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An evaluation of Premier Inn's corporate environment and marketing strategy will be provided in this report. Besides examining hotels' internal factors, external variables will also be considered. A company's ability to leverage digital marketing and interact with customers is also essential to maximizing sales and improving profits. As one of the biggest and most recognizable hotel brands in the United Kingdom, Premier Inn has been rapidly expanding since it was founded in 1998. Hotels run by Premier Inn are located in many countries. Additionally, there are three entities in Dubai, along with one in India. This has resulted in them performing very well internationally.
[bookmark: _Toc127798847]5C’s Situation Analysis
[bookmark: _Toc127798848]Company
SWOT analysis (Micro analysis)
The operations of a company may be affected by a number of internal factors, including problems, strengths, opportunities, and potential dangers. Premier Inn currently has a substantial customer base, a diverse selection of goods, and a large number of prospective clients in the market it currently operates in. It is possible for the corporation to broaden its scope of offers given the variety of items it carries. If more people start buying luxury items, existing markets will evolve to accommodate the growing demand from consumers. Consumers have been known to express their dissatisfaction with the poor quality of customer service provided by the firm, as well as the fact that certain retail establishments do not stock its goods (GÜREL, 2017).
Strength: Examining Premier Inn's strengths, which include its essential business features, on the basis of the resort's benefits is a good place to start. The integrity of an organisation may be affected by a variety of elements, including its economic potential, intellectual strength, product originality, and brand value.


Weakness: Operational flaws are considered to be a company's flaws, especially when they should be improved if the company’s reputation is to increase. An organization may have defects due to attributes in which it lacks or excels in comparison to its competitors. Profit margins for the company are constrained by the company's severe competition. Local resort networks can be compared with global reach.
Opportunity: There are many different modifications that businesses may make to their operations that will result in an increase in the number of customers they serve. Opportunities that might be available to a company include growing their presence in their immediate community, introducing new and innovative goods, and making their communication more effective.
Threat: Hoteliers face a great deal of competition in the industry as a result of the emergence of new competitors, political turbulence, and a wider range of alternatives that are available to them at very competitive prices. Travelodge hotels ltd., ACCOR, DAYS INN worldwide, Inc., and DAYS INN worldwide, Inc. are targeting the same demographic.
[bookmark: _Toc127798849]Customer
The number of clients served by each organization can be increased by expanding. There is the possibility of developing a business overseas, expanding its services, improving communication, etc. As a result of minimal costs associated with the creation and shifting of products, the hotel industry has a competitive advantage. This leads to a firm's growth outpacing its rate of change (Gupta et al., 2008).
[bookmark: _Toc127798850]Competitors
Opportunities to make investments in hotels are generally recognised in every region of the globe. As a result, competition in this market is not very intense. In this sector, there is a significant gap between the need for competent workers and the available supply of potential candidates. As a result of the availability of a variety of other services, the power dynamic often shifts in favour of the customer rather than the service provider (Standing & Chowdhury, 2008).
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It's possible that the improved facilities offered by hotels that work together to improve their service will be superior to those offered by hotels that operate on their own. The name of a well-known firm may be used as a reference in the context of commercial dealings between businesses, contracts, and blockbusters (Teece, 2010).
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PESTLE analysis 
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PESTLE analysis will be conducted around the hotel to identify ways Premier Inn can become more effective in the area by looking at policies, regulations, economics, community, and the environment. The achievement of objectives is therefore affected by these factors. Each of these factors must be considered by management when making decisions for the organization. Having to meet the demands of many customers might prove to be impossible if these regions are unstable (Enz, 2015).
Political: Premier Inn has suffered as a result of Brexit and immigration limits. Hotel services are suffering from a decrease in demand as a result of stricter travel restrictions. 
Economical: On the economic front, there have been recessions, currency declines, and hyperinflations.
Social: Premier Inn responds to the needs of its clients in a manner that is both humane and compliant with ethical standards for doing business.
Technological: Among the ways Premier Inn communicates with customers online, develops customer databases, and promotes new businesses on social networks, the company has been more innovative. This approach is the foundation of the firm's marketing strategy. Manufacturing superior items and utilizing cutting-edge technology enhance the value of the company's services.
Environmental: Premier Inn rents electric vehicles exclusively to guests and uses solar panels for most of its electricity in an effort to reduce emissions and mitigate the effects of climate change.
Legal: The corporation is responsible for staying current on new tax and immigration legislation. Every worker is required to abide by the terms of their individual contract with the firm.
[bookmark: _Toc127798853]Objectives
Premier Inn's goal for the advertising campaign is to achieve a five percent improvement in the hotel's profitability. Taking into account the powerful brand image that the sector has, the goal may be accomplished. It's possible that recruiting this population may be helped by advertising methods that specifically target them. It is consequently vital to achieve a 5 percent improvement in Premier Inn's operating income. It's possible that achieving this goal won't take any longer than a year (Plummer, 2007).
[bookmark: _Toc127798854]Strategy
In order to win over more clients, a facility has to outperform its rivals in terms of how well it caters to the needs of its consumers. One of the obligations that Premier Inn Hotels is responsible for is providing items of a high quality. It's possible that using an online booking system will be more efficient with your time and simpler to use. The breadth of services that a business offers to the kinds of customers it wants to attract is likely to be the primary factor determining the firm's worth. A visitor could be eligible for a concession if they make reservations for two or more different places to stay during the same calendar year (Pattullo, 2005).
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Product: Among other things, Premier Inn provides lodging, entertainment, dining, and shipping services. Because of the wide range of services, they provide, they are able to retain customers. Keeping customers happy is also beneficial. Guests at Premier Inn will experience the best rest of their lives while staying at the hotel, which prides itself on being the most cost-effective hotel in the country.
Price: As part of Premier Inn's commitment to offer affordable options for its guests, the hotel does not have competitive rates. Besides being useful, health-related items may be available at reasonable prices. Occasionally, one might be able to take advantage of discounts.
Place: The United Kingdom is home to many Premier Inn establishments, some of which may be found on airport grounds. The housing and services provided by the organisation are of the highest quality, and they are available at each of their sites.
Promoting: Bonuses and special offers help Premier Inn retain loyal customers. Tourist information is provided, including where to go, what to see, and which local attractions to visit. Social networks are effective marketing tools for their hotel (Camilleri, 2018).


[bookmark: _Toc127798857]Actions

Marketing activity Gantt chart: According to Premier Inn, the hotel chain will be able to wrap up its advertising campaign in around four to five days from now. A study on the target demographic will be carried out utilising both primary and secondary sources. Throughout the course of seven weeks, information will be gathered from the audience that is being targeted. The information that was gathered will be put to use in the formulation of a marketing strategy. For the course of the next fifteen days, there will be no breaks in service. After that, some remarks are going to be made. We will make any required improvements based on the input that we get.


[bookmark: _Toc127798858]Control
Hotel firms that have developed original marketing tactics are able to separate their goods from those of their rivals that provide things with comparable pricing points. It's possible that one product's production capacity is lower than that of its rivals, for instance. If a firm specialises in providing services rather than tangible goods, its USP may be that it travels to the client's location rather than requiring the consumer to come to the company's headquarters. They are interchangeable and may also be referred to as a USP or USPS (Srinivasan, 2014).
[bookmark: _Toc127798859]Conclusion
The marketing approach of Premier Inn hotels is exceptionally innovative. This approach ensures an effective dissemination of information about products, prices, deals, and locations pertaining to Premier Inn hotels. Further advantages make them attractive to tourists in the UK, which explains their popularity. They want to manage their vulnerabilities and dangers because the economics and governance are so unclear that if they are not prepared, sales could continue to fall. Marketing strategies can be time consuming and expensive in some instances. However, they are hoped to be successful long-term and create money. To maintain the sustainability, effectiveness, growth, and satisfaction of their business, Premier Inn must invest immediately.
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Introduction
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As part of this marketing presentation, Premier Inn hotels will demonstrate how efficiently they manage their business settings and promote their services. As well as internal variables, external variables will be investigated that affect hotels. Hotel Premier Inns are located in a number of countries around the world. The company has three enterprises in Dubai and one in India (Bowie et al., 2017). Marketing mix, segmentation, targeting, and positioning are discussed in this section of the presentation.


Marketing mix
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· Product: Their diverse offerings keep people coming back. This makes customers happy. Premier Inn, the UK's cheapest hotel, offers the best slumber.
· Price: It is fantastic. A modest price allows you to purchase helpful and nutritious things. There are occasionally discounts.
· Place: Premier Inn has over 800 UK airport sites. Consequently, every firm site offers high-quality lodgings and services.
· Promoting: Premier Inn keeps clients via bonuses and specials. These websites include travel advice, attractions, and sights. Social media promotes their hotel (Bowie et al., 2017).


Segmentation
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The Premier Inn Hotel offers the opportunity for the following segmentation.
· Corporate Negotiated Rates (CNRs): A CNR represents business travellers who book hotels or travel at predetermined prices agreed upon previously by a national corporation's hotel buyer or planner.
· Locally Negotiated Rates (LNRs): Hotel sales and revenue managers negotiate local rates with local businesses around them, similar to CNRs.
· Discount: The discount market category includes AARP discounts, AAA discounts, holiday package pricing, credit card rewards, flash sales, traveller programs, online brand campaigns, and such (Torkells, 2007).


Targeting
[image: ]
Targeting for Hotel Premier inn (Sandor & Quek, 2010):
· An income-distribution client
· Those who enjoy traveling
· Stage of life: A person's age may range from 18 to 70
· Explorers are interested in a variety of things
· Locale: Attractions nearby
· A majority of generation Z
· An assessment of the customer's worth will take place here.


Positioning
[image: ]
Five Effective Positioning Methods for Premier Inn Hotel (Hu & Trivedi, 2020):
1. Provide assistance to visitors. The company's service is all about the people it serves.
2. Customer feedback surveys are distributed.
3. Breakaway placement should be continued.
4. Commitment is the key.
5. Keeping track of the position strategy's success


Conclusion
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Hotel companies differentiate their products from those of similarly-priced competitors using a variety of marketing strategies. Product fabrication may differ from that of competitors. It may be the company's USP that it visits clients rather than requiring them to come to the office. USPs and unique selling position statements are identical. This presentation addresses segmentation, targeting, and positioning.
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