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Introduction  
The purpose of this marketing plan is to attract new customers in the coming months for the introduction of a children’s play area. This will be done by conducting a SWOT analysis, the 4P’s, marketing mix and the SOSTAC framework which will all help to ensure that this new idea is thorough and beneficial for both the company and its customers. This marketing plan is essentially for new customers with children to allow them to come to Premier Inn and have the best hotel experience, a relaxing stay whilst their children have fun and be safe at the same time.  

Situation Analysis
By directing a SWOT analysis Premier Inn can study their brand and focus on their strengths, weaknesses, opportunities and threats (Please see Appendix 1). By doing this they can achieve their current goal which is to attract new customers and meet their customer needs.  
Premier Inn targets a variety of customers by using customer profiles and segments to target their market. “Premier Inn being a budget and family friendly hotel has a lot of customers using their services” (Premier Inn, 2022 A). This is the reason why they mainly target families, business travellers and those looking for a budget hotel. “Premier Inn caters for every type of guest. Regardless of whether you’re checking in for business or leisure” (pointfranchise, 2022). 
One of the major competitors of Premier Inn is believed to be Travelodge as it is also a budget hotel. However even though Travelodge is its main competitor, “Premier Inn has the higher percentage of market which is 41% while Travelodge has 31%” (ThisisMoney, 2022). Furthermore “To differentiate themselves from competitors Premier Inn offers a variety of services” (How and What, 2022 B). “Whitbread’s unique ownership operating model” (Whitbread, 2022 A) (Please see Appendix 2) has enabled Premier Inn to grow at a significantly faster pace than competitors” (Whitbread, 2022 B). Porter’s 5 forces (Please see Appendix 3). According to the perceptual planning map Premier Inn is placed within the less expensive but high service section (Please see Appendix 4). 
“Premier Inn consists of both internal and external stakeholders. One internal stakeholder would be their employees whom without the hotel cannot function properly. Although the external stakeholder of Premier Inn would be their customers and guests” (How and What, 2022 C). “Premier Inn uses several technology partners so travel management companies are able to access their rates and availability such as vibe, HotelHub, confermapay and atriis” (Premier Inn, 2022 B). However, “Premier Inn is not a franchise unit” (pointfranchise, 2022). They are also a ‘Force for Good’ “this is the heart of everything they do from donating food to communities to supporting the life changing work of Great Ormond Street Hospital (GOSH) since 2012” (Premier Inn, 2022 C). The PESTLE table shows the macro analysis of Premier Inn hotel (Please see Appendix 5). 

Objectives
The aim is to attract 100 to 150 more customers a month, by doing this it will also increase hotel revenue. Premier Inn can keep a log of the bookings to confirm this goal has been accomplished. The main people involved are the customers and staff. This goal is do-able and realistically will take about 24 months to be completed. Therefore, customers will be made aware of this timeframe through advertising. The requirements would be to analyse the target market which are families with children and to hire more staff to cover this facility. Although this is something new it will be an asset to the hotel and its customers therefore placing them in a better position to what they already are within their UK hotels.

Strategy 
“Premier Inn has fundamentally changed the way it views and delivers customer service. This has been done by undertaking a research project that has aided the company to improve the level of return visits” (Marketingweek, 2022). They know their value of ‘family market segment’ (linkedin, 2022). Premier Inn has already established their target market which is ‘families’ (Premier Inn, 2022 A). All of this shows that Premier Inn has targeted their market and positioned themselves for this idea to introduce a children’s play area suitable for all ages. Their target audience will be made aware of this through their advertising channels such as social media and TV adverts. They can personalise their advertisements to their target market by looking at customer profiles and records of previous and current family customers (Please see Appendix 6). 
Tactics 
By using the marketing mix Premier Inn “understands their customer needs which allows them to provide value in the most useful form and promising what they call a good night’s sleep” (Linkedin, 2022). They also offer a “variety of rooms for all types of customers” (Premier Inn, 2022 E). “They have seen its investment in Hotel Ads deliver substantial, measurable results. In particular, Hotel Ads have proven a powerful tool in reaching new customers” (Think with Google, 2022). Whilst Premier Inn currently “offers up to two kids stay for free with a full paying adult” (Premier Inn, 2022 A). For this new marketing plan another price point for visitors would be that if the customer has more than 1 child staying with them instead of getting charged “per adult/person the charge will be of the rooms" (Linkedin,2022). Although this will be a slight price difference however, not majorly but they would have the play area included so children can use this facility free of charge. This will be displayed through advertisement channels and within the hotel so when guests stay over, they are able to enquire more about this. Customers will be able to locate the area through “multi-channel marketing efforts and by using the app, which allows customers to locate the nearest Premier Inn hotel” (Linkedin, 2022). “Premier Inn's use of the marketing mix is consistent, targeted and seamless” (Linkedin, 2022). 

Action
According to the Gannt chart (Please see Appendix 7) this shows the marketing channels Premier Inn will be using for its marketing plan to gather information and feedback from its target customers. As TV advertising is quite expensive for that reason the timeline for this will be from March to April. Social media currently is the most powerful platform to get through to customers and it gets a lot of likes, shares and views so for that reason the timescale for that will be November to November. For personal selling Premier Inn has placed face to face advertisements throughout school holidays and the reason for that is because families are most likely to use hotels during these times.
Control 
The unique selling proposition in this marketing plan is the children’s play area. This creates a way to communicate to the target market and stand out from competitors. There are many advantages to this such as “increased revenue, differentiation from competitors and loyal customers” (bizfluent, 2022). These benefit the hotel because it will increase profits, increase brand image and is something no other budget hotel offers yet. In order to measure the success and performance of the marketing plan Premier Inn would need to monitor advertisements, personal selling, sales promotion, direct marketing and social media so if something is not working it should be stopped straight away.    

Conclusion
In conclusion some challenges Premier Inn’s marketing plan may face would be their budget increasing. With this specific plan which is a children’s play area a specific budget may not work. The reason for this is materials, equipment’s etc for this facility may cost more than expected especially due to the cost of inflation at the current time. Therefore, there is a lot to consider and take into mind with this plan. 
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Appendices 

1. SWOT table of Premier Inn
	STRENGTHS 
· Occupancy rate
· Strong presence in the UK
· Locations 
· Brand image 

	WEAKNESS
· Limited global presence
· Refund issues
· Big issues with hygiene


	OPPORTUNITIES
· New markets
· Further growth in Germany
· New décor 
	THREATS
· Competitors
· Legal threats 
· Lockdown 


(How and What, 2022 A).

2.2. Whitbread’s Vertically Integrated Model integrated model
Delivering quality & value-for-money for customers whilst creating value for stakeholders
· Control & fund development
Optimal hotel location, design & layout
· Balanced freehold/ leasehold
Large network, long tenure, refurb control, estate mgt.
· Our own brand
Consistent customer offering
· End-to-end operation
Consistent execution of high standards at low cost
· Less than 1% booked via online travel agents
Low-cost customer acquisition & retention
(Whitbread, 2022 A). 



3. Porters 5 Forces 
	Threat of new entrants 
Air Bnb – also a budget hotel which offers a variety of services. 
Different budget hotels. 

	Threat of substitutes 
“People looking for cheap accommodation can easily opt-in to hostels, motels or relatives”.
	Bargaining power of buyers
“Certain groups of buyers exercise power over the hotel industry”.
	Bargaining power of suppliers
“Maintain cost advantage over rivals”
“Be innovative about differentiating themselves”.
	Degree of rivalry
 “Is intense in the hotel industry due to the cost of product differentiation and low switching costs”. 


Porters 5 forces (Porter, 2004) 
4. Perceptual Planning Map
[image: No photo description available.]
(Facebook, 2022)



5. PESTLE 
	Political
	Economical
	Social
	Technological
	Legal
	Environmental 

	1.Goverments policies and regulations may change quickly which can affect business decisions. 
2. Premier Inn operates in the UK, Ireland, Germany, United Arab Emirates (UAE), and Qatar – Internal political stability is a common feature among those countries, however, legal systems and rules affecting the hotel business are different. 
	1.Costs of utility price has gone up significantly in the UK which will affect hotels. 
2.Costs of labour is generally high in UK. 
3.Building rents
4. Business rates.   
	1.Staff Shortages, Premier Inn has reported staff shortages in housekeeping, reception and kitchens. 
2.Customer’s needs, expectations, and services provided by Premier Inn. 
3.This depends on the amenities on the room, quality of food and beverages. 
	1.Premier Inn has used technology to improve the customer experience and reduce the costs of operations. 
	1.Must abide by town planning and building regulations, health and safety rules, minimum wage rules and many others. 
2.Breach of rules may lead to lawsuits by customers, employees and government agencies. 
	1.Carbon emissions and waste. 
2.Cleanliness
3.Sustainability commitment to achieve carbon emissions by intensity cut by half by 2025. 


(Travelweekly, 2022), (How and What, 2022 D), (Premier Inn, 2022 D). 

6. Bowmans strategy clock 
[image: ]
(MindTools, 2022). 

[image: ]7.











[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
image1.png
Perseptual Map

[ oeenive |
ﬁ Holiday I

)

F2mwn~Zmaoc





image2.png
Differentiation

Focused
Differentiation

Perceived Value | Low, Risky,
L} High margins

‘Monopoly
Pricing

Loss of Market Share

Low Price High




image3.emf
Communications Plan

Premier Inn Hotel 

Syeda Rahma Begum

TASK Metrics START END

Advertising 

Tv How many views.  March August

Radio Promotional code November November

PPC Click rate November November

Personal selling

 Salesperson face to face  December October

Sales promotion

 Facebook Likes, Views & Shares  November November 

Direct marketing

Social Media   Likes, Views & Shares  November November

Email  Questionnaires & Surveys November November



Fri, 01/09/2023

November December January February

Project Start:



March April



November



July August



June May



September October


image4.png
MARKETING
PLAN FOR
PREMIER INN
HOTEL

Premier Inn





image5.svg
               MARKETING PLAN FOR PREMIER INN HOTEL   


image6.png
Marketing Plan for Premier Inn Hotel

The purpose of this

marketing plan is to attract

new customers for the I N T RO D U CT I O N
introduction of a new
facility that the hotel will
be launching. This will
done by conducting a
 SWOT analysis,

* 4P’s

* Marketing mix

* SOSTAC Framework.

The segmented target
market for this plan is
families with children.





image7.svg
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                               MARKETING MIX  PRODUCT  PLACE  PROMOTION     PRICE          ( Linkedin , 2022)    • “Considerate of their customer needs to provide value” • “Premier Inn has a variety of rooms for all types of customers” (Premier Inn, 2022) • “Free stay for up to 2 kids with a full paying adult”. • Budget Friendly • “Multi - channel marketing efforts” • "Captures 40% more new customers through Google Hotel Ad’s” (Think with google, 2022)
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