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[bookmark: _Toc128610327]Introduction
This marketing plan is being prepared for Premier Inn UK, a leading hotel chain that aims to launch a new virtual meeting room service. The plan will outline the key strategies and tactics that Premier Inn can use to successfully market its new offering and reach its target audience. To guide the development of this marketing plan will use several key frameworks and theories, including SOSTAC, which is a planning model that covers six key elements: situation analysis, objectives, strategy, tactics, action, and control. There will also use the 4 Ps of marketing (product, price, place, promotion), which is a widely recognized framework for developing a marketing mix that addresses all aspects of a product or service's offering (Jobber and Ellis-Chadwick, 2020). Additionally, will draw on the Bowmans Strategy Clock, which is a strategic model that helps to identify different competitive positions in a market and evaluate the appropriate strategies to adopt.
[bookmark: _Toc128610328]Situation Analysis of Premier Inn
[bookmark: _Toc128610329]Company: SWOT analysis
Strengths:
Affordable pricing for a high-quality service offering.
Strong brand recognition in the UK market.
A loyal customer base due to consistent quality and reliability.
Good reputation for customer service and cleanliness.
Weaknesses:
Dependence on the UK market, which makes the company vulnerable to any changes in the local economic and political climate (Bowie, et al., 2017).
A limited number of hotel locations compared to larger competitors.
Vulnerability to the impact of COVID-19 on the travel and tourism industry.
Opportunities:
Expansion into new markets such as the US, Asia, and other European countries.
Diversification into new services such as virtual meeting rooms.
Collaborating with airlines, travel agencies, and other service providers to offer package deals.
Threats:
Competition from large hotel chains such as Marriott and Hilton.
The impact of Brexit on the UK's economy and the travel and tourism industry.
Negative publicity or reviews of the hotel chain.
[bookmark: _Toc128610330]Customers: Segmentation and targeting/customer profiles
Premier Inn's target audience is primarily leisure and business travellers looking for affordable and comfortable accommodation (Smith & Zook, 2020). The company can segment its customer base by demographics such as age, income, and location, as well as psychographics such as lifestyle and interests. The company's customer profiles could include families on a budget, solo travellers, and business professionals.
[bookmark: _Toc128610331]Competitors 
Perceptual positioning map:
Premier Inn is positioned as an affordable, comfortable and reliable hotel chain, with a focus on providing a good night's sleep (Kotler et al., 2020).
Bowmans Strategy Clock:
Premier Inn operates in the hybrid low price and low differentiation position, offering a balance between cost and quality.
[bookmark: _Toc128610332]Collaborators
Premier Inn can collaborate with airlines, travel agencies, and other service providers to offer package deals and attract more customers (Chaffey and Ellis- Chadwick, 2019). The company may also have B2B relationships with businesses that require accommodation for their employees or clients, such as event management companies.
[bookmark: _Toc128610333]Climate: PESTLE analysis
PESTLE analysis is an important tool for Premier Inn to understand the macro environment that it operates in (Ghauri, 2014). Political factors such as government policies and regulations can affect Premier Inn's operations and profitability. Economic factors such as inflation rates, exchange rates, and consumer spending patterns can also have a significant impact on the hotel industry. Social factors such as changing consumer preferences and lifestyles can affect the demand for hotel services. Housden (2008) cited that technological factors such as advancements in online booking platforms and virtual meeting room technology can create opportunities for Premier Inn. Legal factors such as changes in employment law and health and safety regulations can also impact the company. Finally, environmental factors such as climate change and sustainable travel trends can create challenges and opportunities for Premier Inn.
[bookmark: _Toc128610334]Objectives: SMART target
The SMART target of this marketing plan is to launch a new virtual meeting room service for Premier Inn UK, with the aim of increasing revenue by 15% within the first year of launch.
[bookmark: _Toc128610335]Strategy 
Premier Inn's value proposition is to provide affordable and comfortable accommodation to its customers, with a focus on quality service and convenience. Premier Inn differentiates itself from competitors by offering a consistent and reliable experience across all its locations, ensuring that customers know what to expect when they book with the hotel chain (Westwood, 2013). To communicate this value proposition, Premier Inn can use advertising campaigns, social media marketing, and other promotional activities. The new virtual meeting room service can also be included as part of the value proposition to appeal to business customers who require a convenient and cost-effective way to conduct meetings remotely.
The value proposition of Premier Inn is closely linked to its customer segments, which include both leisure and business travellers. Wood (2011) argued that by offering affordable accommodation that meets the needs of both these segments, Premier Inn can target a wide range of customers. The new virtual meeting room service can be targeted towards business customers, particularly those who require a flexible and convenient way to conduct meetings. 
[bookmark: _Toc128610336]Tactics: Marketing Mix
Product:
The new virtual meeting room service offered by Premier Inn UK will provide customers with a convenient and cost-effective way to conduct meetings remotely (Wilson, 2010). The service will include high-quality video conferencing equipment, fast and reliable internet connectivity, and a dedicated support team to assist customers. 
Place (Distribution):
The virtual meeting room service will be available at all Premier Inn locations across the UK. Customers will be able to book the service through the Premier Inn website, as well as through third-party booking platforms such as Expedia and Booking.com. 
Price:
The pricing strategy for the virtual meeting room service will be based on market research and customer value. Premier Inn will offer a range of pricing options to cater to different customer needs and budgets. The pricing options will be clearly displayed on the Premier Inn website and other booking platforms to help customers make an informed decision.
Promotion:
To promote the new virtual meeting room service, Premier Inn will use a combination of marketing strategies, including the RACE (Reach, Act, Convert, Engage) model. The company will use digital marketing channels such as social media, email marketing, and search engine optimization to reach potential customers. Premier Inn will also run targeted advertising campaigns on relevant websites and platforms. 
[bookmark: _Toc128610337]Communications Mix
Premier Inn will use a range of communication tactics to promote the virtual meeting room service (Westwood, 2010). The company will create promotional content such as blog posts, videos, and infographics to highlight the benefits of the service. Premier Inn will also use public relations strategies such as media outreach to generate buzz about the service. The company will engage with customers through social media platforms, email marketing campaigns, and customer service channels to ensure that they are aware of the service and have all the information they need to book it.
[bookmark: _Toc128610338]Action
Marketing Channels Schedule:
Launch social media campaign - 1 week
Create and publish blog post - 2 days
Run targeted ads on LinkedIn and Facebook - 2 weeks
Send email marketing campaign to customer database - 1 week
Run search engine optimization (SEO) campaign - 4 weeks
Partner with corporate clients to promote the service to their employees - ongoing
[bookmark: _Toc128610339]Justification
The marketing channels schedule has been designed based on the target audience, the nature of the service, and the marketing objectives (Stevens et al., 2013). The social media campaign and targeted ads on LinkedIn and Facebook are effective channels for reaching out to business customers who require a virtual meeting room service. The email marketing campaign will be targeted at existing customers, who are likely to be interested in the new service. The SEO campaign will help to increase the visibility of the service on search engines, which is important for customers who are searching for virtual meeting room services. Finally, partnering with corporate clients is an ongoing effort to ensure that the service is promoted to a wider audience.
[bookmark: _Toc128610340]Control 
To measure the success of the marketing plan, will use several metrics that align with the marketing objectives. These metrics include:
Number of new customers who use the virtual meeting room service.
Customer satisfaction ratings for the new service
Positive feedback and reviews on social media, review sites, and customer feedback surveys
Increase in profits from the sale of the virtual meeting room service.
Comparison of sales data and customer engagement before and after the launch of the marketing campaign (Jin et al., 2019). By tracking these metrics, there will be able to assess the effectiveness of the marketing plan and make any necessary adjustments to improve its performance (Ferrell et al., 2021). 
[bookmark: _Toc128610341]Conclusion
In conclusion, the marketing plan for Premier Inn's new virtual meeting room service aims to address the challenge of meeting the evolving needs of customers in the current business landscape. By implementing a targeted marketing strategy that leverages various channels, this aims to raise awareness of the new service, drive customer engagement, and increase sales. To ensure the success of the marketing plan, it is recommended that Premier Inn continues to monitor and analyse customer feedback, market trends, and competition. This will enable the company to make informed decisions on any necessary adjustments to the marketing plan, as well as to innovate and develop new products or services to meet evolving customer needs. Ultimately, the success of the marketing plan will be measured by the achievement of the set objectives and the satisfaction of the customers.
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Situation Analysis of Premier Inn:
Company: Premier Inn is a leading hotel chain in the UK, offering affordable, comfortable and high-quality accommodations to business and leisure travelers. Conducting a SWOT analysis for Premier Inn helps to identify its internal strengths and weaknesses, as well as external opportunities and threats:
Strengths:
Strong brand recognition and reputation
Wide network of hotels across the UK
Strong financial position
High levels of customer satisfaction
Weaknesses:
Limited international presence
Dependence on the UK market
Heavy reliance on online booking platforms
Opportunities:
Expanding to new international markets
Growth in the corporate travel sector
Increasing demand for affordable accommodation
Threats:
Economic uncertainty
Competition from alternative accommodations, such as Airbnb
Changing consumer preferences and travel behaviors
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Customers: Premier Inn's target audience is both business and leisure travelers who are looking for affordable, comfortable and high-quality accommodations. Conducting customer segmentation helps to identify specific customer groups and target them more effectively:
Segmentation:
Business travellers
Budget-conscious leisure travelers
Families
International travellers
Group travelers
Targeting:
Corporate businesses and organizations
Leisure travelers who prioritize affordability and convenience
Families with young children who require spacious and family-friendly accommodations
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Introduction



• This marketing plan is being prepared for Premier 
Inn UK.



• Aims to launch a new virtual meeting room service. 
• The plan will outline the key strategies and tactics.



• Successfully market its new offering and reach its 
target audience. 



• Will use several key frameworks and theories, 
including SOSTAC.



• Situation analysis, objectives, strategy, tactics, 
action, and control. 



• There will also use the 4 Ps of marketing.



• Bowmans Strategy Clock, which is a strategic 
model.
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Situation Analysis of Premier Inn
Company: SWOT analysis
Strengths:



• Affordable pricing for a high-quality service offering.



• Strong brand recognition in the UK market.



• A loyal customer base due to consistent quality and reliability.



• Good reputation for customer service and cleanliness.



Weaknesses:



• A limited number of hotel locations compared to larger competitors.



• Vulnerability to the impact of COVID-19 on the travel and tourism industry.



Opportunities:



• Expansion into new markets such as the US, Asia, and other European countries.



• Diversification into new services such as virtual meeting rooms.



Threats:



• Competition from large hotel chains such as Marriott and Hilton.



• The impact of Brexit on the UK's economy and the travel and tourism industry.
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Situation Analysis of Premier Inn
Customers: Segmentation and 
targeting/customer profiles



• Premier Inn's target audience is primarily leisure and 
business.



• Travellers looking for affordable and comfortable 
accommodation.



• Can segment its customer base by demographics.
• Such as age, income, and location, as well as 



psychographics.



• Such as lifestyle and interests. 
• Families on a budget, solo travellers, and business 



professionals.
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Situation Analysis of Premier Inn
Competitors: Perceptual positioning map, Bowmans strategy clock



Perceptual positioning map:
• Premier Inn is positioned as an affordable, comfortable and reliable.
• With a focus on providing a good night's sleep.
Bowmans Strategy Clock:
• Premier Inn operates in the hybrid low price.
• Low differentiation position.
• Offering a balance between cost and quality.
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Situation Analysis 
of Premier Inn
Collaborators:



• Collaborate with airlines, travel 
agencies, and other service provider.



• Offer package deals and attract more 
customers.



• May also have B2B relationships with 
businesses.



• That require accommodation for their 
employees or clients.



• Such as event management companies.
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Situation Analysis of Premier Inn
Climate: PESTLE analysis



• Political factors such as government policies and regulations.
• Economic factors such as inflation rates, exchange rates.
• Consumer spending patterns can also have a significant impact.
• Social factors such as changing consumer preferences and lifestyles.
• Technological factors such as advancements in online booking platforms.
• Virtual meeting room technology can create opportunities for Premier Inn. 
• Legal factors such as changes in employment law and health and safety.
• Environmental factors such as climate change and sustainable travel.
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Objectives and Strategy



Objectives: SMART target
• Launch a new virtual meeting room service for Premier Inn UK.
• Aim of increasing revenue by 15% within the first year of launch.
Strategy:
• Value proposition is to provide affordable and comfortable 



accommodation.
• With a focus on quality service and convenience. 
• Differentiates itself from competitors by offering a consistent and 



reliable.
• Ensuring that customers know what to expect.
• To communicate this value proposition, Premier Inn can use advertising.
• Campaigns, social media marketing, and other promotional activities. 
• New virtual meeting room service can included as part of the value 



proposition.
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Tactics: 
Marketing 
Mix 



Product: The new virtual meeting room service  with a convenient and cost-
effective way.



Include high-quality video conferencing equipment, fast and reliable 
internet connectivity.



Place 
(Distribution):



Will be available at all Premier Inn locations across the UK. 



Customers will be able to book the service through the Premier Inn 
website.
As well as through third-party booking platforms such as Expedia and 
Booking.com. 



Price: Based on market research and customer value. 



Will offer a range of pricing options to cater to different customer needs 
and budgets.



Promotion: Will use a combination of marketing strategies, including the RACE. 



Digital marketing channels such as social media, email marketing, and 
search engine optimization.
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Tactics: 
Communications 
Mix



• Premier Inn will use a range of communication 
tactics.



• Will create promotional content such as blog 
posts, videos.



• Infographics to highlight the benefits of the 
service. 



• Use public relations strategies such as media 
outreach.



• Generate buzz about the service. 
• Will engage with customers through social 



media platforms.
• Email marketing campaigns, and customer 



service channels.
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Tactics: Communications Mix



Premier Inn will 
use a range of 



communication 
tactics.



Will create 
promotional 
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Action
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Control 



• Will use several metrics that align with the 
marketing objectives. 



• Number of new customers who use the virtual 
meeting room service.



• Customer satisfaction ratings for the new service
• Positive feedback and reviews on social media, 



review sites.



• Increase in profits from the sale of the virtual 
meeting room service.



• Comparison of sales data and customer 
engagement before and after.



• Assess the effectiveness of the marketing plan.



• Make any necessary adjustments to improve its 
performance.
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Conclusion



• Aims to address the challenge of meeting the evolving 
needs.



• Customers in the current business landscape. 
• Implementing a targeted marketing strategy.
• Leverages various channels, this aims to raise awareness.
• New service, drive customer engagement, and increase 



sales. 
• It is recommended that continues to monitor and 



analyse.
• Customer feedback, market trends, and competition. 
• Will enable the company to make informed decisions.
• Develop new products or services to meet evolving 



customer needs.
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