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Component A
1. Introduction 
The marketing plan is used to define the strategies to increase brand awareness and engage its audiences in order to achieve the business objectives and expand the business. The report is thus being prepared for the Hotel Premier Inn to understand the situation analysis and objectives of the marketing plan. The report has further discussed the tactics using the 4 Ps of the marketing mix used by the hotel and the action taken for marketing activities. The report has also identified the USP and its features and benefits and the way success is measured in an organisation.
2. Situation analysis  

	Strengths
	Weaknesses
	Opportunities
	Threats

	It's well-known in UK hospitality (George, 2021). It offers customer service and employee training.
	It is heavily reliant on the UK market and it has a limited presence in other parts of the world. 
	The firm can increase the diversity of its products and expand its business in other countries.  
	The changes in the customer’s preferences for vacation rentals over traditional hotels provide a threat to the hotel.

	
	
	
	



Table 1: Situation analysis 
Source: (Created by the learner)
Premier Inn separates markets by demographics, psychographics, and behavior. Business, leisure, budget, and location-based travellers are major groups. Premier Inn targets budget-conscious and business travellers that prioritise price, quality, comfort, and accessibility in their accommodations (Ibrahim and Harrison, 2020). Premier Inn employs internet ads, social media, and reward programmes to reach these sectors.

	Negotiating Power of suppliers
	Negotiating power of buyers
	Hazards of substitution
	Hazards of new entrants
	Competitive rivalry 

	Suppliers are the most important thing for hotel Premier Inn as they provide a large number of raw materials.
	The firm relies on customers for funding (Schweinsberg et al., 2022). The company has little risk.
	Premier Inn's consistency and brand image reduce risk.
	The brand recognition and economies of scale make it difficult for the other entrants to compete with the firm.
	The hotel faces competition from budget hotel chains making the risk factor medium for the hotel. 



Table 2: Porter’s five forces 
Sources: (Created by the learners)
Premier Inn franchises its properties. This business-to-business (B2B) partnership helps the hotel develop quickly and effectively, saving capital and operating expenses. The franchise model gives the hotel authority over its brand, designs, construction, and marketing. Premier Inn receives a royalty from the franchise.

	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	Changes in government policies and regulations can impact the industry.
	Changes in interest rates and inflation affect the operation cost and investment decisions. 
	The growing interest in sustainable and eco-friendly practices influences consumer behaviour.
	Advancements in technology have changed the customers' experiences and interactions with the hotel (Odey,  2021).
	Compliance with regulations and data is important for the hospitality industry. 
	Increasing public concerns for the environment may influence customer demand for eco-friendly hotels and practices. 



Table 3: PESTLE analysis 
Source: (Created by the learner)
3. Objectives  
The specific objectives of the marketing plan for hotel Premier Inn are to increase its brand awareness and drive more traffic to its hotels and ultimately increase its revenue and profitability. The marketing plan aims to identify and target specific customer segments such as budget-conscious, business and family travellers (Clow & Baack, 2013). Moreover, the firm often tends to expand its business range in different countries in order to further strengthen its brand image as well as customer base. Doing so will allow the firm to maintain the sustainability of the business and hold its specific position in its field. 
4. Strategy
The Bowman’s Strategy clock is an important and easy-to-use strategy that allows businesses to position their brand in the market based on the perceived value as well as prices. According to the model, there are eight different strategies that help businesses to place their specific position in their target market (Housden, 2008). These strategies include “low price of the products/services and low value-added, maintaining low prices, fusion, distinction, focused distinction, risky high limits, domination pricing and failure of the market share”.  Successfully applying these strategies will allow the Premier Inn to successfully maintain its specific position and brand image and operate its business in an efficient and effective way (Kotler and Kartajaya, 2017). The model is thus simple to understand and use, it often provides a wide range of starting points to the discussed strategy and the model is often said to be more comprehensive than some similar kinds of models. 
5. Tactics
The marketing mix is the framework of a marketing strategy that contains the elements of product, place, price and promotion (Lahtinen et al., 2020). Premiere Inn’s marketing mix is designed to provide affordable and convenient accommodation to its range of customers while building strong brand recognition and loyalty through targeted promotions and customer engagement (Srivastava et. Al., 2022). 
Product: Premiere Inn’s product is hotel accommodation. The company provides numerous rooms to meet the needs of different segments of customers from standard rooms for budget-conscious travellers to family rooms and suites. The company also offers comfortable and accessible rooms to business travellers looking at their comfort (Haydn, 2019). The company also offers additional services such as restaurants, meeting rooms and WIFI to its customers. Thus, Premiere Inn recognises the customer's preferences well and thus tends to provide the best quality customer services in demand to meet their desires and expectations (George, 2021). 
Place: Hotel Premiere Inn is located in strategic locations such as city centres, airports and popular tourist destinations (Ghauri, 2014). The company operates more than 800 hotels across the UK and Europe and is looking for expanding its business and presence in other regions such as the Middle East and Asia. It has its own website that allows customers to book their nearest Premier Inn online. 
Price: Premier Inn’s pricing strategy is mainly focused on offering affordable accommodations to its budget-conscious travellers. The company thus uses dynamic pricing to adjust its rates based on factors such as demand and seasonality. The premiere Inn also offers additional promotions and discount offers to its customers. They do that so the customers get attracted to the offers and book the hotel rooms directly through its website and loyalty programs (Ryan, 2012). The pricing is transparent in the hotel it varies depending on the location and time.
Promotion: The hotel Premier Inn's promotion strategy is focused on building brand awareness and driving more bookings (Soliman & Mansour, 2017). The company thus uses a variety of marketing channels such as online advertisements, social media, TV ads, email marketing and loyalty programs (Chaffey and Ellis- Chadwick, 2019). The Premier Inn also additionally engages with its customer through its customer service channels. They do so that a strong relationship is built between the customers and hotels thus encouraging repeat bookings. 
6. Action plan  
In the context of a business, a "action plan" is a comprehensive plan that specifies the steps to be taken to get a desired outcome. Detailed tasks, due dates, and available resources should all be outlined in this plan. A well-defined plan of action may help a company make more informed decisions and operate more effectively. Regular reviews of the action plan are necessary to ensure that the business is proceeding in the right direction. In this instance, the action plan is depicted using a GANTT chart that can be seen in the Appendix section.
7. Control  
The Premier Inn hotel is a successful hotel and is often considered to be one of the best choices for many customers. The hotel provides the best services to its customers, which is often one of the key reasons behind its success. Furthermore, the bike and kid-friendly image of the firm with free wifi 24 hours is thus regarded as a great selling point of the hotel. These techniques keep the hotel brand ahead of its competition and in its niche. The greatest hotel services help the company create a strong relationship with its clients and boost its brand image.
8. Conclusion
The above report stated that one of the challenges faced by Premier Inn is intense competition in the hospitality industry with many established players and new entrants for the market share. This competition can make it difficult for Premiere Inn to stand out and attract customers. To address this challenge, Premiere Inn can focus on differentiation and building a strong brand identity. The company can use the different offerings and services to the customers to stand out from its competitors. They can make use of sustainable practices or even partner with local businesses to offer exclusive experiences for guests.  
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 The following presentation will provide you with some information on the many aspects that have an effect on the business of Premier Inn. In the presentation, evidence in the form of a SWOT analysis, Porter's five forces analysis, and PESTLE analysis framework has been provided to back up the assertion. The acronym "SWOT" stands for "strengths, weaknesses, opportunities, and threats," and a study of a company uses these terms. The analysis of Porter's Five Forces considers the competitiveness, the power of providers, the force of buyers, the threat of replacements, and the threat of new entrants. An examination of a company using the PESTLE framework involves looking at the political, economic, social, technical, legal, and environmental aspects that have an impact on the company.
[bookmark: _Toc128750501][bookmark: _Toc128759428]2. Competitor's analysis of Premier Inn 
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 The Porter’s five forces framework helps Premier Inn to identify where the power lies in the business. 
Bargaining power of suppliers- They brings the raw materials required to the hotel from different ranges and thus are very important to the business. There is a low risk factor for the firm considering this factor. 
Bargaining power of customers- Customers are very important to the hotel chain as they are the main source of funds but the risk factor is low considering this factor to the firm (Giousmpasoglou and Hua, 2020). 
Threats of substitution- The risk factor is low for the Premier Inn hotel for substitution since it has successfully been able to hold its specific position for decades in its field. 
Threats of new entry- There is a low-risk factor for the firm regarding the new entry threat since it holds a strong foundation.  
Competitive rivalry- There is a constant increase in the brand’; thereby, the risk factor is medium for the brand. 
[bookmark: _Toc128750502][bookmark: _Toc128759429]3. Premier Inn SWOT analysis.
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	Strengths 
	Weakness
	Opportunities 
	Threats 

	Premier Inn is a multinational hotel brand and possess a strong base and reputation. 
	The firm has a limited global presence and more than that, it has refund issues, which are its key weaknesses (Haydn, 2019). 
	The firm tends to enter the market in Germany in order to further explore its business. 
	Increase in competition as well as the needs and wants of the growing customers. 



Table 4: SWOT analysis of premier Inn 
Source: (Haydn, 2019)
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	Political factor
The hotel had to face adverse issues in its business during the times of the Covid-19 epidemic. 
	Economic factors 
The growth in the inflation rate, economic growth, rate of unemployment and so on in the country are often very important for the hotel to consider. 
	Social factor 
The change in the expectations and wants of the growing customers are thus very challenging to the firm (Akbari et al., 2021). 

	Technological factor 
The firm tends to implement advanced and modern forms of technologies in order to improve its business performance. 
	Legal factor 
The hotel must follow various regulations to operate its business appropriately and effectively in different countries (Srivastava et al., 2022). 
	Environmental factor 
The firm focuses on taking safety measures and environmental control programs for the welfare of the environment. 


Table 5: pestle analysis 
Source: (Srivastava et al., 2022)

[bookmark: _Toc128750504][bookmark: _Toc128759431]5. Segmentation, targeting and positioning 
[image: ]
 The firm targets people of every age and across the world. Further, the firm mainly uses the social media platforms like Facebook, Youtube and so on for promoting its products and services to its customers (George, 2021). Using these platforms often allows the firm to maintain its proper relationship with the customers and know about their exact needs and wants. 
[bookmark: _Toc128750505][bookmark: _Toc128759432]6. Conclusion
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 From the above presentation, it can be analyzed that, SWOT, PESTLE, and Porter's five forces analysis are thus are very essential frameworks for Premier Inn. with the help of these frameworks, the firm gets to know about its potential and limitations and work on it so that it could operate its business more efficiently.
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Figure: Action Plan Through GANTT Chart
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