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The marketing plan can be referred to as the strategic plan which focuses on improving the value and position of the product and services in the marketplace (Ferrell et al., 2021). The following report will consist of a marketing plan for Premier Inn, including analysis and evaluation of the situation, internal factors and so on.
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5 'C's
“Company: SWOT analysis (Micro analysis)” 
SWOT analysis of Premier Inn is as follows;
	Strengths
	Weaknesses

	Premier Inn is a well-established UK-based company with a global presence operating with more than 800 hotels and 72000 rooms. 
Another strength of the company is its occupancy rate of rooms which is 70% (George, 2021). 
	Although Premier Inn is an international company, its limited global presence is one of the weaknesses of the company compared to other hotels.
Another weakness of the company issues with the reservation of hotel rooms, due to a number of engagements.

	Opportunity
	Threats

	The company can expand to new emerging markets such as Africa and so on for increasing market share.
Premier Inn can further expand in Germany with more than 28 hotels which provide a large number of visitors.
	Certain threats such as changing legal policies and so on can affect the business operation of the company.
Pandemic crises such as Covid-19 and so on can forcefully shut down the business operations of the company.


Table 1: SWOT analysis of Premier Inn
(Source: Created by the learner)

“Customers: Segmentation and Targeting”
The market segmentation of Premier Inn can be done through “Demographic and psychographic” segmentation.
Demographic segmentation: The customer base for the product and services of Premier Inn will be both men and women, children, from infant to adult. The services will be provided to both single customers and family customers.
Psychographic segmentation: Premier Inn will offer services to both budget-friendly customers and luxury seekers. The service can be both under budget and luxurious according to the customer’s demand.
Targeting: the targeted customers for the company will be both domestic and international travellers, family visitors, business elites and professionals seeking hospitality services.

“Competitors: Porter's five forces”
Porter's five forces analysis of Premier Inn is as follows;
“Threats from supplier”: The hospitality industry consists of a number of suppliers, hence the threat from suppliers is low.
“Bargaining power of customers”: There is a different well-established hotel which provides more option for customers, hence threat from customer bargaining is high for Premier Inn.
“Threats from competitors”: The hospitality sector especially hotels is highly competitive, however, Premier Inn is a well-established company the threat is moderate.
“Threats from substitute”: There are different hotels providing accommodation services, and there are hostels too which provide accommodation such things divert the customer base. Hence, the threat is high for the company (Czinkota et al., 2021).
“Threats from new entrants”: To establish a new hotel huge amount of investment requires along with advertisement, marketing costs and so on. Hence, the threat is low for the company.

Collaborators: Premier Inn operate with many different “travel agents, hotel booking agency” and so on via online connection and booking sites such as Expedia. The company also developed a partnership with “Hypnos Bed Maker” for business purpose.

“Climate: PESTLE (Macro analysis)” 
PESTLE analysis for Premier Inn is as follows;
	Factors
	Impact 

	Political
	The current tax for hospitality is 20% and decided to reduce up to 5%, however, the addition of carbon of 25% can increase the operational cost of the company.

	Economic
	The current inflation-increasing CPI of up to 13% in September 2022 has a negative impact on Premier Inn by increasing the price of materials such as oil, electricity and so on (Capobianco et al., 2021).

	Social
	The changes in the customer’s preference such as contactless payment and so on forced Premier Inn to integrate technologies into the customer journey experience.

	Technological
	The availability of advanced technology such as AI and son has improved the business operation of Premier Inn. The engagement of UK resident with 94% active user assist companies in effectively advertising service through digital media 

	Legal
	There are different legislation and regulations such as “Health and safety at the workplace, Employment law, Equal pay” and so on Premier Inn should adhere to.

	Environmental
	Hotels should also ensure the “Environment Act” of the UK to ensure the safety of the environment, Premier Inn also ensure to adhere to such policies and legislation by reducing excessive usage of natural resources.


Table 2: PESTLE analysis of the UK
(Source: Created by the learner)
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SMART target: Summarise the aims of your marketing plan in one sentence. 
The objectives of Premier Inn marketing plan is as follows;
	Specific
	Measurable
	Achievable
	Relevant
	Time 

	To increase the market share and engagement of the customer.
	It can be measured by 15% increase in the market and a 20% increase in customer engagement.
	To achieve the goal, investment in market research, utilising social media, and engagement of marketers are required.
	Increasing the and marketing reach improve the brand image and increase in customer engagement increases the profitability and revenue of the company.
	6- 7 months.


Table 3: the SMART objective of Premier Inn
(Source: Created by the learner)

[bookmark: _heading=h.xg8076a6x21n][bookmark: _Toc120102122][bookmark: _Toc120102203]Strategy
The value proposition of Premier Inn is to provide high-quality hospitality services to customers across different geographical locations. The services are focused on customer-oriented services, providing the best value to the customer. The employees are also focused on contributing to achieving the strategic goals and objectives of the company. The company utilised the Hybrid strategy from Bowman’s Strategy clock (Villagrasa et al., 2022).  
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Marketing mix: 
Product - Premier Inn provides accommodation services from standard accommodation and quality services.
Place (Distribution) – The purchase services from the online official website, or a third-party website such as Expedia. Customers can also purchase after arriving at hotels in different operated locations.
Price – The pricing of the company is focused on value pricing which varies from £ 115 to £ 350 per night with the demands and categories of the services of the accommodation (George, 2021).
Promotion – The company promote the service through different social media platforms such as Instagram, Facebook and so on, it also utilises google ads services. 

[bookmark: _heading=h.942rwpv5j4m5][bookmark: _Toc120102124][bookmark: _Toc120102205]Action
Gannt chart of marketing activities:
	Activities
	Start date 
	Duration (in weeks)

	Preparation
	1-Nov-22
	2

	Market research
	15-Nov-22
	8

	Marketing channels schedule
	16-Jan-23
	6

	Gathering feedback. 
	3-Feb-23
	3


[image: ]
Figure 1: Gantt chart of the marketing plan
(Source: Created by the learner)
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The Unique Selling Point of Premier Inn is its “Kid-friendly and Bike-friendly image”, the company provides a wide range of facilities such as 24/7 wifi connectivity and so on with the limited budget (Terence, 2022).
The success of the marketing plan can be measured by increasing customer engagement by 20% and revenue by 10% by the end of 2023.
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The above report has showcased the marketing plan for the growth and development of the Hotel Premier Inn, analysisng the internal and external factors, competitors and so on. By utilising much marketing plan the company can effectively increase customer engagement and revenue of the company. The report has concluded the understanding of the external environment highlighting certain factors to adapt; objectives of the plan and time-bound effectively engage and gain a positive outcome. The report also concluded the timeline and marketing mix to effectively advertise and promote the services of the company.









[bookmark: _heading=h.setfy6gnfaq5][bookmark: _Toc120102127][bookmark: _Toc120102208]References
Capobianco, N., Basile, V., Loia, F. and Vona, R., 2021. Toward a sustainable decommissioning of offshore platforms in the oil and gas industry: a PESTLE analysis. Sustainability, 13(11), p.6266.
Czinkota, M.R., Kotabe, M., Vrontis, D. and Shams, S.M., 2021. Marketing Planning. In Marketing Management (pp. 43-90). Springer, Cham.
Ferrell, O.C., Hartline, M. and Hochstein, B.W., 2021. Marketing strategy. Cengage Learning.
George, R., 2021. Tourism and Hospitality Marketing Planning. In Marketing Tourism and Hospitality (pp. 149-182). Palgrave Macmillan, Cham.
George, R., 2021. Tourism and Hospitality Products, Branding, and Pricing. In Marketing Tourism and Hospitality (pp. 249-283). Palgrave Macmillan, Cham.
Terence, B., 2022. UK Economic Strategy Presents Opportunity for Businesses, Including Hotels, To'Level Up'.
Villagrasa, J., Sánchez, F. and Donaldson, C., 2022. HOW TO TEACH THE STRATEGIC CLOCK WITH A NUMERICAL METHODOLOGY: MAKE IT REAL, MAKE IT HAPPEN. In INTED2022 Proceedings (pp. 35-44). IATED.









[bookmark: _heading=h.5up02yowxpzt][bookmark: _Toc120102128][bookmark: _Toc120102209]Appendices
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

9

image3.svg
                            Marketing Plan Hotel Premier Inn


image4.png
Introduction

Marketing Plan is strategic plan
It assist in valuing the position of
the company.

® The following presentation
illustrate marketing plan of

Premier Inn





image5.svg
              Introduction ● Marketing Plan is strategic plan ● It assist in valuing the position of the company. ● The following presentation illustrate marketing plan of Premier Inn   


image6.png
Situation Analysis

Company; SWOT analysis

Strength

®  Global presence
®  Occupancy rate.

Weaknesses

e Limited global exposure
e Inability for maintaining reservation

Opportunity

e  Expanding in new market
e Expanding in Germany

Threat

o  Changing legal policies
e Pandemic crisis

=
&)
-
©
-

Transform

Transform





image7.svg
              Situation Analysis Company; SWOT analysis  Strength ● Global presence ● Occupancy rate. Weaknesses ● Limited global exposure ● Inability for maintaining reservation Opportunity ● Expanding in new market ● Expanding in Germany Threat ● Changing legal policies ● Pandemic crisis   


image8.png
Situation Analysis

Customers; Segmentation and
T: t
dargeung §TP Approach

Segmentation; Demographic and

psychographic segmentation

Targeting; both standard and luxurious

seeker customers, single and family

customers.




image9.svg
              Situation Analysis Customers; Segmentation and  Targeting  Segmentation; Demographic and psychographic segmentation Targeting; both standard and luxurious seeker customers, single and family customers.   


image10.png
Situation Analysis

Rivalry
Competitors; Porter’s Five force among
existing

. fi
Threats from supplieris low. piti

Threats from bargaining power of

. . Bargaining

customers is high power of
. . ' =
e Threats from competitors is i Five
forces of
moderate
. . . Porter

Threats from substituteis high
Threats from new entrantsis low .

Bargaining
power of
buyers





image11.svg
              Situation Analysis Competitors; Porter’s Five force  ● Threats from supplier is low . ● Threats from bargaining power of customers is high ● Threats from competitors is moderate ● Threats from substitute is high ● Threats from new entrants is low   


image12.png
Situation Analysis

Collaborators

o Travel agent
o Hotel booking agency
e Hypnos Bed Maker





image13.svg
              Situation Analysis Collaborators  ● Travel agent ● Hotel booking agency ● Hypnos Bed Maker   


image14.png
\\ Situation Analysis

Climate; PESTLE analysis

Political; implementation of carbon
tax

Economic; Inflation rate

Social; Customer preference
Technological; availability of
advanced technology

Legal; legislation and regulation of
the UK

Environmental; Environment Act

Political





image15.svg
              Situation Analysis Climate; PESTLE analysis  ● Political; implementation of carbon tax ● Economic; Inflation rate ● Social; Customer preference ● Technological; availability of advanced technology ● Legal; legislation and regulation of the UK ● Environmental; Environment Act   


image16.png
Objectives

Specific Measurable Achievable Relevant Time

To increase the It can be measured To achieve the Increasing the and 6- 7 months
market share and by 15% increase in goal, investmentin marketing reach

engagement of the the market and a market research, improve the brand

customer. 20% increase in utilising social image and increase
customer media, and in customer
engagement engagement of engagement
marketers are increases the
required. profitability and

revenue of the

company




image17.svg
                                                                                                               Objectives          Specific Measurable Achievable Relevant Time  To increase  the  market share  and  engagement of  the  customer .  It can be  measured  by 15 % increase  in  the market and  a  20 % increase  in  customer  engagement .  To achieve  the  goal, investment  in  market  research,  utilising  social  media,  and  engagement  of  marketers  are  required .  Increasing the  and  marketing  reach  improve the  brand  image and  increase  in  customer  engagement  increases  the  profitability  and  revenue of  the  company .  6 - 7 months .


image18.png
Strategy

Differentiation

® The value proposition of Premier g Focused
3 Differentiation

Inn i1s to provide high-quality

hospitality services e Risky
High margins
® customer-oriented services,
o 5o @ L i |
providing the best value g low ey

added value
Loss of market share

e The company utilised the Hybrid

Price

strategy




image19.svg
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