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Executive summary
The following report sheds light on the designing of a marketing plan for Premier Inn. Conducting a situational analysis with the 5C framework, the report identifies the SMART objectives and creates a value proposition for Premier Inn. The report evaluates the impact of the micro and macro business environment. Further, a marketing mix using a 4p strategy is developed. Discussing the success measure, an action plan using a Gantt chart is formulated which categorised the marketing channel schedule for Premier Inn. 
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[bookmark: _Toc128505242]Introduction 
A marketing plan documents a detailed strategy that helps businesses to develop operational initiatives. This particular report will emphasize the development of a marketing plan for a UK hotel brand, Premier Inn. The purpose of this report is to conduct research and propose strategies that will help Premier Inn to improve its business functions. It is prepared to evaluate different frameworks and models. The marketing plan will therefore conduct a situational analysis using the 5C framework. Overviewing the SMART objectives, the marketing plan will explain the value proposition and focuses on the application of the 4p marketing mix. Further, a Gantt chart will be formulated and summarising the entire findings of the study, a conclusion will be drawn. 
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Figure 1: Logo of Premier Inn
(Source: Premier Inn Hotels, 2023)
[bookmark: _Toc128505243]Situational analysis 
[bookmark: _Toc128505244]Company: SWOT analysis
	Strengths
	Weaknesses 

	· The occupancy rate is more than 78.4%. 
· Premier Inn is the largest hotel chain in the UK (Premier Inn Hotels, 2023).
·  It serves more than 5 million customers with 800 hotel services. 
	· The covid-19 pandemic has increased the challenges with refund options.
· Hygiene issues with sanitisation, cleanliness, and proper staff maintenance (Quezada et al., 2019).  

	Opportunities 
	Threats

	· Expected growth in Germany with 28 hotels.
· Exploring new markets in the eastern globe.
· Investing in digital marketing strategies. 
	· Threats of competitors like Holiday Inn, Ibis, Easyhotel, Hilton etc. (Puyt et al., 2023). 
· Challenges with lockdown in future. 


Table 1: SWOT analysis of Premier Inn
(Source: As created by the author)
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Segmentation
Premier Inn offers customers the best budget hotels. The categorisation of the customer base is therefore associated with behavioural segmentation based on spending habits, interaction with brands etc. (George, 2021). 
Targeting
The target market of Premier Inn is tour groups, small conference groups, business travellers, couples etc. Families looking for budget-friendly accommodation, businessmen looking for premium suits, sharing rooms for solo travellers etc. are the main customer segment of Premier Inn. 
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Perceptual positioning map
[image: ]
Figure 2: Perceptual map
(Source: As created by the author)
The above perceptual map positions Premier Inn between the axes of high quality and low price. This is helping the brand to enhance its brand image by offering customers affordable accommodation. The challenges regarding covid-19 pandemic has impacted on the overall growth and functions of business. The competitors like Holton Hotel and Ritz Carlton are positioned within the high quality and high pricing strategy. 
Bowman's strategy clock
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Figure 3: Bowman’s strategy clock
(Source: Czinkota et al., 2021)
The above image illustrates the eight categories that position brands based on perceived value and pricing strategy. The stagey is based on the identification of a category which companies are following (Czinkota et al., 2021). Currently, the company holds a position between differentiation and low price within position 3 of the hybrid category. This is promoting business success by balancing business aspects to optimise profitability. In future, it is important for the company to shift the business focus into a differentiation position. 
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B2B relationships: The collaboration of Premier Inn will help in maintaining strong control over business functions efficiently. Owing to the pandemic outbreak, the company has faced a huge loss with the declination of sales by 23% (Premier Inn Hotels, 2023). Accessing the oppurtunities of developing a marketing plan, b2b collaboration will improve business operations. 
Partnerships: Partnerships will ensure brand expansion across countries like China, Korea and Japan (Samatovich, 2021). 
Franchise: The franchise will access opportunities for business expansion to enhance its business reputation. 
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Refer to Appendix 1
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The SMART objectives for Premier Inn are-
· Specific: To develop a potential marketing plan.  
· Measurable: To conduct research and evaluate the macro business environment and customer needs.  
· Achievable: To outline market strategies and plan actions. 
· Realistic: To keep the marketing plan updated based on the changing scenario. 
· Timetable: To accomplish the goal within the next 6 months. 
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Value proposition 
	Value proposition

	Customer profile 
· Gains: The marketing plan will help the company to improve productivity and profitability. 
· Pains: Changing demands of customers can create confusion regarding the design of the plan (Guillet, and Chu, 2021). 
· Customer jobs: To reduce cancellations and take the affordable accommodation facilities of Premier Inn. 
	Value map
· Gain creator: Premier Inn will be extensively benefited with the designing of the marketing plan. 
· Pain reliever: Premier Inn with the help of the marketing plan will be able to improve profitability by overcoming challenges. 
· Products and services: The availability of both affordable and luxurious accommodation facilities will improve the brand reputation of Premier Inn.  


Table 2: The value proposition of Premier Inn
(Source: As created by the author)
Understanding customer needs, Premier Inn communicates the value proposition, by determining promise. With the help of the market plan, the brand will be able to link value propositions by converting the target audience into customers.   
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Marketing mix
Product: Premier Inn offers single and double bed facilities, travel cots for babies and pullout sofas for kids. Free Wi-Fi, food and beverage facilities, free view TV etc. are the features.  
Place: Premier Inn is located across countries that you came to Qatar UAE Island etc. Customers can directly book rooms from the hotel's website and locate places from Google (Premier Inn Hotels, 2023). Apart from that, the rooms can be booked from websites like lastminute.com, and booking.com. 
Price: The Company facilitates customers with flexible pricing options. During festivals like Christmas and others, up to 30% discount is offered (George, 2021). In countries like Qatar and UAE, for the pilgrimage to Mecca, huge discounts are provided.
Promotion: The hotel should be considering the promotional strategy both online and offline. Expanding the digital reach and developing an advertising plan, the brand will be able to reach out to the maximum number of customers. With the help of a communication mix, the brand can increase marketing through social media, advertising, websites, events, exhibitions etc. 
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	Activities
	1st week
 
	2nd week
 
	3rd week 
	4th week
	5th week
 

	Choosing the hotel
	 
	 
	 
	 
	 

	Conducting a situational analysis
	 
	 
	 
	 
	 

	Determining micro and macro business environment
	 
	 
	 
	 
	 

	Positioning of the brand
	 
	 
	 
	 
	 

	Creating a value proposition
	 
	 
	 
	 
	 

	Conducting a marketing mix
	 
	 
	 
	 
	 

	Scheduling the Time Plan
	 
	 
	·          
	 
	 

	Determining success factors
	 
	 
	 
	 
	 


Table 3: Gantt chart
(Source: As created by the author)
The timetables will ensure the accomplishment of the goal to design a marketing plan for Premier Inn. This will help the company in managing informed decisions to improve business growth and success. 
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With the help of KPI (Key Performance Indicator), Premier Inn will be able to manage success. This will have been a company in achieving the goal of developing a market plan. Comparing company success, KPI will ensure the growth of business studies. The success will be measured by estimating the growth of new customers and identifying the positive influence of the growth towards the brand reputation (Samatovich, 2021). The marketing plan helped in the growth of customers by 23%, which will lead to the improvement of profit by 39% of Premier Inn. 
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From the overall discussion, it can be concluded that a marketing plan actively participates in developing initiatives to improve business functions. The above marketing plan outlines the 5C communication strategy, SMART objectives, value proposition and a Gantt chart for Premier Inn. The company might face challenges regarding the implementation of the marketing plan including employee resistance and changing needs of the customers, an outbreak of a pandemic like covid-19. In future, Premier Inn must develop customer-centric approaches that will help in the business growth by managing productivity and profitability. 
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Appendix 1
	Factors 
	Impact 
	Discussion 

	Political 
	Threats
	Government regulations, Brexit and others and others in the UK are increasing challenges for Premier Inn to operate in different locations like Ireland, UAE etc. 

	Economic 
	Threats
	Currency fluctuation, disposable income of the population, inflation rate and interest rate is generating a negative impact on business (Premier Inn Hotels, 2023). 

	Social
	Opportunities 
	With the changing demands of customers, Premier Inn is offering free Wi-Fi, and free tea and coffee services in the UK. 

	Technology 
	Opportunities 
	With the help of customer service analytics, chatbots, virtual customer assistance and others, Premier Inn is able to manage business attributes. 

	Environmental 
	Opportunities 
	Using solar energy, water-efficient showers and energy-saving lights, the brand is aiming to generate a positive impact on the environment (Çitilci and Akbalık, 2020). 

	Legal
	Threats
	In the UK, Consumer Safety Laws, the Data Protection Act and other legal frameworks are increasing challenges for the business by breaching confidential data. 


Table 1: PESTEL analysis
(Source: As created by the author)
Appendix 2
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Figure 1: Comfortable rooms by Premier Inn
(Source: Premier Inn Hotels, 2023)
Appendix 3
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Figure 2: SWOT analysis
(Figure: Quezada et al., 2019)
Appendix 4
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Figure 3: PESTEL analysis
(Source: Çitilci and Akbalık, 2020)
Appendix 5
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Figure 4: Value proposition
(Source: George, 2021)
Appendix 6
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Figure 5: 4p marketing mix
(Source: Czinkota et al., 2021)
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