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[bookmark: _Toc119965461][bookmark: _Toc120902564]Introduction
Hotels are positively impacting the economic growth of countries. Moreover, the hotel industry is coming forward after COVID-19, especially to attract new customers. The report aims to elicit a marketing plan for a hotel that will attract new customers and should be surrounded with innovative ideas or improving changing aspects. The "Premier Inn" hotel has been selected to achieve the report's aim. "Premier Inn" is acknowledged as a British limited-service hotel chain. Across the globe, the "Premier Inn" hotel is also available in the UK, and based on the "Premier Inn London County Hall Hotel" report will be accomplished. This report will use Marketing 4p, SWOT, PESTE, Porter's five forces, etc. frameworks. The hotel is located in London and within 600 meters of Waterloo station. The area is popular with people, and tourists find a beautiful environment surrounding the hotel. 
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Fig 2: Reviews from Tripadvisor
Source: (Tripadvisor)


	Strength
	Weakness

	Brand value:
Brand value is the biggest strength of "Premier Inn London County Hall Hotel" (Cenni and Goethals, 2021). Therefore, customers trust the hotel a lot, and therefore it works as word of mouth and drags new customers to the hotel. 
Cleanliness:
Also, the hotel is acknowledged for its cleanliness (Cenni and Goethals, 2021). After COVID-19, people are choosing the hygiene hotel and prior, as the hotel always focuses on it; as a result, new customers are saying more about this hotel than its competitors. 

	Refund issues:
The hotel has some issues regarding a refund (Taylor, 2021). Several incidents occurred where customers booked to stay, but when they withdrew their bookings, the management refused to provide their refund. 
Mismanagement:
Several customers complained regarding their core issue, which is mismanagement. During breakfast time, the management failed to provide it on time (Taylor, 2021). Besides, the management does not talk in a friendly tone with customers as the management and staffs are not well trained. 


	Opportunity
	Threat

	Building brand value via customer experience:
As people are now moving out after the pandemic, it is time for the hotel to provide a satisfactory customer experience (Terence, 2022). In this way, they can embed their brand value more strongly. 
Expansion:
Limited global presence exists of "Premier Inn" hotels. However, as the hotels have a wide range of customers and a strong brand value, they can expand their hotels by opening more branches to get more customers and revenue.

	Competitors:
The core competitors are Travelodge Hotels Ltd, ACCOR, etc. These competitors are offering competitive offerings, becoming threats to the hotel to survive in the industry.
Uncertainty circumstances:
If any uncertainty appears, like COVID-19, the business will face several issues again (Terence, 2022). It will be tough for the hotel to survive in the industry then. 
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Two segments of the market are going to be divided, and those are business and leisure/tourists. Age between 22-40 people are going to be divided. Education quality is required to be high. Urban and semi-urban people are needed to be segmented. Social status must be segmented based on the hierarchy position in the hotel (Lynn, 2022.). Based on the luxurious lifestyle of people, the segmentation should be done. The benefits sought of getting superior service is to be there. After segmenting the market, the hotel should target the market based on criteria size, money, and accessibility of people and focus on different benefits to offer. 
[bookmark: _Toc120902568]Porter five forces

	1.  Threat of new entrants
	It is low because of the brand image and branches that “Premier Inn” has. A new one cannot compete with those (Dobrivojević, 2019),

	2. Bargaining power of customers
	The bargaining power of the customer is high because there are available options for the customer, and they can choose others if they do not get the expected service.

	3. Bargaining power of suppliers
	In the case of premium hotel services, fewer suppliers exist; therefore, suppliers' bargaining power is high for "Premier Inn London County Hall Hotel."

	4. Threat of substitutes
	In the UK and other countries, there are availability of premium hotels available, like "Premier Inn London County Hall Hotel." It will incur fewer customer switching costs, and consequently, the threat of substitutes is high (Dobrivojević, 2019).

	5. Competitors
	Competition is high because of several big competitors, likewise Jurys Inn, Travelodge hotels ltd, ACCOR, etc. 



[bookmark: _Toc120902569]Collaborators 

Collaborators mean getting engaged with another or someone who works with another. By creating trust among businesses, the hotel can create awareness. Also, by widening networks, the hotel has many networks that help the business in overfull demand seasons. Communication is another awareness key that helps to keep strong communication in business-to-business channels. With its partners, several facilities the hotel enables, like open communication, accessibility, mutual benefits, etc.  The hotel demonstrates awareness of the aspects above through more informed decisions based on tangible and intangible data. 
[bookmark: _Toc120902570]PESTEL Analysis
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Fig 3: PESTEL Analysis
Source: (Teare et al., 2019)
	


Political factors

	The UK's political condition is stable; therefore, there are hardly any political barriers like strikes or others in the UK. Therefore, it allows "Premier Inn London County Hall Hotel" to operate without facing political hassles (Teare et al., 2019). Nevertheless, Brexit issues have introduced price hikes, and as a result, the hotel is suffering from retaining its pricing strategy.
.


	



Economic factors

	Economic growth of the UK is again booming after the pandemic phase, and as a result, it is positively impacting every aspect of the "Premier Inn London County Hall Hotel" (Teare et al., 2019). However, the inflation rate is high in the UK to control the inflation rate, and as a result, this issue is creating sufferings for "Premier Inn London County Hall Hotel."


	




Social factors

	People of the UK have a lifestyle to spend their occasions or quality time in hotels. As a result, besides tourists, many people in the UK love to spend their days in hotels which is a positive aspect of the "Premier Inn London County Hall Hotel" (O'Connor, 2019). However, after COVID-19, people have become much more health conscious, especially in the UK. As a result, they feel safer at home than staying in hotels.


	


Technological factors

	The UK government always encourages businesses to adopt advanced technologies; therefore, the hotel has introduced Ai technologies in the hotels to provide more convenient services to customers (O'Connor, 2019). However, for adopting several technologies, many employees are laid off, creating unemployment issues in the country.


	



Environmental factors
	In the case of the environment, the UK government is very strict regarding environmental safety. As a result, "Premier Inn London County Hall Hotel" looks forward to going green steps in their hotel operations (Johnson et al., 2020). Nevertheless, using several technologies, especially air conditioners, the hotel is creating CO2 emissions in the UK.


	


Legal Factors

	"Premier Inn London County Hall Hotel" always strictly follows all the legal aspects such as employee’s safety, employment laws and others; therefore, they did not face huge issues (Johnson et al., 2020). But changes in rules and regulations can suddenly hamper their business operations.
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The key aim of the marketing plan is to get new customers for the hotel and the time frame is – 12 months.

[bookmark: _Toc120902572]Strategy

In the case of value propositioning, instead of superior service, "Premier Inn London County Hall Hotel" believes that they are providing three core values: genuine to their customers, confidence to serve best, and commitment to working hard for each customer. Despite superior service, ultimately, the hotel showcases that they care for their customers in every need and thus engage customers with this hotel. By facilitating just offers, they also make their customers feel what value they will get; in this way, the hotel is different from others (Luck and Lancaster, 2021). The value proposition is communicated to customers through service, communication, and commitment. 
The hotel's customer segment is premium or luxurious lifestyle lead customers. Those people want to spend good time by having superior service and do not tense regarding the price at all. Therefore, the value proposition is embedded where the customer segments can be connected and easily enjoy a good day by staying in the hotel. It also positively impacts in case of targeting actual and potential customers (Jauhari, 2022). Additionally, the value proposition is worked as integrity and caring in the mind of the customers, and that is how it assists in positioning. 
Bowman’s strategy clock
There are eight strategies of this model. In the case of "Premier Inn London County Hall Hotel", it follows focused differentiation while most luxury brands follow this strategy too (Jauhari, 2022).  In this strategy, the hotel follows a high perceived value and a price to match. 
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Fig 1: Marketing Mix
Source: (Dominici, 2019)
Product:
The hotel industry is acknowledged as service providing industry. Therefore, "Premier Inn London County Hall Hotel" also provides service and hotel sale services to satisfy customers while staying in their hotels (Jobber and Ellis, 2020). Besides providing room service, the hotel offers several facilities like restaurants, a swimming pool, bars, free Wi-Fi, a game zone, etc. "Premier Inn London County Hall Hotel" has a good reputation for providing good quality service, 
Price:
In the case of pricing, the hotel follows a value pricing strategy that aims to provide the customer with great value for their money. Nevertheless, the hotel pursues a price discrimination strategy along with low rates on special weekends like Saturday or Sunday nights. Also, based on the level of demand (Jobber and Ellis, 2020). "Premier Inn London County Hall Hotel" sets the prices of its rooms. However, customers, by booking early, can enjoy the best deal indeed. 
Place:
The hotel is currently located at country hall, Belvedere Rdm London Se1 7Pb, UK, and is only 0.3 miles from the center of London. It is a suitable accommodation facility for those who love to stay a few miles away from the eyes of London (Kotler et al., 2020). It is well known to Taxi drivers; people can also find the location via Google. Trip advisor etc. Websites and mobile applications are employed to communicate with people about hotel offerings and drag them to stay in their hotels. Several types of people, like business people, tourists, etc. 
Promotion:
With the help of social media such as Facebook, Instagram, and YouTube, "Premier Inn London County Hall Hotel" promotes its offerings. Besides that, it also focuses on websites; therefore, they emphasize SEO (Kotler et al., 2020). Besides, on several occasions like Christmas, they promote through sales promotion and influencer marketing. The hotel also indulged in email marketing. Sales promotion should be introduced occasionally because it will enhance the sales volume and profit margin. 
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Gantt chart
In the Gantt chart, the marketing channels and activities have been showcased along with the time frame to assist in getting new customers. 
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The ultimate USP of the "Premier Inn London County Hall Hotel" is comfort and quality, ensuring the service (Wood, 2020). Through this USP, it acts as a streamline to the strategy of the hotel where it can communicate with customers and enlighten the core aspects of the hotel’s particular benefits like services, facilities, security, etc. 
[bookmark: _Toc120902578]Feature and benefits

Superior service comes first in case of this. Also, the location is the ultimate benefit because it is near LONDON. Refund issues are there, and every convenient way is available to book a room in the hotel. Swimming pools, restaurants, 24/7 room services, health, and safety security, etc., are also available. The hotel's environment is quiet, giving customers a calm and quiet vibe (Wood, 2020). En-suite bathroom, super comfy bed, TV, tea, and coffee-making facilities are mostly offered by "Premier Inn London County Hall Hotel." The hotel provides occasional discounts, complimentary breakfasts, value-for-money rates etc kind of benefits.
[bookmark: _Toc120902579]Measure success

1. Return on investment 
2. Cost per lead
3. Cost per conversion
4. Conversion rate
5. Website Traffic 
6. Getting new visitors
7. Bounce rate 
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· The average revenue per customer
· Customer engagement 
· Trial to paid conversion
· Net promote score 
· Google Analytics to measure social media engagement of new customers
· Rely on a Facebook survey to measure the customer satisfaction ratio 
· These are the most appropriate metrics to evaluate the success of new customers.

[bookmark: _Toc120902581]Positive attitude towards 

By surveying online, this can be acknowledged by the “Premier Inn London County Hall Hotel." 
[bookmark: _Toc120902582]Profit growth 

Gross profit margin, operating profit margin, net profit margin, return on assets, etc., will assist the hotel in measuring profit growth after applying the marketing plan. 








[bookmark: _Toc119965467][bookmark: _Toc120902583]Conclusion
The marketing plan has been enlightening based on "Premier Inn London County Hall Hotel." In this report, the hotel's geographical location and proper marketing plan have been unveiled. Besides, internal analysis has been done via a SWOT analysis. External factors' positive and adverse impacts showcase via PESTEL analysis. Lastly, several aspects and strategies regarding value-creating effective digital marketing are delineated. In the end, it can be enlightened that the report's aim has been gained successfully. 
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