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[bookmark: _Toc120914443]Component A
[bookmark: _Toc120914444]1. Introduction
The study will present a detailed marketing plan for the Premier Inn hotel based in the United Kingdom. It will present the Situation analysis of the company along with the objectives of the company. It will also present the strategy involved in the marketing plan, tactics and the action implemented in the marketing plan. Further, it will present the USPs of the company and the measurement of success.  
[bookmark: _heading=h.ay1gm9maz8k1][bookmark: _Toc120914445]2. Situation Analysis
[bookmark: _heading=h.azx5rd7yuh5n][bookmark: _Toc120914446]2.1 5 'C's
Company
	Strengths 
	Weaknesses

	· Brand value of Premier Inn is a significant strength. 
· Its presence with almost 841 hotels in the UK (Statista, 2022). 
· The strategic positioning of the hotels in airports and tourism regions. 

	· Limited global presence is the weakness. 
· Issues of refunds to the customers as it results in dissatisfaction of the customers. 
· Issues of hygiene faced by the hotel chain. 


	Opportunities 
	Threats

	· The brand value can be helpful for the company to flourish in the international market. 
· Strategic alliances or mergers can be helpful for the company to expand. 
· Investment in promotional activities through digital mediums. 
	· Competition from global hotel chains like Morrison’s and Marriott.
· The claims of the accident against the hotel.
· Emergence of situations like the pandemic can be a major threat to Premier hotels.  


Table 1: SWOT Analysis 
(Source: Statista, 2022)
Customers
Market segmentation is the process of dividing the larger market into the smaller one in order to present the products and services to them (KHAN et al., 2018). Premier Inn segments its market to almost all groups including the business section due to the luxury it provides (Hultman et al., 2021). The individuals that are seeking budget accommodation can also be segmented by the company. The major target of the company is the tourists or the travelling individuals. 

	Background 
	Level of Education: 

	Geographic
	United Kingdom 

	Behaviour 
	Luxurious customers and also the customers who seek affordable accommodation 

	Demographic 
	Gender: Female and Male
Age group: 20-60 years
Income level: 600 or more Pounds per month 


Table 2: Customer Profile
(Source: Created by Learner) 
Competitors
	PORTER’S FIVE FORCES

	Threats from the competition 
	The hotel chain can pose higher threats from the competition such as Wyndham and even Marriott (Bruijl and Gerard, 2018).

	Threats from the substitutes
	The threat from the substitute product is significantly low as the company deals in branded products and the services are extremely luxurious (Premierinn.com, 2022). 

	Threats from new entrants
	The threat from the new entrants is also low for Premier Inn due to the brand value it possesses and the market share it has achieved. 

	Power of Customers 
	The global hospitality business has the most hotel chains; thus clients have more bargaining power (Nannelli et al., 2019).

	Power of Suppliers 
	Premier Inn hotels can swap suppliers and only answer to customers and workers (Madsen and Grønseth, 2022).


Table 3: Porter’s five Forces
(Source: Madsen and Grønseth, 2022)

Collaborators
The company can drive the B2B partners as they can help in maintaining facilities for the hotels and also aid in the generation of sales and improvement of the hotels' infrastructures (Pasko et al., 2019). Partnerships can also be helpful for the Premier Inn hotels as it helps in brand recognition and also receive support for the effective functioning of businesses. 
Climate: PESTLE (Macro analysis)
	Factors 
	Demonstration 

	Political 
	Politics drive the hotel's success. However, Brexit could halt trading with EU nations, affecting the company's operations.

	Economic
	Premier Inn hotels need them. Premier Inn hotels are affected by inflation, recession, and unemployment.

	Social 
	Social factors like the consumer's behavior, lifestyle, income, and education affect the company's performance.

	Technological 
	Technology is the key to customer satisfaction in modern marketing. Premier Inn hotels need technology for reservations, booking, and payment.

	Environmental
	Sustainability, renewable energy, recycling, and carbon footprint reduction affect the company's environment.

	Legal 
	Data breaches, privacy, and labour laws can damage a hotel's reputation.


Table 4: Premier Inn Micro Analysis 
(Source: Shtal et al., 2018)



[bookmark: _heading=h.9x56g8pj5rwo][bookmark: _Toc120914447]3. Objectives
The aim of the marketing plan is to establish brand visibility of Premier Inn hotels in diverse locations within the United Kingdom and increase market share, customer loyalty and revenue generation. 
[bookmark: _Toc120914448]4. Strategy
The reason for the customers to buy the products and services of the organisation is the value proposition. The value proposition of the company is not just the description of the services or the products but the delivery of value that a company like Premier Inn can provide to the customer sections. The delivery of value that differentiates the company from the others is the care towards the customers, striving for the best service and customer satisfaction through their services (da Costa Fernandes et al., 2020). The value proposition can be communicated to the customers through social media channels or the website of company.
[bookmark: _Toc120914449]Bowman's strategy clock
Consumers prefer one firm over another based-on value offer. Company services meet consumer demands through value proposition. Bowman's strategic clock positions price and value. The low price and poor value-added clock represent bulk selling. Position two has the lowest market pricing, while Position three is a mix between distinctiveness and price (Echchakoui, 2018). Position four differentiates products and services from competitors, whereas position five gives excellent value at a premium price. Position six of the clock defines larger margins, which are dangerous, position seven determines monopolistic pricing, and the last position determines market share loss.
[bookmark: _heading=h.fdlpmgd3s1rd][bookmark: _Toc120914450]5. Tactics
[bookmark: _Toc120914451]5.1 Marketing mix 
Product - The Company offers a wide range of products and services such as car rental services for travellers, catering services, concierge services and also the package of its hotels and flights (Premierinn.com, 2022). The company also provides its customer sections with 24-hour room services. 
Place – The locations that will be used by the Premier Inn hotels are mainly the regions that are likely to be favourable for the visitors such as airports, beaches, and also in the centre of the cities. Customers can easily find the locations on the company’s websites and social media pages.  
Price – The Company will use the pricing strategy of premium services and discounts which can be helpful for the generation of maximum revenue and attract customers with the discounts and packages (Thabit and Raewf, 2018). the prices can also be manipulated according to the customer’s demands.
Promotion – The advertisements of the company will be carried out with the help of digital and social media platforms. The company will also implement the advertisement strategies of email marketing, video marketing and video advertising as the visibility of the company and its services helps in the attraction of customers. 
[bookmark: _heading=h.8xs8urqghzxv][bookmark: _Toc120914452]6. Action
	Tasks 
	Start Date 
	Duration 
	End Date 

	Marketing Plan Preparation 
	23 Nov
	4
	26 Nov

	Research on the market 
	27 Nov 
	5
	01 Dec

	Schedule of marketing channels 
	02 Dec
	9
	10 Dec

	Association of Feedback 
	11 Dec
	7
	17 Dec


Table 5: Work Breakdown Structure of the marketing plan  
(Source: Created by Learner)
[bookmark: _Toc120914453]Gantt chart
[image: ]
Figure 1: Gantt Chart
(Source: Created by Learner)
[bookmark: _heading=h.n9q0ec8usj6k][bookmark: _Toc120914454]7. Control
[bookmark: _Toc120914455]7.1 Identify USP, Features and Benefits and measurement of success
The major USPs of the Premier Inn hotels are the locations of its hotels, the value it provides to the customers and the comforts and luxury it provides to the customer sections (Xia et al., 2019). The image of the hotels being kid-friendly image with the 24 hours Wi-Fi facilities is also a Unique selling proposition of the company. These features of the USP are beneficial for the customers to attract numerous customers. The sales generated by the company, its profitability and also the constructive feedback of the customers can be significantly helpful for the measurement of the success of the company. 
[bookmark: _heading=h.7ggurfdsdci3][bookmark: _Toc120914456]8. Conclusion
The presentation of the marketing plan has been evaluated in the assignment. It will present a detailed situation analysis of the company which comprised the 5Cs such as Company, Customers, Competitors, Collaborators and Climate. Further, it presented the objectives of the plan and the strategies involved in the plan. The action section involved the detailed marketing mix; it also presented the WBS, Gantt chart and the USPs of the company with its benefits and the measurement of the success of the marketing plan of Premier Inn. 
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The study is mainly focused on the marketing plan of Premier Inn which will involve the situation analysis, strategy, tactics, action and control in the plan (Rahimi & Gunlu, 2022).

[bookmark: _ygrekvm6una2][bookmark: _Toc120914131][bookmark: _Toc120914460]2. Analysis of Situation 
[image: ]
[bookmark: _ebc0r5flkhi6]Premier Inn's marketing strategy included a situations analysis that included a SWOT analysis, a segmentation, target consumers, and a Porter's five forces analysis, along with the company's partnership with B2B (Josephi & Melissen, 2021). These 5Cs were presented as part of the plan (Ferrell et al., 2021).
[bookmark: _Toc120914132][bookmark: _Toc120914461]3. Tactics and Strategies 
[image: ]
[bookmark: _oz4gxwtggvc6]The Premier Inn's business strategy and approach are also incorporated into the marketing plan (Slade, 2018). The value offer, as well as its distinctiveness and communication with the various consumer categories, are all components of the strategy (William, 2020). The Premier Inn marketing mix consists of the 4Ps, which are discussed in the strategies section (Heyes, 2020).
[bookmark: _Toc120914133][bookmark: _Toc120914462]4. Control and Action 
[image: ]
[bookmark: _g3fh5vs3lsc1]The Gantt chart of marketing efforts will be included in the action area, while the unique selling propositions, features, and advantages, as well as the success measurement, will be included in the control portion (Paley, 2021).
[bookmark: _Toc120914134][bookmark: _Toc120914463]5. Conclusion
[image: ]
Analysis of the current condition is a component of the marketing plan, and this aspect is covered by the 5Cs (Makhlouf, 2022). In the marketing plan for the Premier Inn hotel located in the United Kingdom, discussion has been had over the strategy, tactics, action, and control.
[bookmark: _Toc120914135][bookmark: _Toc120914464]6. References
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                                                                                                                                                      Introduction  The study will evaluate the marketing plan of the Premier Inn.  The marketing plan will involve the situation analysis.  It will present the strategies and tactics (Rahimi & Gunlu, 2022).  It will also discuss the action and control within the marketing plan.   
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                                                                                                                                                      Analysis of Situation ● Situation analysis has been presented with 5 Cs (Ferrell et al . , 2021 ) . ● SWOT analysis of Premier Inn . ● Segmentation and targeting of Premier Inn . (Josephi & Melissen, 2021 ) ● Porter’s Five Forces, Pestle analysis and Collaborations of Premier Inn .   
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                                                                                                                                                      Tactics and Strategies  The strategy and tactics have also been discussed in the marketing plan (Slade, 2018).  The value proposition of the company is discussed in the strategy (William, 2020)  Differentiation of the value proposition and its communication with customer segments.  The marketing mix of Premier Inn has been presented (Heyes, 2020).   
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                                                                                                                                                      Control and Action  The action section will mainly evaluate the Gantt chart of marketing activities.  The Control section evaluates the USPs of Premier Inn.  The features and benefits have also been discussed.  The measurement of success has also been illustrated (Paley, 2021).   
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                                                                                                                                                           Conclusion  Situational analysis in the marketing plan has been discussed with the 5Cs (Makhlouf, 2022).  The strategy and tactics involve value proposition and the marketing mix.  The action involved the Gantt chart of the marketing activities.  Control discussed the USPs of Premier Inn.      
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