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Assessment Two (Individual Presentation & Supporting Marketing Plan)
[bookmark: _Toc159500093]Introduction
This marketing plan is prepared for Premier Inn and Hilton Hotel in aims to increase its share of the business travel market. It utilises key frameworks including SOSTAC, the Marketing Mix, and Ansoff's Matrix. Premier Inn is a UK budget hotel chain known for affordable rates and essential amenities. However, competition is increasing from both budget and upscale brands. This plan outlines an integrated strategy focused on improving Premier Inn's value proposition for business travelers. Tactics leverage digital communications channels preferred by corporate customers. By enhancing Premier Inn's offering for business guests while retaining its budget-friendly price point, the plan aims to drive increased bookings and loyalty among business travelers.
[bookmark: _Toc159500094]Situational Analysis (5 C’s)
	Company: SWOT analysis 
Strength: Premier Inn is well-known for its economical rates, its handy locations, and its quality that is constant throughout (Smith, 2021). On the other hand, reviewers point out that the rooms are too tiny and there are not enough facilities.
Weakness: The complicated branding and high costs of Hilton are two of the company's shortcomings, despite the fact that it has an aspirational luxury image and a worldwide rewards programme.
Opportunity: The value of Premier Inn is praised in reviews; however, the absence of additional amenities is mentioned (Lee, 2020). Despite the hefty rates, Hilton evaluations emphasise the outstanding service they provide. 
	Customers
Good locations, facilities, rewards programmes, and value are among the most important requirements for customers which may not be available at all times.
	Competitors
Competitors: Perceptual Positioning Map
A perceptual map reveals that Premier Inn is the undisputed leader in the budget class due to the cheap costs it offers. Because of its superior facilities and service, Hilton is the undisputed leader in the luxury market (Euromonitor, 2021). It is important for Premier Inn to maintain its bargain posture, while Hilton should capitalise on its aspirational image.
	Collaborators
When it comes to distribution and advantages, partnerships are essential. By forming partnerships with Whitbread eateries, Premier Inn is able to broaden its range of services (Mintel, 2022). By forming partnerships with airlines, credit cards, and car rental companies, Hilton is able to improve its rewards programme.
	Climate (PESTLE)
A number of important macro variables include the development of hybrid business travel, which Hilton can target, as well as the expansion of domestic staycations, which are beneficial to Premier Inn. An economic downturn, on the other hand, may have an effect on both brands (hotelmanagement.net, 2021).
	Marketing Mix
Value is the primary emphasis of Premier Inn's marketing strategy, which includes having reasonable pricing and rates, being located in handy areas, and providing needed facilities (Hays et al., 2021). Upmarket travellers are the target audience for Hilton's mix, which places an emphasis on premium experiences, amenities, and incentive programmes. Both of these businesses should prioritise the use of digital platforms for distribution and interaction purposes.
[bookmark: _Toc159500095]Objectives
•	SMART target
The goal of this marketing plan is to increase Premier Inn's market share of business travelers from 32% to 40% and increase revenue from corporate bookings by 10% by Q4 2024. 
This will be achieved by enhancing Premier Inn's value proposition with improved amenities and loyalty benefits targeted at hybrid business travellers (Phocuswright, 2021). Key performance indicators will include website visits from corporate IP addresses, bookings using corporate codes, revenue from business bookings, and customer satisfaction scores among business travelers. Implementing this plan with improved products and messaging focused on business customers will allow Premier Inn to attract a greater share of corporate travelers.

[bookmark: _Toc159500096]Strategy
Ansoff Matrix (Strategy: Market Penetration Strategy)
Premier Inn will pursue a market penetration strategy, selling more of its current value hotel offering to its existing market of business travelers.
Ansoff’s matrix: Expanding offerings 
The new value proposition will focus on enhancing amenities for business customers like upgraded WiFi, workspaces in rooms, and lobby refreshment stations (Econsultancy, 2022). Premier Inn will also launch a new corporate loyalty program with exclusive rates and benefits tailored to companies. This expanded offering provides an improved customer experience while retaining Premier Inn's budget-conscious value pricing. It aims to increase share of wallet and loyalty among business travelers currently using Premier Inn, allowing deeper market penetration.
Changes to the marketing mix 
Product: Improved in-room amenities for business travelers.
Price: Special corporate rates and discounts for loyalty program.
Promotion: Targeted digital ads and content highlighting business amenities.
Place: Listings on corporate travel booking sites. Partnerships with travel management companies.
The focus remains value, but with additions catering to business travelers' needs for productivity, convenience and recognition (Pearce, 2021). This maintains Premier Inn's core strengths while addressing a valuable target customer segment through enhancements in product, price and promotions. The strategy aims to drive growth by increasing penetration in the existing business traveler market.





[bookmark: _Toc159500097]Tactics
RACE/Communication Mix
Premier Inn will use a range of RACE model tactics to communicate the new business traveler-focused value proposition (Statista, 2022).
· Reach: Targeted digital ads on business travel sites and social media platforms frequented by corporate travelers to increase awareness.
· Act: An email campaign to companies highlighting the new corporate rates and amenities encouraging bookings. Social media content showcasing enhanced in-room business features.
· Convert: Tailored landing pages for corporate bookings and the loyalty program driving conversion. Email nurturing sequences that educate and encourage sign-ups (Pearce, 2021).
· Engage: Social media engagement with business travelers focusing on productivity, travel tips and promoting the loyalty program.
The communication mix will emphasise digital channels preferred by business customers.
· Social media will highlight Premier Inn's business amenities through engaging posts and employee spotlights (Smith, 2021).
· Paid search and display ads will use targeted keywords driving traffic to enhanced corporate booking pages.
· The website will communicate business amenities, corporate rates and showcase the loyalty program.
· Email campaigns, retargeting and nurturing sequences will educate and convert corporate bookers.
By leveraging multiple digital touchpoints, Premier Inn can increase awareness of its improved business offering, drive bookings and engage corporate travelers. Tactics are integrated across channels and tailored to reach, resonate with and convert the target B2B audience (Lee, 2020).


[bookmark: _Toc159500098]Action
Paid Search Ads
· Metrics: Clicks, CTR, Conversions
· Schedule: Ongoing but higher budget Jan, April, Sept, Nov to align with peak travel periods
Display Ads
· Metrics: Impressions, CTR, Traffic
· Schedule: Align creatives with seasonal travel trends and patterns
Email Campaigns
· Metrics: Open rate, CTR, Registrations
· Schedule: Monthly focusing on promotions and new amenities
Social Media
· Metrics: Engagement, Reach, Link clicks
· Schedule: 2-3x per week highlight business features and travel tips
Retargeting Ads
· Metrics: CTR, Conversions
· Schedule: Ongoing to re-engage website visitors (Mintel, 2022)
This schedule focuses on digital channels preferred by business travelers. Initiatives are aligned to travel industry calendars, seasonal trends, and target audience behaviors. Schedule intensifies during observed booking cycles. Metrics focus on driving engagement, website traffic, conversions and sales (Hays et al., 2021).
The always-on channels like paid search and retargeting maintain presence throughout the year. Seasonal efforts like display ads and tailored social media align to peak travel periods when audience is most active. Email nurtures and converts loyal corporate audience.
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Figure 1Gnatt Chart
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Success will be measured by increased market share and revenue from business bookings, improved perception and satisfaction scores, and engagement metrics (Pearce, 2021). Key performance indicators include website traffic and conversions from target corporate IP addresses, revenue growth from business segment, bookings using newly launched corporate codes, enrolment in loyalty program, social reach and engagement among business audience, and surveys tracking brand perception/NPS scores among corporate travellers (Phocuswright, 2021). These metrics reflect achievement of goals to penetrate the business travel market. They provide quantifiable indicators tied to awareness, consideration, conversions, and customer loyalty. Tracking these KPIs will enable agile optimisation during plan execution.
[bookmark: _Toc159500100]Conclusion
This plan aims to increase Premier Inn's share of the business travel market through enhancements to amenities, pricing, and loyalty programs. By improving the customer experience for corporate travelers while retaining its budget-friendly value proposition, Premier Inn can gain increased wallet share among business guests. Tactics emphasise targeted digital communications tailored to how business customers research and book travel. Tracking engagement, conversions, and revenues will enable agile plan optimisation. Executing an integrated strategy focused on penetrating the high-potential business traveler segment will drive growth for Premier Inn. Further opportunities exist to expand partnerships and amenities to sustain growth.
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INTRODUCTION

This marketing plan is prepared for Premier Inn and
Hilton Hotel in aims to increase its share of the
business travel market. It utilizes key frameworks
including SOSTAC, the Marketing Mix, and Ansoff's
Matrix. Premier Inn is a UK budget hotel chain known
for affordable rates and essential amenities.
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SITUATIONAL ANALYSIS (5 C’S)

Customers Good locations, facilities,rewards programmes, and value are among the most important
requirements for customers which may not be available at all times.
Competitors Because of its superior facilities and service, Hilton is the undisputed leader in the luxury market. It is

important for Premier Inn to maintain its bargain posture, while Hilton should capitalise on its aspirational
image.

Collaborators

When it comes to distribution and advantages, partnerships are essential. By forming partnerships with
Whitbread eateries, Premier Inn is able to broaden its range of services. By forming partnerships with airlines,
credit cards, and car rental companies, Hilton is able to improve its rewards programme.

Climate A number of important macro variables include the development of hybrid business travel, which Hilton can

(PESTLE) target, as well as the expansion of domestic staycations, which are beneficial to Premier Inn.An economic
downturn, on the other hand, may have an effect on both brands.

Company: Strength: Premier Inn is well-known for its economical rates, its handy locations, and its quality that is constant

SWOT analysis | throughout. On the other hand, reviewers point out that the rooms are too tiny and there are not enough

facilities.

Weakness: The complicated branding and high costs of Hilton are two of the company's shortcomings, despite
the fact that it has an aspirational luxury image and a worldwide rewards programme.

Opportunity: The value of Premier Inn is praised in reviews,however the absence of additional ameni
mentioned. Despite the hefty rates, Hilton evaluations emphasise the outstanding service they provide.




image5.JPG
OBJECTIVES

SMART target

The goal of this marketing plan is to increase Premier Inn's market share of

business travelers from 32% to 40% and increase revenue from corporate

bookings by 10% by Q4 2024.




image6.JPG
STRATEGY

Ansoff Matrix (Strategy: Market Penetration Strategy)

Premier Inn will pursue a market penetration strategy, selling more of its current value hotel offering to its existing market of

business travelers.

Ansoff’s matrix: Expanding offerings

The new value proposition will focus on enhancing amenities for business customers like upgraded wifi, workspaces in
rooms, and lobby refreshment stations. Premier Inn will also launch a new corporate loyalty program with exclusive rates

and benefits tailored to companies.
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CHANGES TO THE MARKETING MIX

Product: Improved in-room amenities for business travelers.
Price: Special corporate rates and discounts for loyalty program.

Promotion: Targeted digital ads and content highlighting business

amenities.

Place: Listings on corporate travel booking sites. Partnerships with

travel management companies.
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TACTIC (RACE)

Reach: Targeted digital ads on business travel sites and social media platforms frequented by corporate travelers to

increase awareness.

Act: An email campaign to companies highlighting the new corporate rates and amenities encouraging bookings. Social

media content showcasing enhanced in-room business features.

Convert: Tailored landing pages for corporate bookings and the loyalty program driving conversion. Email nurturing

sequences that educate and encourage sign-ups (Pearce, 2021).

Engage: Social media engagement with business travelers focusing on productivity, travel tips and promoting the loyalty

program.
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ACTION

Paid Search Ads
Metrics: Clicks, CTR, Conversions
Schedule:Ongoing but higher budget Jan,April, Sept, Nov to align
with peak travel periods
Display Ads
Metrics: Impressions, CTR, Traffic
Schedule:Align creatives with seasonal travel trends and patterns
Email Campaigns
Metrics: Open rate, CTR, Registrations
Schedule:Monthly focusing on promotions and new amenities
Social Media
Metrics: Engagement, Reach, Link clicks
Schedule:2-3x per week highlight business features and travel
tips

RetargetingAds
Metrics: CTR, Conversions

Schedule:Ongoing to re-engage website visitors
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CONTROL

Success will be measured by

* Increased market share and revenue from business bookings,
» Improved perception and satisfaction scores, and engagement metrics.

Key performance indicators include

Website traffic and conversions from target corporate ip addresses,

Revenue growth from business segment, bookings using newly launched corporate codes,
Enrollment in loyalty program,

Social reach and engagement among business audience, and

Surveys tracking brand perception/nps scores among corporate travelers.
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CONCLUSION

This plan aims to increase Premier Inn's share of the business travel market through
enhancements to amenities, pricing, and loyalty programs. By improving the customer
experience for corporate travelers, Premier Inn can gain increased wallet share among
business guests. Tracking engagement, conversions, and revenues will enable agile plan
optimization. Executing an integrated strategy focused on penetrating the high-potential

business traveler segment will drive growth for both hotels.
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