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Introduction
Premier Inn Hotel first opened its doors in 1987, and today it operates in over 80 countries with close to 72,000 guest rooms in its 800 hotels (Galindo Henríquez, 2018). It is virtually completely global, but it is headquartered in Dunstable. The target audience consists of both vacationers and business travellers, therefore services like breakfast in bed, activity packages, and meeting rooms will be offered, as will be delivery of these items. Around 4.1% of the overall UK hotel market is growing because to its presence (Walters, 2020). Here, there are numerous openings for the hotel industry to bring in new clients and increase profits. Following the Covid-19 outbreak, there are challenges for the hotel industry in terms of both customer retention and acquisition. The purpose of this study is to provide a marketing strategy for the hotel in question.

[bookmark: _Toc120893228]Situation Analysis
[bookmark: _Toc120893229]The SWOT analysis of Premier Inn Hotel
An understanding of a company's strengths, weaknesses, opportunities, and threats can be gained through the use of a SWOT analysis (Faizal S, 2018). In order to conduct an analysis of these elements, the Premier Inn Hotel is also required to apply the aforementioned instruments. The microenvironment of The Premier Inn Hotel consists of many different parties, including customers, staff, suppliers, and intermediaries.
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Figure 1: The SWOT Analysis of Premier Inn Hotel (Faizal S, 2018).
[bookmark: _Toc120893230]The PESTEL analysis of Premier Inn Hotel
The elements of a PESTEL Analysis include the political, economic, social, technological, and environmental and legal (Kampanje, 2014). Premier Inn Hotel also relies heavily on these macroenvironments in order to successfully attract new customers.
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Figure 2: The PESTEL Analysis of Premier Inn Hotel (Kampanje, 2014).





[bookmark: _Toc120893231]Porter’s Five Forces Analysis
Porter’s five forces model in the marketing plan of Premier Inn Hotel in Dunstable has been shown below.
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Figure 3: The Porter’s Five Forces Model in Premier Inn Hotel (Gordon, 2012).
[bookmark: _Toc120893232]Segmentation and Targeting
Segmentation: The hotel business has been segmented for the young people and older people. Most of the young come here to seek for adventure and older people come to spend their leisure time peacefully (Yuksel, 2012).
Targeting: The main target of the Premier Inn Hotel is the young aged people who spend a lot of time and money travelling and spending nights in the hotel.
[bookmark: _Toc120893233]Collaborators
The company is a franchisee business and previously it was run as a partnership business. However, the company is now planning to collaborate with large hotels to enhance its business worldwide.
[bookmark: _Toc120893234]Objectives
The objective of this marketing plan is to attract new customers to the Premier Inn Hotel.
[bookmark: _Toc120893235]Strategy
Bowman’s strategy clock is used to determine the perceived customer value in case of the price of a product or service (Walters, 2020). However, Premier Inn Hotel should use Bowman’s strategy clock while determining the price of the services provided as it has a major significant impact on the company’s revenue. 
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Figure 4: The Bowman’s Strategy Clock in Premier Inn Hotel (Walters, 2020).
[bookmark: _Toc120893236]Creating Customer Value & Engagement Premier Inn Hotel
It's universally agreed that after Covid-19, people are more cautious about their cleanliness. Guests looking for a place to stay for a holiday or business trip will first check the hotel's cleanliness and security measures before considering the resort's amenities (Walters, 2020). To ensure that its guests have a pleasant and worry-free stay, Premier Inn Hotel routinely disinfects all public spaces. The guest only needs to arrive, check in at the front desk, and head up to his room using his mobile device as the key when the reservation has been confirmed (Vaněk, 2020). So, he may rest certain that his hands will not come into contact with any keys, ensuring their cleanliness and his own. To add to that, Premier Inn may deploy robots to provide service to its guests in a way that is both safe and friendly. 
[bookmark: _Hlk120892298]For its advertising needs, the Premier Inn Hotel may turn to both traditional and modern media, both online and offline (Mandal, 2017). For no cost, it can use social media like Facebook, Instagram, and LinkedIn, and for a fee, it can employ techniques like commercial production, paid to advertise, and influencer promotion. Search engine optimization (SEO), electronic mail marketing (email marketing), video marketing, and other forms of digital promotion may all be employed. 
[bookmark: _Toc120893237]Tactics
[bookmark: _Toc120893238]Marketing Mix of Premier Inn Hotel
A marketing mix is a collection of promotional strategies used to increase awareness of a company's goods and services among a specific demographic (Dominici, 2021). It is sometimes referred to as the "4Ps." Product, price, place, and promotion are the "4Ps" in this case.
Product: The hotel industry is service based. Since consumers rent hotel rooms and other facilities for their stays rather than buying them outright, the hotel industry must rely on service sales rather than property sales (Gordon, 2012). The hotel's product includes rooms, restaurants, an indoor pool, toiletries, and everything else. People stay at the Premier Inn Hotel because of the hotel's five-star service and not because of the hotel's products.
Price: Most guests at Premier Inn Hotel prefer quality over quantity because they are not bound financially. Premier Inn Hotel mostly caters to tourists from abroad rather than locals. Room rates at Premier Inn Hotels begin at about $900 per night (Hart, 2018). There is a lot of rivalry in this sector, thus the prices here tend to fluctuate.
Place: There are 800 different locations, making convenient placement the hotel's greatest strength. Its convenient location makes it a popular destination for tourists, students, and business travellers alike. Customers can find the store's location with the use of Google Maps, the website, or other sources.
Promotion: In terms of hotels, the Premier Inn Hotel is well-established and well-liked. It uses social media to advertise the extreme cleanliness of its facilities and the cutting-edge technology it employs to ensure that its clients are never exposed to any germs (Risteska, 2019).
[bookmark: _Toc120893239]Action
The action of marketing plan has been monitored through the use of a Gantt chart in the Premier Inn Hotel in Dunstable. The following part shows a Gantt chart for this marketing plan.
[bookmark: _Toc120893240]Gantt Chart
Gantt chart is used for any kind of planning activities and it helps providing the duration of a task to be completed (Maleki, 2016). However, this Gantt chart has been prepared to monitor the marketing plan over the years from November 2022 to November 2023.
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Figure 5: The Gantt chart of the marketing plan in Premier Inn Hotel (Maleki, 2016).
[bookmark: _Toc120893241]Effective Use of Digital Marketing in Premier Inn Hotel
A successful marketing campaign in the modern era of advanced digital technology is impossible without some form of digital marketing (Connor, 2015). When compared to traditional methods of advertising, digital marketing is more effective at reaching its intended audience. Premier Inn Hotel can use social media as their primary method of advertising. Because so many of your potential consumers are already there, social media like Facebook, Instagram, and YouTube are excellent places to spread the word about your brand. In addition, it needs to emphasize search engine optimization (SEO) marketing, which will make this hotel's name appear at the top of search results. Email marketing is one of the most powerful marketing tactics nowadays, and content marketing can be helpful for its marketing operations as well (Mandal, 2017). Customers will be more engaged if the message is engaging to them. Hotel marketing efforts post-Covid-19 epidemic should centre on reassuring potential guests about the hotel's commitment to cleanliness, infrastructure improvement, guest safety, and the use of cutting-edge technology. The Premier Inn Hotel can easily reach both new and returning clients using these mediums. 
[bookmark: _Toc120893242]Control
The control activites have been monitored through the Uning Selling Point (UPS). In every target point there is unique selling point wheret this marketing activites have been monitored so that everything is going well in the company’s promotional activities (Mandal, 2017).. The benefit of unique selling point is that customers get better service and they can get the service easily. The disadvantages of this unique selling method is that company needs huge cash in the establishment of unique selling point. The company will measure success through the enhancement of the business activites and providing better service to its customers. If new customers come to this hotel and the revenue margin increases then the marketing plan will be recognised as successful. 


[bookmark: _Toc120893243]Conclusion
The success of this marketing plan hinges on successfully putting into action all of the strategies and plans that have been outlined. The hotel will have a hard time regaining its good reputation if its guests are worried about cleanliness or safety (Hart, 2018). After Covid-19, everyone desires a secure setting, thus extra financial outlay is welcomed. One of the greatest challenges is convincing them that the Premier Inn Hotel has taken adequate precautions to ensure the cleanliness of their facilities and is using cutting-edge technology to improve their infrastructure as a whole. In order to identify what areas, need the most attention and what features should be expanded further, Premier Inn Hotel needs to study market trends and learn about the preferences of its clientele. To stay ahead of the competition and attract new clients, Premier Inn Hotel needs to have a firm grasp of the state of the market and a sense of what lies ahead. 
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Bowman's Strategy Clock In A Nutshell

Bowman’s Strategy Clock is @ marketing model concerned with strategic positioning. The model was
developed by economists Cliff Bowman and David Faulkner, who argued that a company or brand had
several ways of positioning a product based on price and perceived value. Bowman’s Strategy Clock seeks
to illustrate graphically that product positioning is based on the dimensions of price and perceived value.
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Opportunities:

Many people are continuously concerned|

'with personal cleanliness after Covid-19.|

As such, it is essential that the hotel chain,|
in order to live up to its reputation as a
sanitary establishment, figure out how to
convince its consumers of this. And with
the help of AL the hotel can reduce the
amount of time guests spend interacting

with staff (Roginsky, 2015).

Threats:
People's disinterest in excursions after|
Covid-19 is the main threat (Walters,
2020). That's why many hotels and resorts|
have unsold rooms, and it's the biggest
threat they face. It is the primary cause of]
the industry's issues in the hospitality

sector.
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PESTEL
Analysis of

Premier Inn
Hotel

Social: The society of hotel is among the most advanced and
progressive in the world.

ﬁ

Technological: Conveniences and technologies to ensure that they
are comfortable and safe during their stay.

Environmental: The entire property is kept sterile for twenty-four
hours and that it is appropriately prepared for any emergency.

ﬁ
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Force Power Factors

Power of suppliers Low Suppliers are numerous and so
low power of suppliers.

Power of Consumers High Low switching cost of
customers so they can easily
shift to another hotel.

Threat of Substitutes Low So many substitutes in the
market and people easily can
shift (Mandal, 2017)..

Threat of New Entry high Any company can take new
entry so entry barrier is low
and hence threat is high.

Rivalry High There are so many rivalry in

the market.





