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Introduction 
The purpose of this marketing plan is to identify untapped promotional opportunities for the Premier Inn hotel chain. The Premier Inn hotel brand is one of the most well-known brands in the field due to the accessibility it offers to clients, being present in capitals, and  important international cities, but also in more isolated locations and suburbs. The present marketing plan is based on the SOSTAC panel, finding analysis techniques such as SWOT, PESTEL and others. The results of this marketing plan will indicate the degree of loyalty of new customers, but also financial aspects such as the profitability resulting from the applicability of the new strategy.
Situation Analysis 
Company: SWOT analysis (Micro analysis)
	Strengths
· Premier Inn is a well known brand 
· Improve offer quality and  numerous facilities for clients (Bagrii and Palamarek, 2020).
· Large geographical area

	Weaknesses
· The struggle with obtaining qualified personnel in the field to promote international standards
· Registering a lower number of clients, especially in Europe in the current context. 
· Limited intensive promotion on social media

	Opportunities
· Increasing customer satisfaction in terms of reducing operational and investment costs can be possible through IoT (Internet of Things) (Car et al.,  2019)
· Creating international promotional packages and increasing tourism
	Threats
· Continuous innovation from competitors raising market standards and loss of customer loyalty (Gheribi, 2018).
· The soft skills of the employees endanger the profitability of the brand (Dachhyar, 2020)



Customers:
The accessibility of promotional packages and daily prices makes Premier Inn dedicated to a wide range of customers: from couples to large families, from tourists excited to experience to business people. Responsible tourism will guide the strengthening of the hotel brand after the event (Bas and Sivaprasad 2022).

Competitors:
The awareness of competitive intelligence contributes to a positive influence on the strategic flexibility that our hotel brand has in relation to the main competitors on the market  (Hossain et al., 2022). Some examples of the most feared competitors in the hotel field are the Marriott brand, Ibis, Moxy, Travelodge etc.
Collaborators:
Premier Inn has collaborations with: GDS platform (e.g. Amadeus, Apollo or Galileo) and partners for highest technology (e.g. Hotelhub, Vibe, Atriis). 
Climate: PESTEL (Macro analysis)
	P
	E
	S
	T
	E
	L

	Political
	Economical
	Social
	Technological
	Environmental
	Legal

	Although the Brexit transition period can be considered completed, tourists are still reluctant to choose the UK as a holiday destination, especially for large families (Braun and Zenker, 2022)
	In addition to all other disruptive global events, for the hotel sector the inflation rate still represents a major problem, registering in the UK for January 2023 an inflation rate of 11.1% (Ayub and Pusparini, 2022)
	From a social point of view, customers are oriented towards hotel brands that inspire them with safety  (Kaya et al., 2022)
	The century in which we live represents the "century of speed", therefore the emphasis falls on the intense technology and robotization of accessing hotels as well as the advertising methods promoted by the big brands (Ayyildiz et al., 2022)
	The effects generated by disruptive global events such as the Covid-19 Pandemic, the war in Ukraine, the global energy crisis and the devastating earthquake in Turkey and Syria are destabilizing the hotel industry, making it increasingly fragile (Dogan et al., 2022)
	In terms of legislation, in 2022 the UK government concludes an agreement with New Zealand regarding alcohol free trading (GOV UK, 2022)



Objectives 
Analyzing the current situation, we propose that the main objective of the marketing plan is the promotion in social media by famous influencers from the UK and beyond. We want to get an average of 25% new customers who will benefit from our products and services and a loyalty of at least 15%. Considering the given strategy, we expect to obtain in the first 3 quarters of the year an increase in the profit margin by approximately 10% compared to the same period of the previous year.

Strategy 
Observing Bowman's Strategy Clock indicates that the analysed hotel brand is at level 4 - Differentiation.. Taking into account the current trend, also practiced by other popular brands both in the hotel industry and in other fields, people tend to be impressed by the outcome that other customers have, and the recommendation of a product or service by an influencer it is much more appreciated by potential customers compared to the reviews written on the sample web page. Therefore, our strategy is to promote the brand through influencers. Therefore, over the course of 6 months, we will analyse the behaviour of customers adapted according to our marketing strategy.

Tactics 
Marketing mix:
Product: 
As we already know from theory, the hotel industry offers its customers tangible and intangible products. At Premier Inn you can find high-quality elements so that increased comfort is rendered. The good taste with which the design of each room was created gives customers unique experiences in accordance with the feeling of safety. for example, for the specific category of customers who are on a business trip, Premier Inn ensures the tranquillity and facilities that the customer needs to carry out his activity within normal parameters. Among the facilities, we find a mini-bar, fitness room, spaces designed for children, and free parking.
Price
Although our hotel brand offers its customers products and services that satisfy their demanding requirements, it continues to keep prices at an affordable level. For example, on Valentine's Day, for a weekend in London for a couple in love, the price of a room is £296. Like other hotel brands, Premier Inn maintains customer loyalty by also offering discounts (Jaeger and Pahiyiannakis 2020).
Place
Premier Inn presents a loaded and branched history depending on the areas of expansion. Currently, the mentioned brand represents one of the largest hotel chains in the UK, having approximately 72,000 rooms concentrated in approximately 800 hotels. As international locations, we can mention Dubai, Frankfurt, Doha, and others.
Promotion
Taking into account the limited time of customers and the current level of technology along with the impact that social media has, the analysed hotel brand succeeds in covering all categories of the public by being active in television advertisements, on the main streaming channel (having advertising of 7- 10 seconds before the start of a video) or in social media such as Facebook, Instagram and TikTok. However, an intensification of online advertising is desired (Czinkota et al., 2021).

Action 
Considering the popularity of influencers these days, our strategy is based on promotion through influencers in the UK and beyond. The implementation of the strategy will begin immediately with the signing of a partnership contract between our brand and 6 top influencers from various fields of activity. They will post on their personal accounts how they felt by replaying the most extraordinary experiences through images and short clips on the main social media platforms such as Tik Tok, Instagram or Facebook. We plan that every month there will be a different influencer so that the public perceives our brand and not our marketing strategy.
Table 1. Gantt Chart - Premier Inn


Control 
The evolution of our marketing strategy will be evaluated periodically. Thus, after the first 3 influencers, we will observe the impact through indicators such as: the number of accesses, the degree of occupancy of the hotel rooms, as well as the percentage of new customers attracted. from a financial point of view, profitability represents the main control indicator of our strategy. Promoting influencers also helps us identify the customer segment and know what types of products and services are being sought.
Conclusion 
The century in which we live forces us to adapt our behaviour, needs and desires according to current standards. Betting on the persuasive power of influencers and their idolization by fans, our marketing strategy will succeed in making customers want to live the same experience at our hotel, which will result in attracting at least 15% of loyal customers after the period of 6 months.
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