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Introduction 
[bookmark: _Hlk121245307]Premier Inn is a British company, that is present mainly in the UK and in a few other countries, like Ireland, Germany, UAE, India, and Indonesia.
[bookmark: _Hlk121246140]The purpose of the marketing plan is to is to attract a higher number of customers for Premier Inn after the COVID-19.
The situation analysis of Premier is Inn based on the 5C model - company, customers, competitors, collaborators, and climate. Then, the plan will present strategy and tactics of how to increase the customer base for the company. Action plan will be attached to show the arrangement of marketing activities. Finally, conclusions and recommendations will be provided. 

Situation Analysis - 5Cs 
SWOT Analysis 
	Strengths 
	Weaknesses 
	Opportunities
	Threats

	· The absorbed fame of Premier Inn
· Huge number of available rooms
	· Intense rivalry in the market
· Competitors continuously increasing offers
	· Strong brand value 
· Effective marketing strategies
	· Ups and downs a corporation may face, in time
· Decline in customers number due to recent pandemic



PESTEL Analysis 
	Political 
	· The industry became a major success in Britain, through a strong connection with the Government
· Still the pandemic made the Government to impose strict regulations
· Premier Inn has strict environmental standards and manages services to comply to the health regulations

	Economic 
	· Serious concerns risen by the current downturn cause by the pandemic (Wu, 2021)
· Premier Inn also subject to reduced travel regulations

	Social 
	· The company focusses on customer satisfaction and continues to develop its business considering constant changing social standards and customers preferences

	Technology 
	· Online reservations are available as a service
· The company has got a client database that helps communicate news about newest products and marketing initiatives

	Environmental 
	· Premier Inn operates in a way that enhance society and the environment. Corporate social responsibility is the business model embraced by the company.

	Legal
	· Premier inn reaffirms its commitment to collaborating with partners and suppliers to support the implementation of policies, avoid legal issues and upholding high standards.


Objectives 
This marketing plan starts by conducting the micro (SWOT) and macro (PESTLE) analysis. It aims to increase the customer base of Premier Inn after the COVID-19, which collapsed tourism globally in the last few years from 2019, by extending the product range. It offers different pricing options to different customers, expands distribution channels by fostering collaboration with partnering hotels, and allocates more budget on social media marketing to increase the number of followers in different online platforms.

Strategy 
This plan used SWOT and PESTEL analysis to examine operational and marketing strategies in the context of COVID-19. In general, the Premier Inn has taken the steps required to support its expansion. The strategy Premier Inn should choose is the Bowman’s clock Differentiation strategy. To provide their clients with the highest perceived added value and help them cultivate a unique identity in the market, the hotel should do its best to offer products that are high on the quality spectrums at an average price.

Tactics 
Proposed Product Strategies.
For different clients, Premier Inn can provide several room types. They have a king bed for adults, two pull-out or couch beds for children, and a travel cot for a new-born, in the family rooms (Premier Inn, 2022). Interconnecting rooms are available as well, so that parents can relax while supervising children no matter where they are. This will draw more family-oriented clients. 
[bookmark: _Hlk121250512]Additionally, Premier Inn can upgrade the amenities in the rooms to increase client happiness. It feels comfortable when there is Freeview TV, free Wi-Fi available, tea and coffee making options. Food or drink available as Premier Inn hotels might include a bar and a restaurant inside. To safeguard the security and well-being of the guests, all hotels might make their facilities more bike-friendly and implement a strict daily cleaning schedule. Following the COVID-19, customers are paying closer attention to hygiene.
Premier Inn should consider customer recommendations to attract more clients. The reviews on Trustpilot indicate that customers have different opinions about the services offered by Premier Inn. Several people brand the encounter amazing, while most label it unpleasant. To ensure that the consumers are happy with the services received, the hotel must pay close attention to the after-sale services.
Proposed pricing strategies
[bookmark: _Hlk121250679]When it comes to pricing plans, Premier Inn has a variety of plans: Flex, Semi-Flex, Advance, Standard, and Non-Flex. This variety transforms into a variety of choices for customers, as well. To present the customers an excellent value, the company is using a value pricing strategy. Offering the cheapest prices on Friday, Saturday, and Sunday nights, the company maintains the practice of price discrimination.
Proposed place/distribution channels 
[bookmark: _Hlk121250835]In the UK and other countries where it is present, Premier Inn has got more than 800 hotels. Direct reservations through the hotel's website and mobile app, are available. Customers can also use third parties like Booking.com, Lastminute.com, or other such dedicated websites. To expand the network at a lower cost, Premier Inn can continue working with its partner hotels. By doing this, it will be able to offer more services to clients around the globe and grow the hotel's clientele.
Proposed promotional strategies 
[bookmark: _Hlk121250912]Promotion is a strategic component of every company’s marketing strategy in this industry. Premier Inn makes no exception. It plans to spend £20 million on marketing in 2022, concentrating on growing its digital footprint (Jefferson, 2021). On Facebook page, the hotel has more than 325,000 followers. At the other end, there is Instagram with only over 22,000 followers. The company understood the need to be present on more social media channels.

Action Plan
To carry out the plan, the hotel needs to spend 2 months to inform the staff in the preparation stage. This can help staff adapt to the possible changes when they are consulted. Marketing research should be carried out subsequently to have ideas about the preferred facilities of hotel rooms and acceptable price range to potential and existing customers. The proposed changes to the 4P should be carried out after improvement based on the results from the marketing research. To monitor the effectiveness, the hotel should continue to gather the feedback from the customers to prepare for the continued improvement later

Control 
In order to engage with the larger organisation and deliver some headline findings, the company considers service to be the leading driver. It allows to examine the effects of service degradation on customer satisfaction, repeat business, and revenue. In light of the economic developments, this reflective technique can assist the hotel in providing higher-quality service. Premier Inn says that looking at TripAdvisor reviews of its hotels and those of its rivals has confirmed the value of service and helped it identify the constraints and gaps in its quantitative analysis, resulting in internal conversations with the appropriate teams.

Conclusion 
[bookmark: _Hlk121251060]Planning can be carried out effectively, with the continued support of the management. The plan suggested above can attract more clients but requires the dedicated support of the board of directors. Also, the analysis may become outdated in the dynamic business world. The leaders of Premier Inn may need to review the macroeconomic situation regularly and make necessary changes to the plan accordingly, in order to maintain a sustainable growth in the customer base of the business. Wickens (2021) reports that many employees staged protests across the UK in June 2021, asking to be paid the living wage. As people are the best resources in the hospitality industry, the hotel should take this seriously to avoid future protests and disruptions.
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