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[bookmark: _Toc121295778]Introduction
Hotel marketing is a catch-all expression that refers to the innovative marketing methodologies and approaches, hotels use to grow their clientele and generate a good first impression (Karmoker, 2019). The goal is to maximize the attractiveness of a hotel to draw in as many visitors as possible. The hotel selected for this essay is Sheraton & Premier Inn. Sheraton has a long history of giving customers a feeling of belongingness no matter where they are on the globe (Pant, 2019). It is the most international brand in Marriott Bonvoy's network of exceptional hotel brands and is in the heart of hundreds of communities worldwide. Premier Inn comes under the top 10 UK hotel chains (George, 2021).
[bookmark: _Toc121295779]Marketing plan - SOSTAC methodology
A company, product, or service must have a marketing strategy to succeed (Lai, 2019). Whatever the sector or product, effective marketing plans follow the same basic guidelines and tactics (Tarrant, 2018). 
[bookmark: _Toc121295780]Situation 
Sheraton & Premier Inn comes under top 10 UK’s hotel chain. it is the plan of the hotel to reach to the top in the world. To work on this macro and micro level analysis are necessary (CHAIMAHAWONG and Yomchinda, 2018).
[bookmark: _Toc121295781]Objective
1. To maintain market strategy is to strengthen client trust.
2. To raise brand visibility audience and attract more consumers
3. To boost sales by stimulating interest in hotel stays among the target market.
[bookmark: _Toc121295782]Strategy
Here are some strategies that will attract clients:
1. Promote the customer experience and satisfaction
2. Establish loyalty programs
3. Allow customers for quick check-out and -in
4. Form brand alliances
5. Establish chat booths on social media
6. Work on previous feedback from the customers
[bookmark: _Toc121295783]Tactics (Marketing Mix)
Product - They provide a wide variety of services, including transportation, catering, and lodgings. Their broad range of solutions benefits retaining consumers for all utilities and boosting client's level of satisfaction. The comfort of the guest's sleep is highlighted by Premier Inn as it markets itself as the best affordable hotel in the UK (Morishita, 2020).
Price - As Sheraton & Premier Inn wish to provide their consumers with an inexpensive location to stay, the rent is not competitive. Goods that are inexpensive and functional as well as healthy are offered. A cabin typically costs approximately £39 per night. Whenever somebody donates money, they are granted excellent service; if not, their payment will be reimbursed. As a result, despite the excessive rates, all clients are assured of receiving quality service.
Place - They have far more than eight hundred venues in the UK, including a few hotels with lawns located outside the country. Additionally, the same report outlines that superior rooms and luxuries are present at every one of their sites.
Promotion - They also provide discounts and special rates to the company's senior consumers in an endeavour to get them to reside on their property for an extended period (Anthonisz, 2021).
[bookmark: _Toc121295784]Action
The marketing strategies discussed above, help to attract many potential customers. Feedback forms must be provided to the customers which administration needs to consider with quick access to check-in and –outs. Alliances need to be formed along with the permission to introduce the Sheraton & Premier Inn’s chat booth on their website.
[bookmark: _Toc121295785]Control
There must be a separate team that would track the customer reactions to the new customers and the visitors to the chat booths and check upon feedback and the proactivity of the customers.
[bookmark: _Toc121295786]The marketing environment (Micro)
The microenvironment influences Sheraton & Premier Inn's operations. The argument is that the microenvironment's role in the firm is closely tied to it. Factors in the microenvironment are more connected to the hotel than those in the external factors. It may be analyzed through SWOT analysis (Atasoy, Türkay and Şengül, 2022).
Strength - The local economy gets benefited from it. It offers a reliable place outdoors. It generates a lot of money.
Weakness - Unfavorable tax rates happen. Tourism and seasonal patterns both impact the hotel industry.
Opportunities - The new primary target audience for hotels is youngsters.
Threats - Travel inclinations shift. People's choice to stay at hotels is hampered by a worse economy than predicted.
[bookmark: _Toc121295787]The marketing environment (Macro)
The macro factors involve economic, environmental, political, legal, technical, and social factors that impact the growth of Sheraton & Premier Inn. This can be observed through PESTEL analysis (Pattajoshi, 2018).
Political factor - Valid practices were used by Premier Inn, particularly the operational strategy. First, Premier Inn's operational strategy is competitive and just adjusts to the political environment. The Good Together program, which aims to decrease CO2 emissions, was initiated by the Premier Inn. The government's proposal was not sustainable with these practices, but they do meet the needs of the community and the environment (Kaliappen, 2022).
Economic factor – to increase the growth of Sheraton & Premier Inn, multiple strategies are planned to enhance the quality of services and reduce the rates per room.
Social factor - The growth of businesses is significantly influenced by social factors as well. Lifestyle, economic distribution, and living conditions all have a significant impact on how businesses implement (Giglio et al., 2020).
Technical - The web application, which currently gets more than three million accesses each month, was introduced by Premier Inn using the technique. Additionally, the businesses have lowered inner costs and improved efficiency management.
Environmental factor – The influence of this factor has been outlined in the above essay.
Legal - International athletic events like the Ashes and the ICC World Twenty 20 have been organized by the UK government. The hotel business may benefit from these events by seeing an increase in public numbers (Mostert, 2019).
[bookmark: _Toc121295788]Creating customer Value and Engagement
Today's management in Sheraton & Premier Inn understands that a company's success is dependent on how well it administers its connections with its customer. The hotel industry is also experiencing more competitiveness, which highlights the rising need for hotels to make a distinction between their guests. Since consumers are what keep the hotels, Sheraton & Premier Inn, functioning, all initiatives are geared toward accomplishing this management and protection. The goal of Sheraton & Premier Inn is to raise rental costs and profits by increasing the guest experience. The planning and implementation are built on the principle that a company's most valuable commodity is its customers, and that company should maintain its client relationship resources efficiently (Ford and Sturman, 2018).
[bookmark: _Toc121295789]Effective use of Digital Marketing
Nowadays, with the development of digital consuming media, most hotel marketing is conducted online. The number of reservations will struggle if clients have difficulties discovering their hotel online. Hotels like Sheraton & Premier Inn, use digital marketing through various social media platforms like Facebook, Trivago, Twitter, Instagram, Pinterest, YouTube, etc. it can be managed through some sort of software that allows the advertisements to highlight on the targeted market (Barda, 2022). 
“Experience the hotels’’ service and you’ll be wanting more to stay more” would be the message that I would like to deliver to attract the customers of hotels.
[bookmark: _Toc121295790]Conclusion
The first step in building a hotel marketing plan is to target the right audience and goals. Along with this, the hotel’s self-analysis should be done through various models like SWOT and PESTEL analysis. Sheraton & Premier Inn has undertaken the required tactics to enhance its growth. However, it was noted that the company's lack of concentration on the domestic economy was a difficulty with the strategies.
[bookmark: _Toc121295791]
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Appendix
Infographic describing about the SOSTAC marketing strategy and planning
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Figure 1 SOSTAC marketing strategy, 2021
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A marketing strategy refers to a business’s overall game plan for reaching prospective consumers and turning them into customers of their products or services. A marketing strategy contains the company’s value proposition, key brand messaging, data on target customer demographics, and other high-level elements. A clear marketing strategy should revolve around the company’s value proposition, which communicates to consumers what the company stands for, how it operates, and why it deserves their business.
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 The hospitality industry encompasses a variety of businesses, including hotels and motels, food services, recreation outlets, and tourist destinations. It also encompasses performing arts and spectators sports, museums and historical sites, amusement parks, and gambling establishments. Hotel owner needs a plan because it gives you something consistent to work from and holds you accountable. What you need to do might be in your head, but writing and defining your strategy commits you to delivering it. It gives you something to show the people involved in your marketing activity to help them understand your business and its audience.
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                  Sheraton & Premier Inn No matter where they reside in the world, Sheraton has a great history of giving guests a sense of belonging ( Pant, 2019 ) . It is situated in the center of countless communities around the globe and is the most global brand in Marriott Bonvoy's system of fantastic hotel chains . Premier Inn comes under the top 10 UK hotel chains (Aladag et al . , 2020 ) .       Source: Sheraton, 2022 Source: Premier Inn, 2022 I ntroduction
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             Strategy Here are some strategies that will attract clients : • Promote the customer experience and satisfaction (Martín, 2019 ) • Establish loyalty programs • Allow customers for quick check - out and – in (Shabani, 2018 ) • Form brand alliances (Buhalis and Sinarta, 2019 ) • Establish chat booths on social media (Hole and Snehal, 2019 ) • Work on previous feedback from the customers (Konovalova et al . , 2018 )    Source: Hotel marketing strategy. 2021
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The marketing strategies discussedabove, help to attract a large number of potential
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             Action The marketing strategies discussed above, help to attract a large number of potential customers ( Inanc – Demir, 2019 ) . Feedback forms must be provided to the customers which administration needs to consider with quick access to check - in and – outs . Alliances need to be formed along with the permission to introduce the Sheraton & Premier Inn’s chat booth on their website (Hussain et al . , 2020 ) . Control There must be a separate team that would track the customer reactions to the new customers and the visitors to the chat booths and also , check upon feedback and the proactivity of the customers (Kotler, 2018 ) . Marketing plan and strategy    Objective • To maintain market strategy is to strengthen client trust . • To raise brand visibility audience and attract more consumers • To boost sales by stimulating interest in hotel stays among the target market . Market planning, 2022
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Conclusion
In conclusion to above discussed marketing strategy and
planning, it is assumed that if the plan works same as
strategized will attract more potent and loyal customer. Also,
the major strength for this plan to execute is that the local
economy gets benefited from it.
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        Conclusion In conclusion to above discussed marketing strategy and planning, it is assumed that if the plan works same as strategized will attract more potent and loyal customer . Also, the major strength for this plan to execute is that the local economy gets benefited from it .
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