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Introduction
The core purpose of the marketing plan is to increase customer engagement for Premier Inn. Premier Inn is among the largest hotel brand in the United Kingdom. The brand operates its hotel in various location that includes suburbs, airports and city centres. The following marketing plan will adopt different theories and frameworks for framing the SOSTAC marketing model. Moreover, with the plan, situational analysis, objectives, strategy, tactics, action and control process will be discussed. Adoption of the marketing plan will be helpful in accomplishing the set objectives, which will eventually lead to improving overall performance. 
Situation Analysis
5 'C's
Company: SWOT analysis
	Strengths
	Weaknesses

	· Strong presence 
· Largest hotel chain 
· Diversified services 
· Strong brand image (George 2021)
	· Limited global presence
· Customer complaint
· Issues with services (Tarrant 2018)

	Opportunities
	Threats 

	· Market development
· Invest in digital marketing
· The building value of the brand through customer experience 
	· Intense competition (Rashideh, 2020)
· Risk of legal threats 




Customers: Segmentation and Targeting/ Customer profiles'
The target customers for the developed marketing plan will be individual travellers and families. People who prefer luxurious services but in a budget-friendly manner. The brand will position itself as a business that provides high-quality services with a luxurious stay. The target market will be the people who prefer the quality of services and experience but in a reasonable price range (Freeman 2020). 

Competitors: Porter's five forces
	The threat of new entrants  (Low)
	· Huge capital is required
· Already existing brands
· Investment required in innovation (Lu and Tabari 2019)

	Power of suppliers (Low)
	· Many suppliers are present
· Quality of service majorly depends on trained staff (Huang Yin, Goh and Law 2019)

	Power of buyer (high) 
	· Many options are available
· Third-party like tour operators and airlines are involved

	The threat of substitute (High)
	· Substitutes are available
· Low-cost hotels and motels options (Ofori and Appiah-Nimo 2022)
· Switching cost is low 

	Competition in the industry (High)
	· Many brands are available 
· Have a loyal customer base
· The cost of product differentiation is low
· Low switching cost (Singjai, Winant and Kumme 2018)




Collaborators: 
The primary aim of Premier Inn is to develop long-term relationships with its customers, which is done through providing high-quality services. This is helpful in maintaining a strong position in the market. Along with this, the focus is also given to effective communication between the different teams in order to make sure that high performance should be maintained. 

Climate: PESTLE
	Political factors
	· Change in government regulations and policies
· Stable political condition
· Tax reforms (Churchman and Longhurst 2022)

	Economic factors
	· Stable economic environment
· Decrease in pound value
· Decrease in the inflation rate (Walker et al., 2019)

	Social factors
	· The travel ban had lifted
· People have started travelling
· Looking for a safe and secure environment

	Technological factors
	· Advancement in technology
· Leads to innovation (Yang, Petersen and Qualter, 2022)

	Legal factors
	· Labour laws and regulations
· Focus on equal pay and discrimination law

	Environmental factors 
	· Ensure sustainability
· Reduce carbon emission 




Objectives
-SMART target:
The primary aim of the marketing plan is to increase customer engagement with the brand. This will be helpful in increasing sales and building a strong brand value in the market. Following are some of the objectives that would be accomplished with the marketing plan.
· To increase customer engagement on social media by 5% by mid of 2023.
· To increase online traffic on different social media by 10% by the end of 2023. 

Strategy
In terms of value proposition, Premier Inn focuses on its customers and makes sure that high-quality services should be provided. With that, the emphasis is on striving to perform at their best in every operation (Freeman 2020). Along with this, the management of the brand makes sure that each customer should have a unique experience and should be provided with quality services. In addition to this, the high quality of services is provided in a budget-friendly manner. Taking into consideration the Bowman strategic clock, Premier Inn falls under the category of Hybrid. This means that the brand adopts low prices and, with that, also focuses on differentiation. With that, the focus is on making sure that the price is competitive alongside providing added value to the customers in order to ensure that they are satisfied with the brand. With that, the management ensures that the customers should be provided with quality care and services as it shall be helpful in building strong brand value and eventually leads to an increase in the customer base. 
  
Tactics
Marketing mix: 

-Product –
Premier Inn offer its customers high-quality services, which are both tangible and intangible. The different services provided are the primary product of the brand; some of the major services include lodging, restaurants, a swimming pool, a gym and auxiliary services. With that there are different rooms also available, for example, family room, single room and deluxe room, different services are available at different prices. 
-Place (Distribution) – 
The brand is operating in different cities in the United Kingdom alongside some other countries as well (Page 2019). Referring to distribution Premier Inn uses both direct and indirect methods. With an indirect approach, the different players include wholesalers, online parties and travel agencies. Along with this, airline companies also book rooms for their travellers in case of a missed flight or any other issue. Furthermore, through a direct approach, bookings can be made through the official website alongside the mobile application. 
-Price –
In terms of pricing, Premier Inn focuses on the level of demand for setting their prices for rooms. Along with this, if rooms are booked earlier, saver rates are also provided. This can be checked on the official website of the hotel alongside the different social media platforms. Moreover, in peak sessions, competitive pricing is also adopted, which means that prices are set by taking into consideration the prices which are offered by the other major players in the market. 
-Promotion – 
For the promotion strategies, the focus will be majorly given on the social media platforms; the majority of the activities will be done on the different social media pages. The promotion strategies will be largely implemented by taking into consideration the RACE model. This means that firstly the primary goal will be set for the current marketing plan to increase customer engagement; in the next step, the focus will be growing the customer base. Along with this, different mediums and activities will be used to increase interactions with the target audience. This shall be helpful in increasing online traffic on the different social media platforms and eventually leads to increased customer engagement. 
 

Action



The primary marketing channel adopted for the plan is social media channels, one of the major reasons for selecting the particular medium is because of its increasing demand. According to Li, Larimo and Leonidou (2021), many customers are seeking hotel information and its related services on their social media pages. Referring to this, Ebrahim (2020) mentioned that without effective marketing on social media, it is most likely that the inbound traffic would be limited to the usual customers. Effective marketing strategies and adequate use of social media would be helpful in increasing online traffic, which will eventually lead to increased customer engagement. 
Control

The USP of the brand is its high quality of services alongside the primary focus on the customers. The brand believes that they should provide services and experiences to the customers that they will remember for a long time and should visit the hotel again. Customised customer experience will be the primary focus of the brand. Success can be measured through the repeat visits of the customers along with this positive feedback can also be helpful in measuring success. An increase in online users would also be helpful in measuring the success level of the overall marketing plan. 

Conclusion
With the analysis, it is concluded that Premier Inn is focusing on providing effective services to its target customers. Along with this, in order to maintain its position and increase its sales, it is necessary that focus should be given to increasing customer engagement. In order to do so, it is suggested that social media platforms should be used. This shall be helpful in increasing awareness alongside would also be helpful in building a strong relationship with the customers. 
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