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Component A: Marketing Plan
1. Introduction
Premier Inn is one of the biggest hotel chains in the hospitality industry of the United Kingdom. The purpose of the marketing plan is to attract a newer customer base in the current climate. The marketing plan is being made for new customers in the United Kingdom.  
2. Situation analysis
2.1 SWOT Analysis:
The main micro-environmental factors that impact Premier Inn- SWOT Analysis
Strength- the employees of Premier Inn is one of the most beneficial strengths, Premier Inn can use their employees to initiate a great marketing strategy such as they can use its employees to make marketing campaigns on social media, sale promotion and so on (Jobber and Ellis-Chadwick, 2020). The brand image of the organisation is also one of the beneficial aspects of a company to attract new customers. The company can capitalise upon its brand image among people on social media and real life and can attract new customers.
Weaknesses- due to lack of global presence the company cannot make their reach of service to people around the world. Hence the company can make its global presence through social media posts. The social media advertisement will help the company in interacting and inviting people from all around the world (Wang, 2021). The hotel can address the issue of global presence through its marketing strategy on social media. 
Opportunity- Premier Inn can significantly benefit from new and emerging markets. This is one of the best opportunities for Premier Inn to grow and develop. The company can grab the opportunity of franchising in developing and developed countries. The company can cash upon the opportunity to enhance the economy and financial condition of the world right now (Song and Zhou, 2020). As there is a rising trend in tourism and travel, Premier Inn can benefit upon these aspects through its marketing strategy.  
Threat- there is intense cutthroat competition in the hotel industry in the United Kingdom. The hotel can address this threat by promoting their services on social media and giving customers big discounts and offers. This strategy will help in attracting new customers. 
2.2 Customers
The client will be divided into groups based on factors including purchasing power, propensity to travel, business groups, and young people whose primary activity is travelling. For Premier Inn, this divided group offers the most significant opportunity for profit. The basis for customer segmentation is market research on consumers (Sarti et al., 2018). Business travellers are the primary demographic for Premier Inn. Social media will be used to find them.

2.3 Porter’s five forces

	The threat of new entrant (High)
	Treat of substitute (Moderate)
	Bargaining power of customer (Moderate)
	Bargaining power of supplier (low)
	Competitive rivalry (High)

	The threat of new entrants is relatively high owing to easy establishment of hotel in the hospitality industry 
	The threat from substitutes is low to moderate since consumers cannot easily find a replacement for hotels such as Premier Inn (Kotler et al., 2020. 
	The bargaining power of the consumer is moderate since there are many options from which the consumer can choose. 
	As premier Inn is a massive giant in the hotel industry, the supplier power is low. 
	As there are several hotels in this industry, there is intense competition. 



Table 1: porter’s five forces (Source: Created by Learner)
2.4 Competitors


Figure 1: Perceptual Map (Source: Created by the learner)

2.5 Collaborators
The company has an efficient relationship with other businesses as it provides hotel rooms for other businesses. The company has also brought in many investors as a form of partnership. Furthermore, the company has also partnered with franchises in a lot of different countries. 
2.6 PESTEL Analysis 
The main macro-environmental factors that impact the chosen hotel- PESTEL
Political factor- political factor such as government intervention is challenging for the hotel industry (Nam et al., 2021). Hence for Premier Inn, it is essential to abide by the government and its laws.  The tax reform could help the hotel sector if Premier Inn had to pay the reduced tax that could help in hotel investing. 
Economic factor- Economic fluctuation might impact the sale and revenue of Premier Inn. The financial aspect is quite essential for the hotel industry. However, economic fluctuation is something which the company will have to be prepared for. However, the low-interest rate of the UK promotes a more financial debt as well as it will also discourage any saving.
Social factors- social factors, such as the ability of people in society, such as their cultural aspect, beliefs, social class and so on, has a great hand in the company’s business (Yun et al., 2020). Premier Inn can benefit from excellent service at an affordable rate to meet the purchasing power of the people. The company can do market research to find the taste and preferences of potential customers.   
Technological factor- advanced technology like initiating digital marketing, such as social media and technology related to the internet, such as SEO, will greatly help the company enhance its marketing strategy. With the help of social media, the location of the people, internet surfing as well as community groups of the individual could be targeted most conveniently and efficiently (Can and Alatas, 2019). However, the company will have to be conscious of not leaking the data and information of the people who can land the company in significant problems. 
Environmental factor- the impact of global climate change can be great on Premier Inn. As there is rapid climate change and has become a global concern, the operation of Premier must align to the standard of environmental problems. The adverse climate could cause a halt in the sale of Premier Inn (Bas and Sivaprasad, 2021). 
Legal factor- the UK's legal system could impact Premier's management. If the hotel is situated near a place where the crime rate is higher, it can greatly affect the sale of the hotel. Hence the hotel’s location must be assessed efficiently. Furthermore, the hotel will have to abide by legislation such as employment and equality laws (Sun et al., 2020). 
3. Objectives
The SMART target is to attract new customers through digital marketing in 2 months. 
4. Strategy
The company offers exclusive and high-class luxury rooms, that are efficient for business travellers and family vacations. 
5. Tactics
5.1 Marketing mix
Product- the destination offers all the accommodation services such as stay at the hotel, food and dines in, laundry and room service. The goal offers great customer service such, as pools, gyms, and a spa (Chaffey and Ellis-Chadwick, 2019). 
Place is quite easy to locate as it is established in central London. The channel used will be websites and franchises. The customer will be conveniently find the area. The lobby outlet is also one of the intermediaries. Furthermore, franchises will also help in place distribution aspects.
Price- the pricing strategy is moderate, which is not too high but still maintains the minimum requirement of Premier Inn. The pricing will be ascertained through in-depth market research and customer value (Ghauri, 2014). There will be a variety of prices for the hotel room. Different kinds of services will have different prices. 
Promotion- there will be different media of promotion to attract new customers. One of the best methods for hotels to be advertised is social media. In recent times there has been a considerable prevalence of social media. People get easily induced by social media advertisements and campaigns. Another media of promotion will be traditional media, such as advertisements in newspapers, television and billboards (Bara et al., 2021).   
6. Action
	Activities 
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Preparation 
	
	
	
	
	
	

	Market research 
	
	
	
	
	
	

	Marketing channel schedule 
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	


Table 2: Gantt chart
(Source: Created by Leader)
7. Control
The hotel Premier Inn will create customer value by taking proper care of the customer, such as receiving them and escorting them to their room, decorating their room and providing welcome drinks and food (Premier Inn, 2022). This will satisfy the customer and it will make a positive image in front of them. This will help in attracting new customers. By the high number of visitors, the success can be measured.   
8. Conclusion
The report has formulated an entire marketing plan. The challenges of competition can be handled through efficient marketing strategies such as social media marketing and celebrity endorsement. The report has analysed a detailed marketing aspect for the company Premier Inn.  

Component B: Presentation
1. The role of digital marketing in attracting new customer


Digital marketing attracts customers from a wide location. Digital marketing will be economical for Premier Inn to promote its business. The company can use platforms such as Facebook, LinkedIn, and Instagram to promote its service. Content on digital media can attract huge customers. Digital marketing is time saving and easy to engage with a large population (Mgimba, 2019). Thus, digital marketing is one of the beneficial aspects in attracting new customers. 
2. Customer segmentation


The customer will be segmented on the ground of purchasing power, likeliness to travel, business groups and the youngster whose main operation is travelling. These are the most efficient segmented group for Premier Inn through which it can cash upon. Customer segmentation is based upon the market research upon the people (Sarti et al., 2018). For Premier Inn business travellers are the most important target. They will be targeted through social media. 
3. Customer value of Premier Inn


The efficient service of Premier Inn such as sweet welcome by offering welcome drink and decorated room. Along with it exceptional service of housekeeping, laundry, gym and spa are some of the customer value service. The service of the swimming pool and dining area is quite a customer value of Premier Inn affordable price is another Premier Inn service 
4. The service of Premier Inn post Covid


In order to comply with the Covid rules, the company offers a safe and sanitised room. The food is made up of organic ingredients (Premier Inn, 2022). Cleanliness is at peak. There is also maintenance of safe distance in the premises.  
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