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Introduction
Premier Inn is a hotel chain organisation integrated with 800 hotels worldwide. In this, a marketing plan will be produced for Prime Inn. The main aim of this marketing plan is to align organisational objectives with their goals. The demonstration of the strategy regarding how the budget will help to meet the organisation's aim. Integrating accountable executives for providing promised results will also be achieved through the marketing plan. Identification of the target audience can be integrated through this marketing plan.  In this, the 5 p's are a company, consumers, competitors, collaboration and climate. Hence, SWOT analysis, STP analysis, porter's five forces and PESTLE analysis will be illustrated.  
Situation Analysis
[bookmark: _Toc120496643]2.1 SWOT Analysis
	Strengths 
· 76.3% occupancy rate (Premierinn.com 2022)
· Integrated with 800 hotels
· That contains 80,00 rooms
· Titled as the best United Kingdom hotel brand economy
	Weaknesses
· Delivers its operation in limited countries
· Refusing refunds from customers
· Enhancement of hygiene-related issues
· Decreasement in consumer satisfaction (Premierinn.com 2022)

	Opportunities
· Exploration of the new markets
· Growth opportunity increased by 12% in Germany (Premierinn.com 2022)
· A trialling room design that is upmarket
· Decreasing inflammable cladding issues by 13.9%
	Threats
· Enhancement of competitors like Holiday inn and Easy hotel
· Trade union legal threats (Premierinn.com 2022)
· Covid 19 pandemic
· Low consumer satisfaction can integrate low consumer engagement


Table 1: Premier Inn SWOT analysis
(Source: Self-developed)
Upper table demonstrates the strengths, and weaknesses of the Premier Inn. 4 major strengths have been identified. Those are 76.3% occupancy rate, integrated with 800 hotels that contain 80,00 rooms and also titled as the best United Kingdom hotel brand economy. 4 prime opportunities have been raised based on these strengths. Those are an exploration of the new markets, growth opportunity increased by 12% in Germany, trialling room design that is upmarket and decreasing inflammable cladding issue by 13.9%. Weaknesses that have been identified in this analysis are its operation in limited countries, refusing refunds from customers, enhancement of hygiene-related issues and decrease meant of consumer satisfaction. Based on these weaknesses 4 threats have been raised that can decrease the organisation's profitability (BAŞ and SIVAPRASAD, 2019). Those are enhancement of competitors like Holiday inn and Easy hotel, trade union legal threats, covid 19 pandemic as well as low consumer satisfaction can integrate low consumer engagement.
[bookmark: _Toc120496644]2.2 Segmentation and targeting consumers
The main strategy that has been used by this organisation is to work closely in data processing. Hence the integration of specialist analysts plays a phenomenal role in it. In terms of consumer segmentation, a system has been developed by the organisation's IT professionals (YUSUF, 2019). With the help of this software, organisations can understand, and engage as well as an administrator with consumers through segments. The roadmap is responsible for the implementation of business segmentation. In the following point, the tactics will be demonstrated. 
[bookmark: _Toc120496645]2.3 Porter's five forces
[bookmark: _Toc120496646]New entrants’ threats
In Malaysia 3 to 5 stars hotels are highly rated (Bas and Sivaprasad, 2021). Prime competitors are Sunway, Shangri-La and Hilton. Hence the new entrant's threats are high for the organisation
[bookmark: _Toc120496647]Suppliers bargaining power
Suppliers are integrated with low bargaining power. However, the employees are the main supplier of the business (Purnamayanti et al. 2021). Hence, they have negotiated the right of salary and position resignation. 
[bookmark: _Toc120496648]Consumers bargaining power
The bargaining power of consumers is very high. As there are huge competitors for the organisation the consumers are ten to compare the hotels based on their service quality
[bookmark: _Toc120496649]Substitutes threats
Huge substitute treats have been inducted into this hotel industry. Aggressive pricing and promotion battles are the primary reason for it. 
[bookmark: _Toc120496650]2.4 Organisation’s awareness towards B2B relationships, partnerships and franchises
The owner of Premier Inn is planning to invest in the "pent-up demands". In this regard, they tend to invest 200 million euros in UK marketing. According to a report of Premier Inn, they have a partnership with the organisation Fare share in "The Real Junk food Project" (George, 2021). In this project, they tend to provide 140 tons of food to needy people.
[bookmark: _Toc120496651]2.5 PESTLE analysis
	PESTLE Analysis
	Factors
	Impact

	Political factors
	· Government stability enhances by 12.9%
· Effective governmental policies
· Constitutional monarchy compilation
· Integrated with parliamentary democracy
	

	Economical Factors
	· 6th largest GDP country
· 41000 per capita income
· 2.744 trillion US dollars in GDP
· 20th biggest country in per capita income
	

	Social factors
	· Mortality rate enhanced by 5.3%
· Population is 68 million
· Will go to enhance by 6 million by 2039
· Birth rate enhanced by 15.6%
	

	Technological factors
	· Technological awareness expanded by 14.5%
· Cybersecurity issues enhanced by 21%
· Technological advancement enhanced by 18.6%
· Lack of IT-skilled employees
	

	Legal factors
	· Employment act 1992
· Discrimination laws
· Consumer rights act
· Copyright protection act (Floričić, 2018)
	

	Environmental factors
	· Air pollution enhanced by 11%
· Focusing towards sustainability
· Recycling of products is increased by 26% (Volodymyrivna and Andriyich, 2019)
· Plastic use was reduced by 45.3%
	


Table 2: PESTLE analysis
(Source: Self-developed)
Objectives
The primary target of premier Inn is to enhance consumer engagement with its brand. In order to streamline the consumer's journey, they are working on quickening the process of booking rooms (Freeman, 2020). They are also dedicated to developing an app so that consumers can handle the procedures through their smartphones. 
Strategy
The value proposition of Premier Inn can be divided into 3 prime components. Those are genuine, committed and confident. The administration is dedicated to offering quality services to consumers. Striving to do the best deed along with commitment towards hard work. The organisational framework of this hotel is the "vertically integrated model" (Fraser, 2022). The preference of Premier is online booking. Moreover, consumers can book through their phones. 
Tactics
[bookmark: _Toc120496655]5.1 Marketing Mix
[bookmark: _Toc120496656]Products
Extraordinary services such as the family room are merged with a king-size bed and two pullouts for the kids (George, 2021). They also have interconnected rooms for families so the parent can keep their eye on the kids. 
[bookmark: _Toc120496657]Price
The organisation has integrated with flex, advances, flex, non-flex and standard rates ((George, 2021)). In some circumstances, they failed for keeping up their affordable pricing promise to consumers
[bookmark: _Toc120496658]Place
With 800 hotels in the UK, Ireland, Qatar and Germany consumers can book it by phone, official website or third parties websites such as booking.com and lastminute.com.
[bookmark: _Toc120496659]Promotion
They invest huge money in promoting outdoor, print, social, digital media and radio.  The administrators tend to invest 20 million in UK marketing. 325 million followers are on the premiere's Facebook. 
Action
[bookmark: _Toc120496661]6.1 Time plan
	Gantt Chart
	Time

	Preparation
	35 days

	Market research
	2 months

	Marketing channels schedule
	3 weeks

	Gathering feedback
	2.5 months


Table 3: Time plan
(Source: Self-developed)
[bookmark: _Toc120496662]6.2 Justification of marketing channels schedule
The non-person promotion strategy is integrated into the marketing channel schedule. It will help the organisation promote ideas, and services through media outlets (Singh and Dhankhar, 2022). Administration has integrated the most expensive promotional strategy. It also helps one-way communication towards consumers. 
Control
The prime USP features of the organisation can be demonstrated as Quality, social connections and affordability (George, 2021). These features will play a phenomenal role in enhancing profitability. In terms of enhancing the brand impact, these USP features will also play a vital role.
Conclusion
Along with 800 hotels in the world's prime countries the organisation aims to deliver quality services to its consumers. However, 3 major marketing challenges can affect the marketing plan of Premier Inn. Those are margining sufficient budget, generating leads and identification of the right tools. Integration of proper training can help the administration. 
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Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  
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* We will speak about Premier Inn
hotel

 The branch that | choose is
located in NW3 4RB ,Hampstead
London

Introduction * Our target is to get more happy
customers and bring more
customers to our conferences
rooms which are cozy and nice
decorated for any events.
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Hotel
description -

Hampstead is more than just its renowned heath. There are plenty of
hip stores, attractive parks, and breathtaking views of the city
skyline. You can locate The Social, your preferred hangout, back at
the hotel. A hip place to stop in for a drink or a bite to eat, some
work, or just to hang out with family and friends. Despite having a
relaxed village atmosphere, Hampstead 1s just a short drive from the
centre of London. Visit the adjacent Camden Market to get deals. At
Lord's Cricket Ground, see wickets falling. Or go to Wembley to
attend the big game or must-see performance. Then retire for some
well-deserved R & R and go to sleep peacefully in one of our plush
kingsize beds.

A brand-new place to check in and hang out in luxury is The Social.
If you haven't previously paid in full online, just scan your QR code
at a check-in kiosk, then pick up your room key. It's that easy;
there's no fuss. The Social i1s your new go-to place for everything
from sated hunger cravings throughout the day to comfortable
relaxation with friends and family and getting down to that business
presentation over coffee. When hunger hits, The Social has a menu
to match for a solid get-up-and-go breakfast, throughout-the-day
lunches, supper, and those unexpected late-night feasts. This
includes the kids, too. There 1s also a well equipped bar with
mouthwatering beverages and fantastic deals.
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SWOT ANALISYS

* Here is a thorough SWOT evaluation of
Premier Inn (Premier Inn SWOT). It seeks
to analyse Premier Inn's advantages and
disadvantages. It also attempts to
investigate some of the possibilities for
the hotel's future expansion as well as
the hazards to which it should pay
attention in order to develop effective
defences. The biggest chain of hotels and

restaurants in the UK is called Premier
Inn. It is a brand owned by Whitbread. .
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* Premier Innisin a very excellent position in its industry with an
occupancy rate of more than 76.3%. (Lock, 2020). The cushions, cosy
duvet, and blackout curtains are favourites of many visitors.

* Over 800 Premier Inn hotels in the UK are home to more than 80,000
rooms. Every month, it caters to more than five million people
(Whitbread, 2022). It also owns a sizable number of hotels in
Germany.

Advantages
of Premier

* Alot of the Premier Inn hotels are close to popular tourist
destinations and airports. Additionally, several of the hotels are close
to universities. This enables various client groups to remain close to
the locations where they must be.

Inn

e Over the years, Premier Inn has developed a strong brand reputation.
The hotel's reputation as a family- and bicycle-friendly destination has
been a major selling element. For the seventh year running, it won
the title of "Best UK affordable hotel brand" at the British Travel '
Awards in 2017. It received the 2019 Travelers' Choice Awards from
TripAdvisor and was voted the Best Budget Hotel Brand at the
Business Travel Awards in 2020. (Premier Inn, 2022). /
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Weaknesses
of Premier

Inn

* Limited presence worldwide

Premier Inn's shortcoming is its little worldwide footprint. Premier Inn only
operates in a relatively small number of nations as compared to certain

other industry juggernauts.
e Refund Problems

It has been claimed that Premier Inn refused to provide refunds to certain
guests who made reservations for stays in areas of Wales that were subject
to stringent local lockdowns. This has angered a lot of consumers.

 Significant hygiene problems '

The cleaning personnel (agency employees) employed by Premier Inn were
caught on camera in February 2018 using the same guest towels to clean
the whole bathroom, including the toilets (Newton, 2018). The trade union
Unite voiced its disapproval of Premier Inn's unfair hiring pﬂises in the
same episode. @
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* The search of new markets is the first opportunity to discuss in the
Premier Inn SWOT analysis. Premier Inn has finally entered the Republic

of Ireland after a successful launch in Germany. It is worthwhile to go to
more nations and locations.

further expansion in Germany

O p pO rt un Itles * In Germany, Premier Inn operates 28 hotels. Being one of the most

. travelled to nations in both Europe and the rest of the globe, the nation
fO I P remier presents the hotel with additional expansion potential.

Inn

a fresh look

* Some establishments have been experimenting with an upscale roorl

design and décor, which is a pleasant surprise for customers in the low-
cost hotel industry. A contract was awarded to a construction company in

2018 to completely replace the floor and wall tiling as well as address the
problem of combustible cladding on some of the houses. /
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Threats to

Premier Inn

Legal dangers

If Premier Inn does to act when necessary to address any
of the difficulties stated in the aforementioned
vulnerability area, it may face legal action from trade
unions and health and safety officials.

Lockdowns

Lockdowns have destroyed a lot of companies recently
all around the globe. Additionally, Premier Inn suffered

greatly. Future circumstances like this one might prove to,
be quite difficult.
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Objectives

* Enhancing the level of connection that its
customers have with the Premier Inn brand 1s
the major objective of Premier Inn. They are
focused on making the process of reserving O
rooms more efficient so that they can simpli
the path that the customer takes (Freeman,
2020). They are also committed to building
an application so that customers may manage
the processes using their mobile devices, such
as smartphones.
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Tactics

* Marketing Mix
* Time plan

* Justification of marketing
channels schedule
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The Smart Insights RACE Planning Framework Timeline Project Management
EEEEEEEE

Build an agile, strategic approach to digital marketing

Competition is fierce online. To win you need to Plan, Manage and Optimize 55%
digital channels against defined targets, SMART KPIs and a focused ‘ Lorem|
investment in content marketing, digital media and experiences. We pelieve Phase I

anintegrated digital strategy is essential to define new Segmentatior :
Targeting and Positioning for your online value propositions.

pSUM

30%

Define your goals and strategy

Lorem Ipsum
KEY MEASURES
suverstace: EXPLORATION T 700/
Audience volume 0
Invest in always-on and campaign activity including organic and paid Audience quality
search, social media, PR, display and influencer marketing Ty Lorem lpsum
KEY MEASURES
suversace: DECISION MAKING i
o Leads/Lead conversign rate
ACT Be worth finding using clear persona customer journeys and a o Timeonsite 0
content hub that s relevant, inspirational, useful and creates leads SIS b bere I e Shates 60 /0
Prompt interactions, subscribers and leads ) L |
orem 1psum

KEY MEASURES
suversTAGE: PURCHASE
o Sales (on and offline-|nfluence)

CONVERT Persuasion marketing using CRO, marketing automation and retargeting o Revenue/Profit
Achieve sales online or offline to ensure contextual relevance, brand trust and value drives conversion

55%

Lorem Ipsum

® Conversion and Ordef Value

KEY MEASURES
suver sace: ADVOCACY ‘
Repeat Purchase (Lifgtime Value)
Thrilled customers are key to social media marketing, social proof, repeat Brand satisfaction anfi Loyalty
sales and referral. Ensure you research your customer loyalty drivers! Advocacy

~ < 8
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