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[bookmark: _Toc128747344]Introduction
A company's marketing department must develop a strategy for manufacturing and delivering its products or services to consumers. The primary objective of a marketing plan is to define the company's approach to marketing. A marketing strategy is going to be developed to draw in potential new clients. A nation's economy cannot function without the hotel industry. As tourists take vacations, they frequently travel to different nations, which contributes to the development of the tourism industry in those locations. Premier Inn has more than 82,000 rooms and 840 hotels, making it the largest hotel chain in the UK. Premier Inn's primary goal is to assist visitors in living and working successfully by providing high-quality hotel services at reasonable prices (Bowie et. al., 2016). 










[bookmark: _Toc128747345]Situation Analysis 
The marketing team at Premier Inn may assess the chances of being exposed to different types of market risk using the 5C analysis, and they can then create plans to deal with those risks (Steenburgh and Avery, 2010). 
Company
To understand the company's situation, a SWOT analysis is necessary (GURL, 2017). The Premier Inn has the highest occupancy rate in the United Kingdom, at 76.3%. They have a significant presence in the United Kingdom market. Both current and potential clients have a positive impression of the brand. Which will help them expand into new markets
Customers
When marketing managers conduct customer analysis, they should first think about the risks that come with demand and capabilities. Specialty segmentation is a big deal for the organization because it helps them serve their target group better. 
Competitors
Travelodge, Holiday Inn, Easy Hotel, and Ibis are Premier Inn's primary competitors in the same budget hotel class. Marriott, of course, is a formidable rival, but so is a plethora of smaller, locally owned hotels (MARKET and FILE, 2013).
Collaborator
The organization emphasizes supplier leverage in negotiations, supplier contributions, supply chain agility, and profit sharing along the whole value chain. By working together, airlines and hotels can expand their customer bases and boost their conversion rates. 








Climate
We must conduct a PESTEL analysis of the factors that are influencing the company's current atmosphere to properly assess its prospects for success (Buchanan and Huczynski, 2019).
	Political
	The hotel industry in the U.KU.K.pends a lot on the rules that politicians make.

	Economic
	High inflation, uncertain foreign exchange markets, expand ensive labor and electricity costs make it hard to operate a business in the UK.

	Social

	Premier Inn's social variables include customer needs, expectations, and offerings.

	Technological

	Premier Inn Hotel's booking system and other customer services have improved with 5G technology (Cinar, 2020)

	Environmental

	They recently built energy-saving lights, solar electricity, and water-efficient showers.

	Legal

	The Premier Inn Hotel faces legal issues due to legal changes.


Figure 1: PESTEL Analysis of Premier Inn 
Source: (Çınar, 2020)
[bookmark: _Toc128747346]Objectives
Setting SMART goals has the amazing effect of narrowing the focus and cutting off all the unnecessary side-tracks. Their goal is to help people live and work better and positively influence the world by providing them with comfortable, inexpensive accommodation. The Premier Inn Hotel is committed to providing exceptional service and has made "quality customer care" one of its operational priorities, regulations, and processes. Any goals that are established by the organization are SMART “Specific, Measurable, Achievable, Relevant, Time-bound”. This helps upper management and employees retain their focus on the end goal. Having a clear, reachable goal can help managers figure out what training and development their staff needs (Panagiotakopoulos et. al., 2021).
[bookmark: _Toc128747347]Strategies 
Premier Inn is a well-known hotel chain in the UK. It is known for its convenient locations, low prices, and high customer satisfaction. The company's value proposition revolves around offering clients unrunrivaledcellence, convenience, and affordability. Customers were prioritized during the strategy development process for the company's core business. Premier Inn has adopted a low-price approach as a result of its competitive pricing. The company stands out in the industry because of its own Good Night Guarantee and its commitment to standardizing both design and service. Premier Inn may use marketing initiatives and social media to spread the word about its value proposition. Premier Inn's promotional strategies and the value they create for customers hinge on the clarity of this fundamental assertion (Ghandour et. al., 2015). It can only deliver on its value claim if the hotels it operates are consistently good places to stay and have friendly, helpful staff. 

[bookmark: _Toc128747348]The Marketing Mix
The Premier Inn brand uses this tactic to focus its attention on the four pillars of the marketing mix. To a certain extent, Premier Inn's success may be traced back to the following components of the company's marketing mix:

Figure 2: Marketing Mix
Source: (Singh, 2012)
Product
Premier Inn has several different types of rooms to accommodate its guests' preferences. In the hotel's family rooms, for instance, there is a king-sized bed for adults, two twin-sized squeeze mattresses or sofa beds for children, and a crib. (Premier Inn, 2021). Enjoy your stay to the fullest with perks including a dryer, HD TV, free Wi-Fi around the clock, and a coffee/tea maker. Similarly, Premier Inn hotels typically provide a bar and restaurant for guests to relax without leaving the premises (Camilleri, 2018). 
Price
Premier Inn's pricing varies from flexible to semi-flexible to advance to standard to non-flexible. They offer shoppers a range of selections to meet their needs. The Flex plan is the most accommodating because it allows visitors to make adjustments to their reservations until 1 p.m. on the day of their arrival. Based on the hotel's promotional pricing, guests can anticipate receiving considerable value for their money.
Place
Around 840 Premier Inn hotels can be found in the UK, Ireland, and Germany. To make it easy for guests to reach their hotels, the firm places them near important transportation hubs including airports, train stations, and highways. The hotel carefully includes all convenient places for the business's target customers. They sell their products on Amazon and in physical stores (Neoh, 2018).
Promotion
The hotel heavily advertises outdoors, through television, print, the internet, and social media. In 2022, they have invested £20m in marketing, focusing on digital expansion. Premier Inn has 325,000 Facebook followers. It has just over 22,000 Instagram followers. The hotel needs more social media presence. Premier Inn Business is a loyalty club that provides perks and discounts to customers who travel for business regularly (Pride and Ferrell, 2015).
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Figure-3
Gannt Chart
Above you can see a Gannt chart depicting the Premier Inn's marketing strategy for bringing in new customers. It is two monthly action plan. We did some preliminary market research while only putting in a small amount of effort to get ready. Direct sales, e-commerce, in-person events, search engine optimization, and more will all play a role in the 14-day marketing campaign (Tereso et. al., 2019). 
[bookmark: _Toc128747350]Control
Success for Premier Inn may be quantified in several ways, including the number of new customers, the extent to which they are satisfied with the brand, the growth of revenue, and the percentage of rooms that are occupied (Khadka and Maharjan, 2017). All of the hotels provide the same high-quality service. Employees consistently go the extra mile for customers, which results in increased loyalty to the company. To make the most of that quality experience, the company believes its employees are its greatest asset. The goal of developing a marketing strategy to gain new clients. A positive brand outlook will help attract new clients and grow the company.

[bookmark: _Toc128747351]Conclusion
The company's priority is to keep expanding and become better so that it can continue to meet the demands of its customers. Using targeted marketing to attract customers who are already interested in a particular product line. To expand, The Premier Inn is implementing strategies outlined in its business plans and advertising strategies. A change of scenery could do wonders for both emotional and physical well-being. A group of co-workers meeting away from the office in such a setting could generate exciting new ideas. The hotel chain consistently puts in extra effort to please its guests (Ferrell et. al., 2021).
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Premier Lnn is a popular UK hotel brand recognized for its affordable rates,
convenient locations, and excellent customer service.

‘Premier Lnn has adopted a low-price approach as a result of its competitive
pricing.

The company's Good Night Commitment and dedication to design and

service standardization set it apart (Ghandour et. al., 2015).
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