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[bookmark: _Toc120964506]Introduction 
The hotel industry of the UK is known as one of the contrasts and ranging from budget brands to luxury hotels. International and domestic tourism is found to create demand for hotels by segmenting consumers into upper, middle, and lower scales. Also, the industry generated around 3% of the economic output in the year 2019 (statista.com, 2020). After the pandemic, the hospitality industry is focusing on marketing plans to enhance reach to more consumers. The chosen organisation Premier Inn is a well-known hotel brand in the UK and currently, it has more than 820 hotels in great locations (whitbread.co.uk, 2022). The organisation is focusing on developing a marketing plan to maintain loyalty with existing consumers along with attracting new ones to create positive experiences and relationships. Focusing on after pandemic strategy is expected to enable the business to help the brand drive consumer engagement and stay on top-of-mind. It will help in staying prepared for any kind of pandemic and also will enable the organisation to be more digitally advanced. This part aims to develop plans for attracting new travellers along with providing direction to the business. 
[bookmark: _Toc120964507]Marketing Mix 
In developing effective marketing strategies and expanding the range of offerings, analysing the marketing mix will be useful. The four areas are;
Product- There are four different types of rooms are found to be planned to offer to guests by Premier Inn. Also, interconnected rooms are been introduced to ensure families are getting their comfy space (George, 2021). Also, the integrated bar has been designed to ensure guests do not have to travel to other places for food and drinks. 
Place- The organisation has its business spread over 800 hotels in different countries (Page, 2019). Through the website, booking options and virtual tour options are getting provided. Third-party bookings are also been allowed along with free cancellation policy. In the case of App booking, it is providing 50% off on same-day booking. The business has targeted multi-channel consumers, which has been a wise strategy for the business. 
Price- There are different pricing strategies available, such as; semi-flex, flex, noon-flex, standard and advanced rates. All these options are been provided for attracting all kinds of people and booking rooms within their budget. However, based on the room and place, prices get changed. Compared to other low-priced luxury hotels, Premier Inn is still higher and thus quality has been focused on to ensure the value of money (Giousmpasoglou and Hua, 2020). 
Promotion- It has appealed to the family market segment and for that social media has been used for promoting new hotels or destinations. The business is using channels for developing good effects by building a strong brand presence throughout. All channels get used by the business for developing a strong brand presence. The Celebrity face of Lenny Henry has also been used for sharing the motto of the brand, which is good night's sleep (Marinaccio, 2019). 
[bookmark: _Toc120964508]Micro environmental factors 
Exploring opportunities are needed for the hospitality industry to consider further growth and for that analysing areas of development is needed. Four attributes of microenvironmental factors or SWOT analysis are; 
Strength- Premier Inn has maintained an occupancy rate of more 76,3%. It also has a strong presence in the UK and Germany as well (Laponce, 2019). For 7 consecutive years, it was able to present itself as the Best UK economy hotel brand. In marketing strategy, these can be useful in creating a stronger case and presence. 
Weakness- During the pandemic, the organisation was caused by refund-related issues, and also there were hygiene issues reported by guests. In marketing, making the right decisions are needed along with providing a personalised experience to guests. If Premier Inn is failing in these aspects, then it will affect the brand name. 
Opportunities- New markets are needed to be explored to reach more potential consumers. After making a successful entry into Germany, exploring more countries and regions is needed (BAŞ and SIVAPRASAD, 2022). Budget areas are needed to be managed and also it is highly needed to provide services on that basis. 
Threats- Due to the lockdown, the hospitality industry was affected badly, and thus focusing on safety are needed by integrating technologies to minimise human involvement. Along with technologies, proper training is needed to be provided to ensure technologies are been handled properly, which Premier Inn lacks. As a result, the overall brand image is getting affected.  
[bookmark: _Toc120964509]Macro environmental factors 
	Factors 
	Analysis 

	Political 
	Collaboration with UK government after the pandemic has been useful for the hospitality industry to gain tax benefits. A team has been provided to help in improving strategies along with providing relief by cutting VAT (commonslibrary.parliament.uk, 2022). 

	Economical 
	In promoting cheaper debt, a low-interest rate can be useful in boosting consumer spending in Premier Inn. 

	Social 
	Analysing consumer spending is needed for developing strategies and budgets accordingly. In order to be more of a socially responsible organisation, the business has partnered with charities to raise donations. 

	Technological 
	Digitalising the whole hospitality industry is the primary target as it will also enable the business to be cost-effective by lowering the costs involved in integrating humans. Applications and websites needed to be made more effective (Parvez et al. 2018).

	Legal 
	Proper post-pandemic regulations are needed to be followed for handling the regulations imposed and to avoid any kind of legal complications. 

	Environmental 
	Strong CSR approaches can be useful in enhancing core competencies along with making the environment more sustainable (Phillips et al. 2019). 



[bookmark: _Toc120964510]Creating consumer value and engagement 
Hotels need to gain effective reviews from guests and for that creating consumer value and engagement is needed to enhance the in-room decoration. Adding more delight will be useful in enhancing the guest experience. Offering loyalty programs, related to discounts can be useful in making consumer stay loyal to the organisation (Nastasoiu and Vandenbosch, 2019). Post-booking communication with guests is also needed for solving issues along with boosting brand name and understanding the areas, where improvement is needed. To current visitors, Premier Inn needs to focus on fulfilling services by staying prompt and handling disappointment areas quickly. It is needed to be attentive to provide solutions accordingly. 
Integrating fresh and impactful guest engagement ideas can be useful in promoting the destination. Surveys can be conducted via social media to understand consumer demands along with gaining interest develop visitor engagement along with offering effective services. Adding value to the experience is needed for staying loyal to the brand (Joshi and Garg, 2021). Google Analytics can also be used for increasing the speed of the site. Effective customer service is needed for helping guests or people with issues and queries that are causing stress. 
Discussing the marketing channels, direct website booking can be one of the options. Also, there are third-party and application booking options. Premier Inn has provided flexibility in enhancing booking options (Bas and Sivaprasad, 2021). Also, there are email and social media marketing to inform consumers about the offers along with staying in close contact to understand the demands and concerns.  
[bookmark: _Toc120964511]Gantt Chart for Marketing activities 
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[bookmark: _Toc120964512]Effective use of digital marketing 
Digital marketing strategies are expected to allow the business to leverage different digital channels, such as; pay-per-click and SEO or social media. it helps in getting connected with existing consumers by fulfilling individual interests in services or products. Social media is one of the important tools for increasing hotel revenue along with enhancing content engagement regularly (Aydin, 2020). All these enable Premier Inn to stay a strong presence in the digital world along with making progress by focusing on providing valuable service to consumers. YouTube SEO has been another area, where an organisation can focus on ranking higher among relevant searchers by using a meta description, hashtags, and keywords. Influencer marketing is also been considered one of the effective online marketing strategies for attracting the huge consumer. For attracting new consumers post-lockdown, a virtual tour can be a good option to let people know about the piece. 

[bookmark: _Toc120964513]Conclusion 
Innovation is found to increase competitiveness for increasing turnover along with improving profitability. The effectiveness of digital marketing strategies are been discussed along with conducting macro and micro environmental analysis. 
As a recommendation, a focus on improving guest arrival experiences are needed and for that building partnership with local vendors can be useful for the attractions and decoration purpose. A competitive pricing strategy can also be useful along with focusing on training facilities of the employees to make them more self-efficient to handle technologies without any issues. 
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Innovation has allowed the business to deliver new benefits, value, and results to clients. This part aims to analyse the generation of new consumers that businesses can integrate. 
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Hospitality is one of the most affected industries, which is found to suffer from a global crash in demand, revenues, and occupancy rates. The pandemic has redesigned the consumer experience for creating a memorable experience by focusing on safety measures (Bonfanti et al. 2021). For this reason, it is imperative that the hospitality industry restores traveler confidence by supporting domestic tourism businesses as well as international tourism. There are certain innovative methods that businesses can utilize to attract tourists.
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Smart hotel technology can be used for increasing demand along with making hotels sustainable. Focusing on unique brand experiences is needed for providing a novelty factor for focusing on trends. AR and VR technologies can be used by Premier Inn for introducing interactive elements to conduct the successful development of a tourism business (Egger and Neuburger, 2020). Leveraging email, social media, and WhatsApp channels to enhance consumer engagement. 
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Segmentation is needed for understanding segmentation to understand the reasons consumers for booking a room to meet travel or business purpose. Value-based pricing and services are needed to be integrated for targeting customers, who are more into travelling (Raja et al. 2020). 
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It is needed for the hospitality industry to focus on traveller's needs and fulfilling those to restore and regain the confidence of travellers. The rules and the trends are needed to be followed by providing virtual tour options to satisfy the traveller’s query. 
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