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[bookmark: _Toc120497807]Introduction

Marketing is the method of attracting new consumers, and the main tasks involved include developing, co-operating, transporting, and switching goods and facilities that are valued to consumers and clients. Convincing clients and consumers is marketing's primary goal. The report will address the "Premier Inn's" marketing mix, strategies for increasing customer value and engagement, segmentation, targeting, and positioning (Al-Qarni et al, 2013). Whitbread launched "Premier Inn" in 1987; it is a private limited company with a hospitality-based business model. "Premier Inn" provides services in the United Kingdom, the United Arab Emirates, Ireland, India, and Germany. The company's headquarters are located in England, the UK, and it is known as the country's leading hotel brand (Dangelico et al, 2017).
[image: Premier Inn - The Reader Wiki, Reader View of Wikipedia]
Figure: Premier Inn (Ergen, 2011).




[bookmark: _Toc120497808]Situation Analysis- 5 C's
[bookmark: _Toc120497809]-Company: SWOT analysis (Micro analysis)  
	SWOT Analysis

	Strengths
Employees, clients, shareholders, retailers, and distributors are all tightly related to organisational activities in the micro marketing environment. "Premier Inn" provides services in the UK, the Ireland, India, United Arab Emirates, and Germany. The corporation may influence the microenvironment's elements (Jackson, 2016).
	Weaknesses
Premier Inn" uses these actions as well, and these activities create any firm. A business's customers or clients may contact it through phone, mail, internet, or app. The business can control all internal variables (Ergen, 2011).


	Opportunities
All elements that affect the firm, such as labour, inventory, budget, corporate policy, and logistics, are considered to be part of the internal environment. 
	Threats
Customers of "Premier Inn" may reserve a hotel room over the phone, via mail, or online, for instance. The internal environment and the macro, micro, and external environments are two forms of the marketing situation (Kartawinata et al, 2013).




[bookmark: _Toc120497810]-Customers: Segmentation and Targeting/ Customer profile's'
Segment Customers
Marketing is the process of attracting new consumers, and the main tasks involved include developing, collaborating, transporting, and exchanging goods and facilities that are valuable to customers and clients. In essence, promotions aid in keeping consumers, and businesses are forced to mark down the price of their goods. A new product's value is created via promotion. For instance, since "Premier Inn" has implemented all of the aforementioned procedures, the business has increased consumer value and appointment (Shahhosseini et al, 2011). 


[bookmark: _Toc120497811]-Competitors: Porters five forces, Perceptual positioning maps
Porter’s five forces
Porter’s five forces consider that Supplier power, Buyer power, Competitive rivalry, Threat of substitution, Threat of new entry. For instance, "Premier Inn" is supported by tangible facts, making it the biggest hotel chain in the world (Al-Qarni et al, 2013). Their mission is to proposal a supple welcome and facility that makes value for customers with excellence. Demographic, physical, geographic, and behavioural segmentation are the four types of segmentation (Gordon, 2012).
[bookmark: _Toc120497812]-Collaborators: B2B Relationships, Partnerships, Franchises
Because of its excellent service and hospitality, "Premier Inn" is one of the most popular brands among consumers. We are aware that they are a hotel and that they strive every day to please their clients. Currently just a few nations are served by "Premier Inn," but they wish to expand their business globally. The "Premier Inn" is using the 7ps marketing mix (Al-Qarni et al, 2013). 
[bookmark: _Toc120497813]-Climate: PESTLE (Macro analysis) 
	PESTLE Analysis

	Political
The elements are taken into account by the external micromarketing environment. Since "Premier Inn" operates in the real world, macro environmental elements are incorporated. The corporation cannot control the elements of the macro environment (Kartawinata et al, 2013).
	Economic
Besides, their vision is to increase the global hotel industry's size and concentrate on client needs by producing valuable products of excellent quality.  

	Sociological
Additionally, Premier Inn" seeks to maintain the cost of the rooms as low as possible so that guests will choose the establishment. 



	Technological
Whitbread launched "Premier Inn" in 1987; it is a private limited company with a hospitality-based business model. Convincing clients and consumers is marketing's primary goal. 






	 Legal
Targeting is the process of breaking down a big portion into smaller parts, segmentation is the process of dividing a large part into smaller parts, positioning is the process of keeping a company's service at the top among competitors, and 

	Environmental
By physical evidence, we mean that when a business advertises its services to clients and those customers take advantage of the opportunity, we can claim that the business has a tangible piece of proof. 





[bookmark: _Toc120497814]Objectives
[bookmark: _Toc120497815]-SMART target
Specific- The foundation of "Premier Inn" is welcome and service; they aim to provide value for a client by offering a nice room where a customer may spend a night without any problems. 
Measurable- A connection between the business and the client may be established via the internal environment. 
 Achievable- positioning is the identification of prospective clients.
Relevant- Their mission is to provide adaptable hospitality and services that add quality and value for customers.
Time-Bound- Within 6 months








[bookmark: _Toc120497816]Strategy
Organisations value proposition
Any business may increase customer value and engagement by taking certain actions, such as recognising the value that customers provide, developing a customer value proposition, identifying the target market, developing a win-win pricing, and concentrating efforts on the most valued clients (Gordon, 2012).
How the organisation differentiates
The marketing mix must include people as a key component. Because no organisation can function without its employees, "Premier Inn" also refers to the marketing mix's human resources. For instance, if we effectively educate our employees, the business will be able to manage its operations (Lamichhane, 2019).
Link value proposition to our customer segments
There has to be a way for customers and businesses to communicate. Additionally, "Premier Inn" uses a procedure that is built on flexibility and pricing transparency and is extremely simple for clients. Besides, their vision is to intensify the main hotel commercial in the world and focus on client’s need by making worth with countless excellence. For instance, a business would attract more clients if its procedures are quick and simple (Salman et al, 2017).
Bowman’s strategy clock
Bowman's Strategy Clock is a comprehensive and easy to use strategy tool that provides options for positioning within a market based around price and perceived value. In essence, promotions aid in keeping consumers, and businesses are forced to mark down the price of their goods. A new product's value is created via promotion. For instance, "Premier Inn" uses these segmentations to provide client amenities including rooms, restaurants, bars, free Wi-Fi, televisions, and bathrooms (Venaik et al, 2019).




  


[bookmark: _Toc120497817]Tactics
[bookmark: _Toc117801247][bookmark: _Toc120497818]The Marketing Mix (4ps)
Product: Since "Premier Inn" is built on hospitality and service, they strive to provide a comfortable room where a client may spend a night without interruptions. For instance, "Premier Inn" seeks to comprehend client demands (Gordon, 2012).
Price: A customer's budget is an important deciding element when selecting a hotel, and "Premier Inn" strives to keep the cost of its rooms as low as possible. As a result, many people prefer to stay with the business. For instance, "Premier Inn" utilises both low-cost and high-cost service kinds (Jackson, 2016).
Promotion: In essence, promotion aids in keeping clients, and businesses are forced to mark down the price of their goods in order to compete. A new product's value is created via promotion. For instance, "Premier Inn" is promoted in a consistent, precise, and seamless manner (Al-Qarni et al, 2013).
Place: A location is a form of ability that attracts clients who can easily enter into a contract with the business. A business's customers or clients may contact it through phone, mail, internet, or app. Customers of "Premier Inn," for instance, may reserve a hotel stay via phone, mail, or online (Lahtinen, 2020).





[bookmark: _Toc120497819]Action
	Particulars
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[bookmark: _Toc120497820]Control
[bookmark: _Toc120497821]Identify USP, Features and Benefits
A business must be unable to motivate its actions if it cannot provide consumer value and engagement. Because of its excellent service and hospitality, "Premier Inn" is one of the most popular brands among consumers. Premier Inn" currently provides services to a small number of nations, but they intend to expand their business globally. (Kartawinata et al, 2013).
[bookmark: _Toc120497822]How we will measure success? 
Since "Premier Inn" is built on hospitality and service, they strive to provide a comfortable room where a client may spend a night without interruptions. For instance, "Premier Inn" seeks to comprehend client demands (Gordon, 2012). "Premier Inn" provides services in the United Kingdom, the United Arab Emirates, Ireland, India, and Germany. For instance, the Model, which incorporates ethical, political, legal, economic, social, and technical factors, is used to describe the microenvironment.






[bookmark: _Toc120497823]Conclusion
As a result, it can be argued that "Premier Inn" is one of the biggest hotel chains in the world. The firm use the 7ps marketing mix as well as segmentation, targeting, and advertising as well as the marketing environment. Segmentation enables the organisation to tailor its operations to the demands of its target audience while the 7ps marketing mix is promoted to attract new consumers and retain current ones. The "Premier Inn" is assisted by the marketing environment in building new hotels throughout the globe (Jackson, 2016).
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