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[bookmark: _Toc120535788]Introduction
This report will tell the marketing plan and strategy for the hotel to strategize customers for the hotel (Chaffey & Smith, 2017) (Kotler et al., 2015). Hence, the hotel chosen is Premier Inn. The report will mainly use the SOSTAC framework with SWOT, PESTLE, and Porter frameworks to analyze the situation. Also, for any hotel marketing plan is essential (McDonald & Wilson, 2016). Hence, through the proper plan, marketing is proposed to generate new customers and revenue for the hotel. The strategies and plans adopted by West inn Hotel to gain new and old customer loyalty. It is essential to strategize a plan; through this report, a proper strategy is pointed out (Alalawan et al., 2017)  
[bookmark: _Toc120535789]Situation Analysis
[bookmark: _Toc120535790]SWOT analysis (Micro analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	The occupany rate of the Premier Inn before the pandemic was good. 
	The global presence is limited of the hotel.
	  It explores new markets even after the pandemic so the hotel can enter new markets.
	Due to health issues, legal action can take place.

	  Before and during the pandemic, the hotel has a good image and representation in its industry.
	Before the pandemic hence there were many refund issues.

	  It has good infrastructure and buildings that work before and after the pandemic.
	Lockdown affected Premier Inn’s business during the pandemic.

	  Premier Inn is near different airports, great tourist attractions, and universities, targeting different customer segmentation.
	There were also different hygiene issues before the pandemic. 
	It provides good services to its customers.
	There are many competitors in the market.



[bookmark: _Toc120535791]Customers
It targets mainly the leisure market. Hence, it targets people with upper class and eliteclass people as it provides good services with high financial factors.  	
[bookmark: _Toc120535792]Competitors: Porters five forces
	Threat of New Entrants
	bargaining power of Suppliers

	Bargaining Power of Customers 
	Threat of Substitutes

	Competitive rivalry

	It has many competitors hence new competitors will take time to enter the market.
	Bargaining power of supplier is weak.
	Bargaining power of customers is great.
	Substitutes are many in the hospitality sector. 
	There are many competitors in the market.

	The luxury market with new entrants will require large labor.
	The suppliers can be switched if suppliers does not provide good services. 
	There are other competitors for the people which they can switch to.
	Substitutes with great services and pricing, people change their preferences.
	Marketing, and services of these hotels depends.

	It is also hard to build image for the hotel in the luxury hotel.
	But the staff has right to negotiate its salary.
	Great marketing strategies is needed to attract customers.
	Threat of substitutes is high. 
	Marketing, pricing, and promotion of the rivals combat amongst each other.




[bookmark: _Toc120535793]Collaborators
Premier Inn collaborated with BRCS in a sustainability program to provide contribution and guidance in bringing sustainability. Premier Inn also collaborated with Amadeus’ Hospitality Platform for reservation technology and property management. Premier Inn also collaborated with Restaurant to support and recognise the both side challenges of the business. 
[bookmark: _Toc120535794]Climate: PESTLE (Macro analysis) 
	POLITICAL
· The different political issues and uncertainties will cause less tourism in the country.
· The change in government can bring new rules on the running the business. 
	ECONOMIC
· The labor cost are high.
· There are many competition in the market.
· Visitors are discouraged to not spend on luxury hotels. 
	SOCIAL
· The customers’ needs and expectations in the industry is high with low pricing. 
· But Premier Inn does not provide goof hygiene services.
· Premier Inn has already reported staff shortages in areas such as housekeeping, reception, and kitchens.

	TECHNOLOGICAL
· Premier Inn uses different technology to provide its services.
· The cost of upgrading is high hence the business will charge. 

	LEGAL
· Legal issues have brought legal challenges in the Premier Inn Hotel to implement daily operations (BBC, 2021).
· Due to hygiene issues, Premier Inn faces challenges (BBC, 2019). 
	ENVIRONMENTAL
· Smart technology uses effects the environment.
· Hence, the sustainability is lacking in the its hotel. 


[bookmark: _Toc120535795]Objectives
Specific
· To implement marketing strategies in a specific time frame.
· Also, to specify marketing strategy through the plan to apply after the pandemic.
Measurable
· To measure the success of the plan through customers in the hotel.
· To survey the customers after the pandemic stay to measure the situation.
Achievable
· To achieve the success of the marketing strategy and plan.
Relevant
· To be as precise and relevant to work on the marketing plan.
Time-bound
· To achieve success in the two months’ time frame. 
[bookmark: _Toc120535796]Strategy
Premier Inn hotel's primary strategy is to provide their customers with the utmost comfortable rooms and beds in order for them to get profound sleep. In order to implement such a strategy, the hotel offers clean and tranquil rooms with comfortable beds, sheets, carpeting and lighting. Due to this value proposition, Premier Inn sets itself apart from its other three-star hotel competitors. Premier Inn specially provides its clients with premium and standard rooms, which attracts its consumer base effectively (Ghandour et al., 2015). However, to excel in its value proposition, the hotel is seeking to enhance its services which align with its customers' preferences while also corresponding to the newest marketing trends. In that case, Premier Inn would include highly sanitised hotel room products, given how their customers are more health conscious after COVID's wake. They would offer separate beds for couples and children, clean sheets for every other client, no room for preservatives and hourly sterilising services (Viglia, 2017).
[bookmark: _Toc120535797]Tactics
[bookmark: _Toc120535798]Marketing mix:
[bookmark: _Toc120535799]Product
Currently, Premier Inn offers its products in a vast range, which depends on the client's preferences and size. Likewise, the hotel offers king-sized best for adult customers, while they provide sofa-com beds for children and babies. The rooms vary in space and size as well, while several rooms are interconnected for parents to monitor their children (Premier Inn, 2022). Given the post-pandemic age of COVID and the growing client health worry, Premier Inn are likely to include services which provide constant room sanitisation, frequent changing of bed sheets which are sprayed with disinfectants, and sterilisation products ready by the bedside tables.
[bookmark: _Toc120535800]Place
Premier Inn has two distribution channels at the moment. Their first parties include allocating services for booking through their official website or through social media platforms where they have an active presence. Further, their third parties involve websites such as Lastminute.com and Booking.com (Premier Inn, 2022). At the same time, Premier Inn is intended to distribute their booking opportunities more intensely through social media because, after the epidemic, people are likely to approach their social media accounts to get direct insight.
[bookmark: _Toc120535801]Price
The hotel presently utilises numerous pricing strategies, which involve Flex, Semi-Flex, Advance, Standard and Non-Flex rates. For general customers, the Flex rate is the most preferred because such pricing offers them a suitable comfortable room with a single king-sized bed, provided with a stay up to 1 pm in the afternoon (Premier Inn, 2022). However, the hotel seeks to improve its pricing by lowering them as per the services provided. While lowering their rates, the hotel may charge its customers extra for the sanitisation service being provided (Kumar, 2016).
[bookmark: _Toc120535802]Promotion
Premier Inn reportedly markets its services and brand by investing in promotional platforms such as outdoor, radio, print and digital media. They consequently aim to invest approximately 20 million pounds in advertising through these platforms (Premier Inn, 2022). On the other hand, Premier Inn also promotes itself through social media apps such as Facebook or Instagram, where their followers surprisingly lack, reaching up to only a handful of thousand followers. This indicates that the hotel is aiming to increase its on-site social media presence in order to reach a newer audience.
[bookmark: _Toc120535803]Action
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The gantt chart is a framework for scheduling and planning different things (Hirakata, 2020) (Sharon & Dory, 2017). Hence, two weeks are needed for planning and preparing for the market research, scheduling the market channels, and gathering feedback from the people; hence weeks are needed. As marketing is not easy hence 2 months is needed to prepare and plan
[bookmark: _Toc120535804]Control
The USP of this marketing plan is to provide services that were not provided before, like hygiene and cleanliness. Hence, it will increase customer engagement and value in the business after the pandemic (Zhang et al., 2017). The business plan will work, which will be measured through surveys and customer booking and coming into the hotel after working on the plan for 2 months. If services are suitable and better, the customers will have positive attitudes towards the brand. There will also be an increase in profits if the business improves through marketing strategy. 
[bookmark: _Toc120535805]Conclusion
The marketing plan used requires applying to Premier Inn after the pandemic situation. Even though it is a luxury and premium brand, different online platforms will be used. Further, the business plan will target old and making of new customers. Hence, it will be challenging, and people will not like to invest in luxury brands after the pandemic. Premier Inn is one of the hotels significantly affected by the pandemic, and new marketing strategies will be used and implemented online.
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Specific
To implement marketing strategies in a specific time frame.

Also, to specify marketing strategy through the plan to apply after the pandemic.
®Measurable

To measure the success of the plan through customers in the hotel.

To survey the customers after the pandemic stay to measure the situation.
®Achievable

To achieve the success of the marketing strategy and plan.

®Relevant

To be as precise and relevant to work on the marketing plan.

eTime-bound

- To achieve success

n the two months’ time frame.
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®  Premier Inn hotel's primary strategy is to provide their customers with the utmost
good services to stay .

®  The hotel offers clean and tranquil rooms with comfortable beds, sheets, carpeting and
lighting.

®  The hotel is seeking to enhance its services which align with its customers' preferences
while also corresponding to the newest marketing trends.

®  Premier Inn would include highly sanitised hotel room products for its customers.
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MARKETING MIX

®  Product: the hotel offers king-sized best for adults, and sofa-com beds for children
and babies. The rooms vary in space and size and several rooms are interconnected for
parents to monitor their children.

®  Place: Mainly, Premier Inn wan to explore Thailand’s market.

®  Price: the hotel secks to improve its pricing by lowering them as per the services
provided.

®  Promotion: Premier Inn will promote itself through social media apps such as

Facebook or Instagram
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CONTROL ‘

®  The USP of this marketing plan is to provide services that were not provided before,
like hygiene and cleanliness.

®  With good services, customer will give positive attitude towards the hotel.

®  There will also be an increase in profits if the business improves through marketing

strategy.





image1.png
GANTT CHART

Marketing Plan





image2.jpeg
P i

e o

© By o i - i
AR e e Ry

© ettt bt B
ey B e
e e A i

sty
Ey

ek e et s o

i ST
S Ot
Do

S e e vy e e
oy

e S
iy e v s





image3.png
[ ] Political
® Economic
(8 —Social

Technological
Legal
Environment





image4.png
S — W
( |
T — O




