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[bookmark: _9ra3dgmimyl0][bookmark: _1wzknri4d9qa][bookmark: _Toc127214894]Component A: Marketing Plan
[bookmark: _Toc127214895]Introduction 
The following marketing plan is being devised for Premier Inn. The marketing plan will enable the business to capture young customer bases in London via the use of different marketing approaches being laid down. Models such as the 5Cs will be used for the situational analysis of the market. SMART for the formulation of the goal, and Marketing Mix for the structuring of the marketing plan of the business. A Gantt chart and the measurement of success in the business using different KPIs.
[bookmark: _37vhw4993yol]

[bookmark: _y3yfi37m0gi3][bookmark: _Toc127214896]Discussion
Situational analysis 
The 5C model is used for the situational analysis of the business which helps in the establishment of knowledge regarding the current situation of the business. The five Cs are “company, customers, competitors, collaborators and climate” (George, 2021). These are being discussed below:
Company
A SWAT analysis is used by Premier Inn to assess their internal/external opportunities as well as their threats.
Brand image is the strength of Premier Inn. The lack of an internationalisation strategy has hindered the growth of the business outside of the UK and this serves as a weakness for the business. The use of digital marketing serves as a major opportunity for Premier Inn. The business is found to be lacking when it comes to competition which is a major threat to Premier Inn (Premier Inn, 2023).
Customers
Premier Inn has segmented its customer base over demographic factors such as age, gender, income and levels of education. Due to this, the brand has made use of demographic targeting which has rendered the business with substantial benefits and development such as increased customer engagement and retention. At last, for the positioning of the products and services, Premier Inn has made use of a “customer service positioning strategy” which has also made the task very convenient (Czinkota et al., 2021).
According to Similar Web, the high age group of visitators are between 25 years and 34 years old.
Competitors
The major competitors of Premier Inn are “Travelodge, Moxy, Hilton Hotel and Sheraton”. A perceptual positioning map has been attached which lays the position of the competitors with respect to Premier Inn have been laid down in the appendices (Nalley and Gregory, 2021). 
Collaborators
Premier Inn has collaborated with different businesses which has enabled the brands related to the hospitality and tourism industry. Premier Inn has partnered with “BTA or Business Travel Association” which is a travel agency. Via such means, the organisation has been able to draw in increment regarding brand sales (Morrison, 2022).
Climate
Brexit has served as a major political factor in the case of Premier Inn. Economic disruptions caused due to global recess such as COVID-19 have affected the economy of the business. After that change in the purchasing pattern of the customers of Premier Inn has been a social factor. The hotel has also made use of different technologies such as “IoT devices” for automation purposes. “Hotel Proprietors Act 1956” is a major legislation that moderates Premier Inn and at last, there have been various philanthropic programmes conducted by Premier Inn such as “Force for Good” which have been an environmental factor (Ferrell et al., 2021).
Premier Inn is focusing to expand a strategic marketing plan based on the SOSTAC planning model.
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Objectives 
The marketing plan has been aimed to help Premier Inn seize growing young customers in London. This will be a means for the business to gain knowledge regarding the preferences and major trends in the business as well as enhancement of the sales of the organisation in the markets of London. At least a total of 5,000 new young customers are needed to be acquired by the business. In the coming 6 months, 50% of the amount is to be acquired and before entering the next year Premier Inn is required to achieve the total number (Page and Connell, 2020).
Strategy 
The value proposition of Premier Inn is quality and variety. Premier Inn delivers high-quality services to guests from check-in to check-out. Furthermore, in order to convey the vision of the business, Premier Inn is needed to partner with other business that complements the hospitality industry such as Ryanair in order to draw in customers in the business. With that being said, the segmentation of the customer base is needed to be moderated. Premier Inn is now needed to be focused on age as the key demographic in the business (Terence, 2022). However, this can be supported by other demographics such as gender, education and income. With proper segmentation, targeting and position of the services offered by Premier Inn a positive influence will be made over the potential customers of Premier Inn and customer base expansion will be evident (Leboff, 2020).
Tactics 
The “4Ps of the Marketing Mix” is a model which defines the four major elements of marketing which are product, price, place and promotion related strategies or approaches of business. These elements are being defined below regarding Premier Inn (Egger and Neuburger, 2020).
This is the first P of the model which is mainly the item sold by a business. For products, Premier Inn will be serving in the markets of London. The brand will look forward to establishing itself in different locations across the city in order to draw in potential customers as well as tourists (Czinkota et al., 2021).
The second P is a place or location selected by the business. The place is the different locations over which Premier Inn is available. In the present times, Premier Inn has more than 800 hotels in the United Kingdom. The 700th hotel was established in London and is a major location of the business hotel (George, 2021).
The third P of the “4Ps of the Marketing Mix” defines the pricing strategy used by the business. When it comes to price, Premier Inn has used dynamic as well as skimming pricing strategies in different locations in London and this has supported the business in keeping the customers engaged with their services in a constant manner (Morrison, 2022). 
Finally, promotion is the most significant P and serves as the heart of marketing. For promotion, Premier Inn has employed social media marketing and print media which has granted the business effective acquisition of customers. The approaches are needed to be taken as the same for the acquisition of the aforementioned goal of the business. RACE Model will be used by Premier Inn in order to enhance the effectiveness of the promotional strategy used by the brand (Page and Connell, 2020).
These are the major aspects which are needed to be taken into consideration by Premier Inn in order to enhance their marketing approaches via the means of stabilisation and structuring of marketing using the Marketing Mix.
Action 
	“Activities”
	“Start date
(mm/dd/yyyy)”
	“Duration”
	“End date (mm/dd/yyyy)”

	Establishment of marketing goals
	03-02-2023
	2
	05-02-2023

	Conduction of marketing audit
	05-02-2023
	3
	08-02-2023

	Performing marketing research
	08-02-2023
	5
	13-02-2023

	Analysis of the research
	13-02-2023
	4
	17-02-2023

	Identification of the audience targeted
	17-02-2023
	2
	19-02-2023

	Determination of the budget of marketing
	19-02-2023
	4
	23-02-2023

	Formulation of marketing strategies
	23-02-2023
	2
	25-02-2023

	Application of designed marketing plan
	25-02-2023
	3
	28-02-2023

	Assessment of the marketing plan
	28-02-2023
	4
	04-03-2023

	Making changes to the marketing plan
	04-03-2023
	3
	07-03-2023


Table 1: Timeline of the marketing plan
(Source: Created by the Learner)
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Figure 1: Gantt chart 
(Source: Created by the Learner)
Control 
In order to measure the success of the whole marketing plan produced Premier Inn is needed 
to make use of KPIs or Key Performance Indicators such as “traffic to MQL or Marketing Qualified Lead, click through rate, subscriber counts, leads, LTV or Lifetime Value of a Customer, CAC or Customer Acquisition Cost and Conversion rate”. With these KPIs taken into consideration, Premier Inn will be able to evaluate its marketing performance in an effective manner and will be able to bring about a number of changes and approaches regarding their marketing in their business (Leboff, 2020)).
[bookmark: _tj5az6uxg4tw]
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In conclusion, it can be said that Premier Inn has been able to adopt significant measures which have enabled the brand to deal with core aspects of the business. However, in order to bring about positive outcomes or benefits from the benefit of business is required to make use of the devised marketing plan which establishes the core aspects of marketing which are needed to be moderated at Premier Inn. The devised marketing plan lays down a comprehensive amount of approach which is needed to be made by Premier Inn in order to harness the benefits associated with the said plan.
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[bookmark: _va4gur2f7yc1][bookmark: _Toc127214899]Introduction
[image: ]The aim of this work is to present an idea of situational analysis and objectives of the leading hospitality brand in the UK, Premier Inn. It further aims to explore the strategies and tactics adopted by the brand in order to expand its business.
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Situation analysis
The situational analysis comprises the 5Cs, which include different strategies to analyse certain factors. The important components of situational analysis are “company”, “collaborators”, “customers”, “competitors” and “climate.” (Li et al., 2023). It lets the brands analyse the market trends.
[bookmark: _qvz0rph4eqb2]Objectives 
The objective of any organisation is the aim of the brand or organisation to grow its business on the large scale and expand its horizons further. The company has already targeted to affix its employee strength and has adopted certain measures to increase its manpower in order to provide better service to its customers (Bas and Sivaprasad, 2021).
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It is the flowchart of plans that the management of a company frames in order to inculcate its objectives and meet its target (Benitti Lorenzett et al., 2020). Premier Inn also adopted certain strategies to grow its business. The framing of policies like partnering with Ryanair to increase the number of customers. Besides this, the brand is also well-known for delivering quality services to its customers which increases the business of Premier Inn.
Tactics 
The tactics adopted by Premier Inn to make the business successful is the “7P of marketing mix”, which comprises factors like products, place, price and promotion (Ravangard et al., 2020). Based on these components the brand frames its policies to conduct business in the hospitality sector and also achieved the tag of being one of the reputed hotels in the UK.
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Action 
The action presents a brief idea about the time taken by the brand to formulate its strategies and implement the actions. It presents the idea of the actions implemented like the establishment of marketing objectives, conducting market audits and research and analysis of that research and many more (Wongkar et al., 2022).
[bookmark: _dwe895kmg1iy]Control 
[bookmark: _y6tytvyast9j]For measuring the success of Premier Inn, certain parameters have been followed by the leading hotel. The KPI index such as MQL or Marketing Qualified Lead, click-through rate, subscriber count, LTV or lifetime value of the customers, consumer rate and many more have been adopted by the brand to measure its business (Zhang et al., 2020).
[bookmark: _fyvt9jdeeqmv][bookmark: _Toc127214903]Conclusion
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To conclude it can be said, Premier Inn has adopted numerous measures to inculcate its objectives by adopting analysing strategically, meeting the objectives and implementing appropriate strategies of partnering with Ryanair to share its customers. Premier Inn also adopted certain tactics to mark its success. Besides this, a brief idea about the action of the brand and its control features are also provided in this work.


[bookmark: _960t10ao7lpe][bookmark: _o5p5jyq0wgoa][bookmark: _Toc127214904]Reference list
Bas, T. and Sivaprasad, S., 2021. COVID-19 and Implications for Future Trends in the UK Travel and Tourism Sector. Available at SSRN 3623404.
Benitti Lorenzett, D., da Silva Wegner, R., Pentiado Godoy, L. and Kreutz Rodrigues, M., 2020. STRATEGIC PLANNING: PERCEPTIONS ABOUT THE IMPORTANCE OF THIS MANAGEMENT TOOL. Brazilian Journal of Management/Revista de Administração Da UFSM, 13.
Czinkota, M.R., Kotabe, M., Vrontis, D., Shams, S.R., Czinkota, M.R., Kotabe, M., Vrontis, D. and Shams, S.R., 2021. Marketing Planning. Marketing Management: Past, Present and Future, pp.43-90.
Egger, R. and Neuburger, L., 2020. Augmented, virtual, and mixed reality in tourism. Handbook of e-Tourism, pp.1-25.
Ferrell, O.C., Hartline, M. and Hochstein, B.W., 2021. Marketing strategy. Cengage Learning.
George, R., 2021. Marketing tourism and hospitality: concepts and cases. Springer Nature.
Leboff, G., 2020. Myths of Marketing: Banish the Misconceptions and Become a Great Marketer. Kogan Page Publishers.
Li, L., Wang, Y. and Zhang, Y.Y., 2023. A critical examination of M&S's current strategic and marketing position, as well as potential sustainable competitive marketing strategies. International Journal of Science and Business, 18(1), pp.108-117.
Morrison, A.M., 2022. Hospitality and travel marketing. Taylor & Francis.
Nalley, M. and Gregory, A.M., 2021. A Case for Change, Market Segmentation and Brand Management. In SAGE Business Cases. International CHRIE.
Page, S.J. and Connell, J., 2020. Tourism accommodation and hospitality services. In Tourism (pp. 216-241). Routledge.
Premierinn. 2023. About Us Premier Inn. [online] Available at: <https://www.premierinn.com/gb/en/why.html> [Accessed: 13 February 2023]. 
Ravangard, R., Khodadad, A. and Bastani, P., 2020. How marketing mix (7Ps) affect the patients’ selection of a hospital: experience of a low-income country. Journal of the Egyptian Public Health Association, 95(1), pp.1-8.

Similar Web 2023 [online] Available at: https://www.similarweb.com/website/premierinn.com/overview.html [Accessed: 13 February 2023]. 
Terence, B., 2022. UK Economic Strategy Presents Opportunity for Businesses, Including Hotels, To'Level Up'.
Wongkar, M., Lapian, S.L.H.J., Tumbuan, W.J.A. and Ogi, I.W., 2022. Application of Marketing Strategy Audit as Strategic Control. World of Science: Journal on Modern Research Methodologies, 1(2), pp.94-102.
Zhang, T., Liu, S., Qiu, W., Lin, Z., Zhu, L., Zhao, D., Qian, M. and Yang, L., 2020. KPI-based Real-time Situational Awareness for Power Systems with a High Proportion of Renewable Energy Sources. CSEE Journal of Power and Energy Systems, 8(4), pp.1060-1073.








[bookmark: _yoyfxa3pcl86][bookmark: _Toc127214905]Appendices
High price
Low price
Low quality
High quality
Premier Inn
Sheraton
Hilton Hotel
Moxy
Travelodge

Figure 2: Perceptual positioning map
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