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[bookmark: _Toc128863943]Introduction

[bookmark: _Hlk128860757]The report will be conducted on a marketing opportunity based on a hotel, and for accomplishing this task, the "Premier Inn" hotel brand has been chosen. "Premier Inn." "Premier Inn" is denoted as a British limited-service hotel chain, and it is the UK's largest hotel brand. "Premier Inn London Country Hall Hotel" is one of the hotels of Several methods, frameworks, and others will be used to enlighten a sustainable and scalable structure for the marketing plan. 

[bookmark: _Toc128863944]Situation Analysis

[bookmark: _Toc128863945]SWOT Analysis 

The swot analysis of Premier Inn London Country Hall Hotel" is going enlightened below 
	[bookmark: _Hlk128861108]Strength
	Weakness

	· Suitable location
· Value for money
· Strong brand positioning
	· Noisy 
· No additional service within the packages

	Opportunity
	Threats

	· Customers look for now premium and secure hotels

· Expansion scopes 

· New customer acquisition scopes 
	· Competitors

· Legal threats

· Lockdowns






[bookmark: _Toc128863946]STP for new marketing plan

[bookmark: _Hlk128861132]Segmentation 
Demographics:  Age 20-45, gender – male and female, income level high, highly educated people, etc., 
Geographic: Urban people, tourists from different countries, etc
Behavioural:  Frequently users of visiting hotels, websites, mobile applications, etc
[bookmark: _Hlk128861142]Psychographics: love to lead a premium lifestyle, hobbies, maybe spending holidays in hotels, etc 
Targeting:
After targeting, based on the size, profitability, and reachability, a specific target is required to take (Esteban 2020). In the case of "Premier Inn London Country Hall Hotel," it should target that people group who have the demand or capacity to bear the cost of the hotel along with those who have thought of value for money., 
Positioning

Through experiential positioning, it should position and create the image of the hotel in the people's minds. In this regard (Evans, 2019). "Feel the great experience" with this tagline can create emotive relations with the targeted group by providing its service. 






[bookmark: _Toc128863947]Competitors

Perceptual positioning map
 Quality

Canopy by Hilton

Hyatt Regency London
Travelodge London  City
CROWN plaza London Kings Cross
Express Leeds Hotel
Holiday Inn London West
Sheraton Grand London Park Lane
Design
Value for money







Service



Bowman's strategy clock
There are eight possible strategic positions, and those are :
· Low price - low perceived value
· Low price - medium perceived value 
· Low Price - High perceived value 
· Medium price - High perceived value 
· High price - High perceived value 
· High price - Medium perceived value 
· High price - Low perceived value 
· Medium price - High perceived value 
In the case of "Premier Inn London Country Hall Hotel," it follows high price- high perceived value and should stick with it. Through this strategy, they can easily target new customers, and people will willingly pay more (Mathivathany and Sasitharan, 2022). Quality is required to ensure all the time and make people perceive that they are getting value for money service. 
[bookmark: _Toc128863948]Collaborators
In the case of collaboration, the hotel mainly prioritizes the partnership (Mathivathany and Sasitharan, 2022). The hotel collaborates with different travel management companies who act as their partners, and they aid in the case of booking agents, offering connectivity, etc. 
[bookmark: _Toc128863949]PESTEL Analysis 

	Factors
	Positively impact
	Negatively impact

	Political
	Stable government practices
	Brexit issues 

	Economic
	High economic growth in the UK
	High inflation rates

	Social
	People have a culture of staying in the hotels
	After COVID-19, people afraid to live in other places

	Technological
	Government motivates to adopt of advanced technologies
	Some technologies are destroying the environment

	Environmental
	Eco-friendly practices available
	Some technologies are required to withdraw cause of going against environmental law,

	Legal
	Follows all the rules and regulations
	Sudden changes in laws can hinder the business






[bookmark: _Toc128863950]Objectives

The new marketing plan is about getting new customers for the "Premier Inn London Country Hall Hotel." In the details, through the SMART model, the breakdowns and how the plan is going to be implemented that's going to showcase. 
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	The plan is going to get new customer acquisition for the hotel.
	Every month or quarter, through the evaluation of data of new customers, it can be easily measured, 
	With a consumer-centric marketing strategy and plans implemented according to the demand, it will become workable.
	Being able to control the activation and strategies will help the hotel to be more productive and walk towards its goal.
	8-12 months. 



[bookmark: _Toc128863951]Strategy 

The organization's service is value for money. To make this communication simpler, with the tagline "feel the great experience," the new customer acquisition communication can be done (Drummond et al., 2020).  With this clear and simple message, the value proposition message can be communicated that new customers will be attracted to enjoy the experience instead of living or staying in the hotel (McDonald, 2019). This simple value proposition communication can easily describe the benefits for the ideal customers they will experience while spending time at "Premier Inn London Country Hall Hotel (McDonald, 2019).  The target customers of the hotel are specifically the higher middle class, and they think about the value instead of spending money.


[bookmark: _Toc128863952]Marketing mix:

Product
Currently, the hotel offers different types of rooms. Offering accommodation facilities is the ultimate core aspect of the hotel (Putra et al., 2020). The rooms provide additional facilities like TV, Free Wi-Fi, etc (Renaghan, 2021). Nevertheless, to catch new customer attention, they should focus more on new facilities like transportation facilities, a complete packed package system including lunch or dinner, and more additional facilities. 
Price
The hotel currently sticks with a premium pricing strategy. However, in the case of getting new customer acquisition, they should prioritize pricing and divide the pricing strategies into semi-flex, advanced, standard, and non-flex rates (Wijayanto, 2021). Customers will have different perceptions; through this, they can easily target every psychographic and behavioural target customer of the hotel (Xie, 2020). 
Place
Most of the tourists come from the airport. They have some brandings at the airport, but still, there are many facilities and brandings they can do (Salman, 2019). Like, they should ensure their location online where customers can quickly locate the places; also, in airports, they should introduce their organization vehicles with branding. Getting collaborating with different partners as travel agencies, they can offer their offerings (Ciriković, 2021). Also, on the online platform, they should specify their locations; every device can track the location, which has been ensured. 
Promotions
[bookmark: _Toc128863953]Online promotions are required to be aired more. Therefore, "Premier Inn London Country Hall Hotel" is required to give more emphasis on digital marketing (Hosseini, 2021). Besides all, in the case of getting new customers, they should collaborate with influencers because they have a huge fan base, and from there, the actual target group of the hotel can switch to staying at "Premier Inn London Country Hall Hotel." They should sponsor significant events or commercial events to help get new customers and enrich their brand value. Lastly, corporate people do a lot of conferences seminars, programs, and so on. Email marketing and linking with corporate sectors are required to get their attention.   
Action
	Parti
colors
	Month 01
	Month 02
	Month 03
	Month 04
	Month 05
	Month 06
	Month 07
	Month 08
	Month 09
	Month 10
	Month 11
	Month 12

	Planning
And organizing 
	
	
	
	
	
	
	
	
	
	
	
	

	SEO emphasize 
	
	
	
	
	
	
	
	
	
	
	
	

	User generate content
	
	
	
	
	
	
	
	
	
	
	
	

	Social media marketing 
	
	
	
	
	
	
	
	
	
	
	
	

	Influencer marketing
	
	
	
	
	
	
	
	
	
	
	
	

	Sponsors and others
	
	
	
	
	
	
	
	
	
	
	
	

	Email marketing and others
	
	
	
	
	
	
	
	
	
	
	
	

	Competition

	
	
	
	
	
	
	
	
	
	
	
	



In this way, the recommended marketing plan can be utilized successfully. 

[bookmark: _Toc128863954]Control

Monitoring and evaluation
Through monitoring and controlling the activities and plans, it can quickly know about the situation of the marketing plan (Westwood, 2022). With proper monitoring and evaluation of the activities, the activities that are helping and not helping those can be readily acknowledged.
Online metrics
Customer engagement or acquisition metrics can be easily gathered using digital marketing or online tools (McDonald and Wilson, 2019). Therefore, with this, the plan's activities can be controlled and help determine where to invest more or less.
Evaluate Return on investment and customer acquisition cost
Through this financial term, the proper planning and activities activation can be measured and help to make rational and sound decision





Conclusion
Customer attitude, market environment, and competitor's strategy can become core challenges during the plan execution time. Therefore, it is required to have alternative options or plans like non-traditional media use. Also, consulting with expertise can help mitigate the challenges in the case of a severe issue. Apart from it, a suitable marketing plan has been drawn up for the "Premier Inn London Country Hall Hotel." With the implementation of the recommended marketing plan, the hotel can successfully get new customers towards its hotel. 
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SWOT ANALYSIS
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STP Analysis

SEGMENTATION

Segmentation
* Demographics: Age 20-45, gender — male and female,

income level high, highly educated people, etc.,

* Geographic: Urban people, tourists from different countries,
etc

* Behavioural: Frequently users of visiting hotels, websites,
mobile applications, etc

* Psychographics: love to lead a premium lifestyle, hobbies,
maybe spending holidays in hotels, etc
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TARGETING

Targeting:

In the case of "Premier Inn London Country Hall Hotel," it
should target that people group who have the demand or
capacity to bear the cost of the hotel along with those who
have thought of value for money (Evans, 2019).
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Positioning

* Positioning
Through experiential positioning, it should position and create
the image of the hotel in the people's minds (Hosseini, 2021).
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v’ The main objective is for the hotel to get new customers. It
is about getting new customers in the hotel, and therefore,
the marketing plan will conduct.
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QO Strategy:

» “Feel the great experience” with this tagline, the hotel's
offerings will communicate in people's minds (Renaghan,
2021).

» It will stimulate them in the way that they will spend their
money for a memorable experience by staying in the hotel.
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Product:

Additional facilities along with accommodation facilities are
required to provide. Also, attractive packages are required to
provide value for money.

Price:

Besides premium pricing, the hotel must introduce advanced,
/_ standard, semi-flex, and non-flex pricing.

Place:

They should ensure their place is well acknowledged by the
customers (Renaghan, 2021). Specifically, those tourists who
are coming from the airport. In google maps and other travel
applications, they should ensure their places.

of Marketing Mix Promotionl

The hotel must focus much on digital marketing, sponsors,
social media marketing, email marketing and influencer
marketing.
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Action- Gantt Chart
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0O There are three aspects through which marketing can be
controlled: monitoring and evaluation, analysing online
metrics, and examining return on investment and customer

acquisition cost.





image12.png
0O Based on the writer's marketing plan for "Premier Inn
London Country Hall Hotel," the presentation is given. In the

CMC/M/A(:(Q;Q/—\ presentation, only the highlighted parts of the marketing

plan and how it will be used are enlightened only.
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The presentation will be at "Premier Inn London Country Hall
Hotel," which is a hotel under the “Premier Inn” hotel brand.
Regarding the written report marketing plan, the presentation is
going to basically regarding the execution of the marketing plan
for the selected hotel.




