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1. This marketing plan (“MP”) is for Premier Inn, the UK’s biggest hotel brand, with over 840 hotels in the UK and over 82,000 rooms in many locations (Whitbread, 2022. Please also see Appendix 1). 
2. The aim of the MP is to generate new customers in the UK as the hotel adapts to the post-Covid/Brexit tourism market. 
3. The MP is structured around the SOSTAC (Please see Appendix 2) framework, developed to assist with marketing plans by PR Smith (PR Smith, 2022), to deliver a cohesive MP for Premier Inn.
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4. The situation analysis looked at where Premier Inn is at the moment, using a collection of methods to analyse Premier Inn’s micro and macro environment to understand the company’s capabilities, customers, and business environment (Oxford College of Marketing, 2022).  The methods used included the 5C analysis framework within which were subsumed a SWOT (strengths, weaknesses, opportunities, & threats) analysis, Porter's 5 forces analysis (Porter, 1980), and a PESTLE analysis.
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5. While Premier Inn remains the largest hotel brand in the UK (Statista, 2022) with over 8,000 rooms in the pipeline (Whitbread, 2022), the weaknesses and threats  as illustrated by the SWOT analysis table (Please see Appendix 3)  means that Premier Inn will need to focus on winning over customers to recover: close to 1 billion Covid-19 related losses (Neville, 2021), to recover from the continuing impact of Brexit on the tourism industry on occupancy rates at all regional levels (Statista, 2022),  the continuing economic and global recession on consumer choice and power (Statista, 2022), and to recover its lost reputation for integrity and customer care due to refund and serious health and hygiene issues (Gowrea, 2022). 
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6. Continuing with where Premier Inn is at the moment, Premier Inn has a well segmented customer profile with different pricing (Rahman, 2022) – treating different segments in different ways according to the differences between them. However, the segmentations require a new approach in the light of the post-Brexit UK, the continuing recession, and poor ratings for Premier Inn (Rahman, 2022). 
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7. The threat of substitutes, new market entrants (MIH & H&C News, 2022), and consumer bargaining power (owing to recession and Brexit) is a negative for Premier Inn as illustrated by Porters 5 forces analysis table (Please see Appendix 4) which has meant that Premier Inn will need to focus on new pricing and customer relations building strategies. 
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8. Despite being the UK’s largest hotel brand and centre for investors and stakeholders (Whitbread, 2022), Premier Inn does not have a franchise model unlike its competitor, the second largest hotel brand in the UK, Travelodge (Pointfranchise.co.uk, 2020).  Premier Inn needs to consider offering franchises to ward off new entrants and existing competition. 
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9. Although Premier Inn scores high with British consumers, there are many macro challenges as illustrated by the PESTEL analysis (Please see Appendix 5). Some are beyond its control like political, economic environmental and legal factors, but being the largest hotel brand in the UK it can influence government policy to reduce staff shortages for example and drive down the high labour costs. 
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10. The MP must be specific about its objectives. It needs to set out SMART targets. The goals must be Specific, Measurable, Achievable, Relevant and Time-bound (HotelTechReport, 2022).

11. The SMART goals in the light of the situational analysis should be to (a) generate new customers and (b) win over previously unhappy customers in the UK by (a) revising pricing by customer segmentation and (b) investment to address refunds and hygiene.  
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12. Premier Inn’s value proposition must tell a customer segment the number one reason why their rooms and services are best suited for that particular customer segment.  It should be couched in simple tags. 

13. For generating new customers the value proposition should be “best rooms and high quality service for affordable price, whether you are single, family or business”, and for winning over previously unhappy customers the value proposition should be “customer care reinvented with 2 hour dedicated response service” to accept past mistakes, and to show clear commitment to reply within a specific time period to any queries, hygiene, refund or otherwise.  

14. The value propositions should focus on occupying the Hybrid position, and be focused on rooms and services differentiation strategy on the Bowman Strategy Clock as illustrated in Appendix 6. 

15. The value proposition should be communicated to customers directly via a 12 month advertising campaign.
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16. Here the MP focuses on the 4 Ps (Bojanic, 2022). The marketing mix is within the control of Premier Inn. A number of approaches to consider for achieving the objectives are set out in the mix element in Appendix 7. 
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17. A Gantt chart should be used to collect all the objectives identified with clear deadlines.  The proposed Gantt chart (please see Appendix 8) sets out the tasks to be completed and deadlines.  The selected marketing channel schedules were informed by the objectives, SWOT analysis, and Tactics. The main marketing channel being used is digital marketing as the travel and tourism industry is based around reaching people throughout the world who come to UK on tourism. A local bus banner in a town is not an effective channel as target audience is national and global. 
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18. Although the Gantt chart sets out  what needs to be measured (see Appendix 8), here is where the RACE Framework will work best (Swan, 2022). Planning marketing activities through RACE (see Appendix 9) will allow Premier Inn to anticipate and fill its marketing funnel, or make important changes to achieve the objectives of this MP. Success will be measured by the number of satisfied customers about health, hygiene and refunds. If satisfaction rate is above 90%, it is a good measure of success. Otherwise, new ways must be found to reach this goal objective. On generation of new customers, the digital marketing plans must be measured against the total number of conversions from the plans. If more than 90%, then should be considered a success. Otherwise, new ways must be found to reach this goal objective.
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19. This MP has many challenges for Premier Inn if it is to continue to be leading budget hotel in the UK. A number of key frameworks were used to identy problem areas which were then converted to objectives with clear action plans to be achieved by fixed deadlines. These Developing detailed plans it is hoped will allow the marketing department of Premier Inn to reinvent itself and generate new customers in the post-Brexit and Covid-19 world. 
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MARKETS PREMIER INN OPERATES IN
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(Whitbread, 2022)
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PREMIER INN SWOT ANALYSIS TABLE
	STREGTHS
	WEAKNESSES

	· Strong business base as Whitbread Business Group is doing business since 1742.
· Largest and fastest growing brand in UK, with 841 budget hotels and more than 82,000 rooms
· Award winning hotel chain
· Brand recognition
· Huge network of supply and distribution
· Highly advanced customer reservation systems
· Automated and technically advanced supply chain mechanism
· Focused Customer Care and Corporate Social Responsibility
· High values of money
· Strong networking with all stakeholders
· More focused on UK market
	· Low marketing and promotional campaign
· Limited value addition in product and services
· Operates in a market of roughly 710,000 hotel rooms, of which it accounts for 82,000 rooms.
· Made a loss of 1 billion loss in the between 2020 and 2021 during the peak of Covid-19 lockdown, which could affect future investment.
· Brexit has meant a reduction in budget hotel stays.
· Refund Issues leading to customer dissatisfaction.
· Regional divide (City vs. the Regions). 

	OPPORTUNITIES
	THREATS

	· International expansion of business
· Expansion of business in emerging international markets e.g. Middle East and South Asia
· Exploring Franchising Opportunities for expansion of business at local as well as international horizons
· Entering into food catering and event management
· Over 8,000 Rooms in pipeline.
· The number of hotel guests in the Travel & Tourism industry in UK forecasted to increase by 9.3 million users (+23.92%) within the next years.

	· Stringent Laws in the wake of Covid-19 
· Continued economic recession and global crises
· High level of competition from Travelodge and Hotel Inn, Easy hotel, and Ibis.
· Maintaining quality of services and comfort of customers
· Maintain good relationship with suppliers
· Increasing operating costs sue to emergence of new laws and losses.
· Occupancy rate of hotels in London was above 80 per cent before the Covid-19, but this has been drastically falling and is expected to because of travel restrictions related to Covid-19.
· B&B is entering the UK hotel market with plans to open 100 new hotels by 2035. 
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PORTER’S FIVE FORCES ANALYSIS TABLE FOR PREMIER INN

	1
	Bargaining power of the customers.
	1. Recession means less money in the pockets of customers and this means Premier Inn needs to reflect this in any new pricing strategy.

2. Wars, such as in Ukraine, means increase in global energy prices and a reduction in consumer spending power and a corresponding increase in Hotel energy operating costs. Premier Inn needs to reflect this in any new pricing strategy or customer segmentation by rooms.

3. Individual or walk-in customers have few bargaining power at all since they don’t hold a huge margin.


	2
	Bargaining power of suppliers
	1. This force doesn’t usually pose too much threat to the hotel industry but it can still put pressure on Premier Inn due to the conflict in Ukraine, as a result of which energy price has risen, affecting the hospitality industry. This can affect input costs and puts a strain on Premier Inn that relies on gas and electricity to power its businesses and needs washing machines for cleaning and hygiene, gas for catering. This puts Premier Inn in a predicament but in order to stay competitive, they must find a way to cooperate with suppliers that will give them a cost advantage.


	3
	Threat of new Entrants
	1. As the SWOT analysis showed (please see Appendix 3), the number of hotel guests in the Travel & Tourism industry in UK is forecasted to increase by 9.3 million users (+23.92%) within the next years. This means new entrants will emerge to take advantage of the forecasted users. Premier Inn needs to take this into account. 

2. The European value-for-money hotel chain B&B Hotels is entering the UK hotel market with plans to open 100 new hotels by 2035.

	4
	Threat of Substitutes
	1. Covid 19 introduced a new substitute product: Video meets. Instead of in person conferences and gatherings, people and many businesses have shifted to meeting online, causing a reduction in the need for travel and overnight stay rooms.

	5
	Competitors
	1. As the SWOT analysis showed (please see Appendix 3), completion is string from Premier Inn’s rivals with near-identical products and services being offered. However, as the SWOT analysis also showed, Premier Inn is still the largest brand in the UK with rooms in the pipeline, giving it an edge over its competitors. However, the entry of new businesses in the market gives rise to even more competition and an even greater need to differentiate.
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PESTEL ANALYSIS TABLE FOR PREMIER INN

	PESTEL Type
	Purpose of Inquiry
	Factors

	Political
	Political factors affecting Premier Inn.
	1. Political instability such as the fallout from Brexit and current Ukraine war means less Europeans are choosing UK as destination of choice
2. Difficult to get tourist visa. Hotel Industry can ask Government to relax laws.
3. Premier Inn is a British brand with increasing global reach. Britain’s political relations will often depend on what inward investment and therefore foreign tourists, Premier Inn can attract.

	Economic
	Economic factors affecting Premier Inn.
	1. High energy prices is driving up costs.
2. High Labour costs
3. Premier Inn suffered losses totalling nearly 1 billion as a result of Covid 19. The hotel industry will be affected for many years to come.

	Social
	Social factors affecting Premier Inn.
	1. Premier Inn is a budget hotel. 
2. Affordable prices with free tea and coffee, free wi-fi, and other amenities.
3. Recession means customers cannot afford pre-recession prices. 
4. Health and safety problem and refund issues affecting customers. 
5. Staff shortage for a number of reasons like low wages, long hours of work, and limited career opportunities. Premier Inn already has shortages in areas such as housekeeping, reception, and kitchens, which needs to be addressed by allowing low skilled visa opportunities for foreign nationals to fill in the gap. 

	Technology
	Technological factors affecting Premier Inn.
	Although Premier Inn is pro-technology and has a solid online system of booking, the cost of upgrading systems is not cheap. They would do well to have an in-house team of software experts. 

	Environment
	Environmental factors affecting Premier Inn.
	According to Rahman (2022) Carbon emissions and waste, the cleanliness of the place where Premier Inn hotels are located and local traffic is a problem, though Premier Inn is committed to “achieve carbon emissions intensity cut in half by 2025 (Premier Inn, 2022)”.

	Legal 
	Legal factors affecting Premier Inn.
	According to Rahman (2022), Premier Inn is required to comply with town planning and building regulations, health and safety laws, minimum wage laws and many others. If Premier Inn breaks any of the applicable laws it can be sued by guests, employees, and government agencies.


Table Source: Rahman (2022), PESTEL analysis of Premier Inn. Available at: https://howandwhat.net/pestel-analysis-premier-inn/ (Accessed at: 06 December 2022)
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BOWMAN’S STRATEGY CLOCK

[image: ]Source: Lucidity (2022) Introduction to Bowman’s Strategy Clock. Available at https://getlucidity.com/strategy-resources/introduction-to-bowmans-strategy-clock/ (Accessed: 7 December 2022) 
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MARKETING MIX OF PREMIER INN


	Mix Element
	Current Situation
	Approaches to consider

	Product/Services
	As identified by Rahman (2022) the hotel segments rooms by customer type. It offers king size family rooms with beds for children, and travel cots, with some hotels, but not all, offering interconnecting rooms for parents to keep an eye on their children. Rooms are offered as single, double, and accessible (for wheelchair access). Rahman further identified that the luxury king size Hypnos beds have a hairdryer, Freeview TV, free Wi-Fi 24/7, and tea and coffee making facilities and most hotels have a bar and a restaurant on-site for food and beverage.
	All rooms must have a phone line for calling a dedicated hygiene team or complaints team on demand. This team must be based inside each hotel and must not be the same person behind the reception.

	Prices
	As identified by Rahman (2022), Premier Inn offers different pricing strategies such as Flex, Semi-Flex, Advance, Standard, and Non-Flex rates. 
	· In the light of the research there should be new segmentations driven planning in the promotion of rooms for those segments who book ahead, getting a 10 per cent discount using ‘early bird’ offers within all the different pricing strategies, versus those who book late with ‘last chance’ offers, happy to pay the normal price.  
· There should be a new differentiation strategy in the promotion of rooms as different from competitors and with a clear promise that if customers can prove Premier Inn rooms are being offered at less price elsewhere with same included services, Premier Inn will match the price and deduct 10 per cent from the matched price on top of any existing offers,

	Place (Distribution)
	As identified by Rahman (2022), guests can book rooms directly via Premier Inn’s website and mobile apps. Guests can also book using 3rd party booking systems or sites such Booking.com, Lastminute.com, and some others, including by phone.
	In terms of finding its locations and bookings, Premier Inn leads the field and there is nothing further required of it as identified by Rahman (2022). 


	Promotion
	As identified by Rahman (2022), there is huge investment on advertising in below the line and above the line advertising, with an aim to invest £20m into expanding its online reach in 2022. However, its social media following is quite bad. 
	· As technology is now in the hands of ordinary people, Premier Inn should consider extending its affiliate programmes for referrals to website owners of non-hotel or tourist blogs.  It should offer 10% of the booking fee for referrals.
· [bookmark: _GoBack]To increase its social media presence like on Facebook, Twitter, HeyJinni, Instagram, Premier Inn should approach social media on these sites with a travel profile and offer them a special affiliate programme to  influence their followers to book Premier Inn hotel rooms in the future. Influencers should be offered 30 per cent of the booking fee to make influencers want to promote Premier Inn. 30 percent is not a lot as some companies are offering 50% of advertised price for referrals (Travelpayouts, 2022).
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GANNT CHART


	ACTIVITY
	STATUS
	ASSIGNED TO
	START DATE
	END DATE

	PHASE 1: PLANNING
	 
	 
	 
	 

	Establish Objectives
	 Completed 
	 Premier Inn
	Completed
	 Completed

	Determine Target Audience
	 Completed 
	 Premier Inn
	Completed
	 Completed

	Identify Marketing Channels
	 Completed 
	 Premier Inn
	Completed
	 Completed

	Budget and Financial Projection
	 Pending
	 Premier Inn
	 01/01/2023
	28/01/2023 

	Set Up Campaign Calendar
	 Pending
	 Premier Inn
	 2/02/2023
	28/02/2023 

	PHASE 2: CREATIVE DEVELOPMENT
	 
	 
	 
	 

	Message Planning
	 Pending
	 Premier Inn
	 02/03/2023
	12/03/2023 

	Create Marketing Assets
	 Pending
	 Premier Inn
	 12/03/2023
	28/03/2023 

	PHASE 3 & 4: PROMOTION PLAN & CHANNELS
	 
	 
	 
	 

	Channel A - Online Marketing Campaign
	 Pending
	 Premier Inn
	 12/04/2023
	12/04/2024 

	Channel B - Social Media
	 Pending
	 Premier Inn
	 12/04/2023
	12/04/2024 

	Channel C- Affiliate Marketing Extension to Website Owners of non-travel and tourism.
	 Pending
	 Premier Inn
	 12/04/2023
	12/04/2024 

	Channel D – Gather customer testimonials about health, hygiene and refunds satisfaction. 
	 Pending
	 Premier Inn
	 12/04/2023
	12/04/2024 

	PHASE 4: MEASUREMENT
	 
	 
	 
	 

	Key Metrics Channel A
	 Pending
	 Premier Inn
	 12/04/2024
	12/05/2024 

	Key Metrics Channel B
	 Pending
	 Premier Inn
	 12/04/2024
	12/05/2024 

	Key Metrics Channel C
	 Pending
	 Premier Inn
	 12/04/2024
	12/05/2024 

	Key Metrics Channel D
	 Pending
	 Premier Inn
	 12/04/2024
	12/05/2024 

	Performance Evaluation
	 Pending
	 Premier Inn
	 14/05/2024
	12/05/2024 
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EXAMPLE RACE FRAMEWORK
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