theories, frameworks, situational analysis, objectives, strategy, tactics, action, and control activities of Premier Inn.
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[bookmark: _TOC_250016]Company: SWOT analysis

	Strengths
	Weakness

	Diverse training and development allow to create differences at Premier Inn
	Improper marketing strategies on Premier Inn.

	Cost effective strategies.
	Poor team development.

	Collaborative activities with employees.
	Difficulties on the management techniques.

	Research	and	development	to	increase hospitality.
	

	Opportunities
	Threats

	Focusing on the lacking can increase future goal.
	Poor strategic controlling activities.

	Hospitality and service advancement.
	Seeking various areas of weakness are requires evaluating.

	Team development with proper marketing.
	Continuous	management	and	marketing evaluation.

	Management evaluation process.
	



[bookmark: _TOC_250015]Customers: Segmenting and Targeting
Bowie et al. (2016) segmentation and targeting of customers as per different qualities and profiles are integrated part of marketing process. For instance, segmenting as per customer
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service taking behaviour are make sure. Premier Inn makes sure customer profiling and provides advertising campaigns.

[bookmark: _TOC_250014]Competitors: Porters five forces analysis

	Five forces
	Analysis

	Competition in the industry
	Diverse competitions are faced by both Premier Inn that impacts on
the service offering activities. Highly competitive forces impact on the dealing of low or high price on service.

	Potential for new entrants
	New entrants on the industry creates difficulties to perform different activities. High power of the new entrants can increase competition for Premier Inn.

	Power of suppliers
	Supplier plays an important role on the service activities. Premier Inn depends on the supplier that allows to provide better services.

	Power of customers
	Customers plays vital role in the service activities. Losing customer makes significant impact on the profit generation activities of
Premier Inn.

	Threat of substitutes
	Substitution in the market creates greater impact on the service areas. Premier Inn seeks for the substitution in the market to ensure services.



[bookmark: _TOC_250013]Collaborations
Premier Inn maintains diverse collaborations on the B2B activities that allows to provide adequate services to the customers (Smith and Zook, 2019). Enhancing qualities and services to the customer become easier with the collaboration with the different services industries. For instance, price premium and customer maintenance activities are the core part of collaboration that are highly ensured by Premier Inn.
Partnership activities with different organisations allows to ensure appropriate services to the customers. Offers, promotions and other activities are encouraging to the customers that enhances overall satisfaction level.

[bookmark: _TOC_250012]Climate: PESTLE analysis
Analysis
PESTLE factors


	Political
	Changes on the political situation related to the business activities and relationship process. Premier Inn requires proper evaluation of the political situation to maintain adequate decision.

	Economic
	Considering the economic situation through different process are helpful to gain success. Inflation, income level, price hikes and other are the part of economic situation.

	Social
	Norms, values, language, social activities, guidelines, and others are requiring making sure to provide proper facilities to the guests.

	Technological
	Advancement in the technology or adoption of new strategies are highly essential for the service activities that are requires to ensure by Premier Inn.

	Legal
	Various legal changes are taken place that requires to ensure by Premier Inn to provide highest services.

	Environment
	Sustainability activities, corporate social responsibilities, environmental practices and others are requiring ensuring by Premier Inn.



[bookmark: _TOC_250011]Objectives
SMART target of the marketing plan of Premier Inn is to maintain different business activities to ensure highest service standards.

[bookmark: _TOC_250010]Strategy
Value proposition: Premier Inn provides different services activities to the customer that creates higher value compared to others (Kotler et al., 2020). Adequate service strategy maintenance and collaboration with the partners ensures value proposition for Premier Inn. Setting up value proposition with the service offering create different identity in the market environment. There requires various activities or strategic controlling process that can help to manage value proposition process.
Bowman’s strategy clock: Low price and low value added, low price, hybrid, differentiation, focused differentiation, risky high margins, monopoly pricing, and loss of market share are the part of Bowman’s strategy clock (Clow, 2013). Premier Inn makes sure different strategies and management process that allows them to provide the most effective services to the customers. However, Premier Inn follows differentiation strategy that creates different marketing standard

and collaboration with the customers. Premier Inn seeks for the customer development activities that are highly essential for the strategic forces or securing marketing channels schedule process.

[bookmark: _TOC_250009]Tactics

[bookmark: _TOC_250008]Marketing mix
Product: Premier Inn is the service organisation that mainly involves in the hospitality sector. Diverse services to the customer and evaluating the service areas makes sure offering process (Chaffey and Ellis-Chadwick, 2019). Service standard development activities with higher value creation process are essential for Premier Inn.
Place: There are diverse availability of Premier Inn that allows customer to get proper services from different locations. Management activities and placement activities using channels or distribution process are followed at Premier Inn. Placement or availability of Premier Inn are ensured with the market environment or popularity of the location.
Price: Setting price for Premier Inn follows appropriate standards that goes with the market research or other environment process. Ensuring customer values and link with the variety of price point allows to create shared values. Price ranges of Premier Inn are maintained as per the service offerings, price value, competitive situation and market condition that allows to increase overall market situation.
Promotion: Diverse advertisement, strategies and communication process are followed to collaborate with the customers (Ryan, 2012). For instance, promotional strategies are highly essential to manage different activities at Premier Inn. Promotional activities and marketing environment are highly encouraging for the new customers to provide the most adequate services.
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Preparing Gantt chart allows to find out different activities and strategic plan that makes sure all the process on time (Buckley and Ghauri, 2014). Preparation, market research, marking channels schedule, gathering feedback, and controlling process are ensured in the Gantt chart. For instance, Premier Inn can seek for different activities that can allow to support and enhance marketing position.

[bookmark: _TOC_250005]Control
USP: Seeking for controlling activities through unique selling proposition (USP) can help to maintain different offerings in the right direction. Adequate management and collaboration with the customers through services improvement can help to ensure secure position in the market. For instance, Premier Inn provides the most advanced services to the customers with differentiation process that allows to stay in the right position.
Success measure: Evaluating different areas of the market situation, sales margin, customer segmentation activities and differentiation are highly essential for the success measurement. Premier Inn measures their success through proper marketing activities and collaboration process with customers. Segmenting the market through proper evaluation techniques and advancement in the technology are the part of success measurement. For instance, new customers can help Premier Inn to collaborate in different activities. Profit maximisation of Premier Inn can be done or can measure success rate through new customer engagement.
Positive attitude towards Premier Inn can be another factor of measuring the success rate that can help to increase overall brand development activities (Schmid et al., 2016). For instance,

brand development activities and measuring all the areas can increase overall profit margin. Profit maximisation are the core part of Premier Inn that can help to secure different activities and brand advancement. Continuous monitoring of different activities and engagement on the customer attitude can help to secure the profit maximisation activities.

[bookmark: _TOC_250004]Conclusion
Marketing plan is one of the core strategies for the organisation that allows to maintain different activities in the right direction. Adequate management process, marketing stability, marketing mix, conditions and target customer activities are highly related to the strategy formulation process. For instances, there requires internal and external market environment before making the strategical forces. Market research, channels distributions and other segmentation activities are essential for the marketing development activities. There are different activities that are the core part of marketing activities that highly essential for the hospitality development or service improvement.
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BMIH4005 Marketing Essentials
Introduction
· Marketing is one of the core parts of an organisation.
· Allows to maintain diverse strategical approaches.
· Investigating external and internal activities.
· Finds out most appropriate marketing activities.
· Evaluates the areas of marketing strategies, theories, frameworks, situational analysis, objectives, strategy, tactics, action, and control activities of Premier Inn.





Situation analysis: 5C’sStrengths
Weakness
Diverse training and development allow to create differences at Premier Inn
Improper marketing strategies on Premier Inn.
Cost effective strategies.
Poor team development.
Collaborative activities with employees.
Difficulties	on	the	management techniques.
Research and development to increase hospitality.

Opportunities
Threats
Focusing on the lacking can increase future goal.
Poor strategic controlling activities.
Hospitality and service advancement.
Seeking various areas of weakness are requires evaluating.
Team development with proper marketing.
Continuous management and marketing evaluation.
Management evaluation process.



Company: SWOT analysis













Situation analysis: 5C’s
Customers: Segmenting and Targeting
· Segmentation and targeting of customers as per different qualities.
· Profiles are integrated part of marketing process.
· Segmenting as per customer service taking behaviour.
· Premier Inn makes sure customer profiling and provides advertising campaigns.




Situation analysis: 5C’s


· Competitors: Porters five forces analysis



	Five forces
	Analysis

	Competition in the industry
	Diverse competitions are faced by both Premier Inn that impacts on the service offering activities. Highly
competitive forces impact on the dealing of low or high price on service.

	Potential for new entrants
	New entrants on the industry creates difficulties to perform different activities. High power of the new
entrants can increase competition for Premier Inn.

	Power of suppliers
	Supplier plays an important role on the service activities. Premier Inn depends on the supplier that allows to
provide better services.

	Power of customers
	Customers plays vital role in the service activities. Losing customer makes significant impact on the profit
generation activities of Premier Inn.

	Threat of substitutes
	Substitution in the market creates greater impact on the service areas. Premier Inn seeks for the
substitution in the market to ensure services.





Collaborations
· Premier Inn maintains diverse collaborations on the B2B activities.
· Allows to provide adequate services to the customers.
· Enhancing qualities and services to the customer become easier.
· Price premium and customer maintenance activities are the core part.
· Collaboration that are highly ensured by Premier Inn.
· Partnership activities with different organisations.
· Allows to ensure appropriate services to the customers.
· Offers, promotions and other activities are encouraging.








Climate: PESTLEPESTLE factors
Analysis
Political
Changes on the political situation related to the business activities and relationship process. Premier Inn requires proper evaluation of the political
situation to maintain adequate decision.
Economic
Considering the economic situation through different process are helpful to
gain success. Inflation, income level, price hikes and other are the part of economic situation.
Social
Norms, values, language, social activities, guidelines and others are requiring
making sure to provide proper facilities to the guests.
Technological
Advancement in the technology or adoption of new strategies are highly essential for the service activities that are requires to ensure by Premier Inn.
Legal
Various legal changes are taken place that requires to ensure by Premier Inn
to provide highest services.
Environment
Sustainability activities, corporate social responsibilities, environmental
practices and others are requiring ensuring by Premier Inn.


analysis









Objectives
· SMART target of the marketing plan of Premier Inn is to maintain different business activities to ensure highest service standards.
· Strategy
Value proposition:
· Premier Inn provides different services activities to the customer.
· Adequate service strategy maintenance and collaboration with the partners.
· Ensures value proposition for Premier Inn.
· Setting up value proposition with the service offering create different identity in the market environment. Bowman’s strategy clock:
· Low price and low value added, low price, hybrid, differentiation, focused differentiation, risky high margins, monopoly pricing, and loss of market share are the part of Bowman’s strategy clock (Clow, 2013).
· Premier Inn follows differentiation strategy that creates different marketing standard and collaboration with the customers.



Tactics: Marketing mix
Product:
· Premier Inn is the service organisation that mainly involves in the hospitality sector.
· Diverse services to the customer and evaluating the service areas makes sure offering process.
Place:
· There are diverse availability of Premier Inn that allows customer to get proper services.
· Placement or availability of Premier Inn are ensured with the market environment or popularity of the location.
Price:
· Setting price for Premier Inn follows appropriate standards.
· Ensuring customer values and link with the variety of price point.
· Price ranges of Premier Inn are maintained as per the service offerings, price value, competitive situation and market condition.
Promotion:
· Diverse advertisement, strategies and communication process.
· Promotional strategies are highly essential to manage different activities at Premier Inn.
· Promotional activities and marketing environment are highly encouraging for the new customers to provide the most adequate services.
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· Marketing plan is one of the core strategies for the organisation.



Conclusion

Control



USP:
· Help to maintain different offerings in the right direction.
· Adequate management and collaboration with the customers through services improvement.
· Ensure secure position in the market.
· Premier Inn provides the most advanced services to the customers with differentiation.
Success measure:
· Market situation, sales margin, customer segmentation activities and differentiation.
· Measures their success through proper marketing activities and collaboration.
· Segmenting the market through proper evaluation techniques and advancement.
· New customers can help Premier Inn to collaborate in different activities.
· Positive attitude towards Premier Inn can be another factor.

· Allows to maintain different activities in the right direction.
· Adequate management process, marketing stability, marketing mix, conditions and target customer activities.
· Requires internal and external market environment before making the strategical forces.
· Market research, channels distributions and other segmentation.
· Different activities that are the core part of marketing activities.
· Highly essential for the hospitality development or service improvement.
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