                               



                MARKETING PLAN OF PREMIER INN PADDINGTON BASIN 







STUDENT NAME : ADRIANA BALICA 
STUDENT ID NUMBER: 2232252
THE MODULE TITLE: MARKETING ESSENTIALS BMIH4005
LECTURER NAME: RUTH TAYLOR DAVIES 
WORD COUNT : 1389
























[image: ]Increase  occupancy rate during the off-season months ( November to February) at Premier Inn Paddington Basin. The purpose of this marketing plan is to increase the occupancy rate during the off-season months by promoting the hotel’s features and services . The target audience for this marketing plan is individuals and families who are looking for affordable accommodation options in London during the off-season months. The communication strategy involves offering special promotions, utilising social media advertising, email marketing and collaborating with local attractions . By  implementing this communication strategy, the hotel can increase its visibility and attract potential customers who are looking for affordable accommodation options during the off-season months.  

Premier Inn Paddington Basin  is located in the Paddington Basin area of London. To analyse the situation of the Premier Inn Paddington Basin ,we can use SWOT and PESTLE analysis.
SWOT analysis
Strengths:
- is a well-known and established brand 
-the location is in a prime area with easy access to public transportation, tourist attractions and business centres
- has modern amenities and comfortable rooms , making it attractive to leisure and business travellers
Weaknesses:
-may face competition from other established hotels in the area
-the pricing may be perceived as high compared to other hotels in the area
-the restaurant and bar offerings may not be sufficient to cater to all customers needs.
Opportunities:
- can increase its revenue by targeting corporate clients and offering meetings and conference facilities
-can enhance its brand reputation by engaging with customers on social media and receiving feedback
- can increase its occupancy rates by partnering with online travel agencies and other booking platforms.
Threats:
-the hotel industry is highly competitive with new entrants and established brands constantly vying for market share
-changes in the economy or travel trends can impact the hotel’s revenue and occupancy rates  
-may face challenges in recruiting and retaining skills staff .
PESTLE Analysis 
Political factors:
-changes in the government policies, such as visa regulations or taxes, can impact international travel and tourism 
-political instability in the UK or other countries can impact to the hotel’s business.
Economical  factors:
-changes in exchange rates can impact the hotel’s  revenue from international customers
-changes in the economy, such as recession or economic downturns ,can  impact the hotel’s revenue and occupancy rates.
Social factors:
-changes  in travel trends or  preferences can impact  the hotel’s customer base
- changes in demographic or lifestyle can impact the hotel’s  offerings and services.
Technological factors:
-changes in technology can impact the hotel’s operations and customer service
- must keep up with technological advancements .
Legal factors:
-changes in laws or regulations, such as health ,safety or employment laws , can impact the hotel’s operations and costs
-must comply with laws and regulations related  to data protection and  privacy.
Environmental factors:
- must comply with environmental  regulations  related to waste management and energy consumption
-can enhance its brand reputation by implementing sustainable practices.

The marketing plan aims to increase the visibility and awareness of the hotel, attract more customers and increase revenue. The plan include strategies to differentiate the hotel from competitors, improve the customer experience and increase the hotel’s online presence . Also,  aims to target corporate clients and increase occupancy rates during peak seasons.  Ultimately, the goal of the marketing plan is to position the hotel as a leading hotel in the hospitality industry , increase customer loyalty and drive sustainable growth for the business.       

Our marketing plan proposition ,aims to increase the hotel’s visibility and attract more customers by implementing a comprehensive and targeted marketing strategy .To achieve, we  will focus on differentiating the hotel from competitors and improving the overall customer experience. This will include enhancing the hotel’s  online presence through targeted digital marketing campaigns and social media engagement.  In addition, we will implement targeted strategies to attract corporate clients and increase occupancy rates during peak season. We will work to establish partnership with local businesses and event organisers to create bespoke packages that  cater to their specific needs . To  enhance the customer experience ,we will invest in staff training and development  to improve the level of service and create a welcoming and comfortable environment. We  will also introduce new services and amenities, such as the fitness centre or spa .
Also  ,our aim is  to position the hotel  as a leading hotel,  increase customer loyalty and drive sustainable growth for the business.

The hotel currently offers modern and comfortable rooms with en-suite  bathrooms, complimentary Wi-Fi and air-conditioning. Also , has a restaurant and bar that serves breakfast, lunch and dinner. The hotel has a 24 hour front desk service and luggage storage facilities .
The hotel is located in the Paddington Basin area of London, which is easily accessible by public transportation ,including the Paddington  train and tube station .The  hotel is also in close  proximity to popular tourist attractions such as Hyde Park and Oxford Street .
Pricing strategy is aimed at offering affordable prices without sacrificing quality .The  hotel offers different room rates depending on the time of the year ,with peak season rates being higher than off-season rates. Also , offers discounted  rates  for advanced bookings and  corporate clients.
The hotel will be advertised through various channels, including online and offline. Online  advertising will include targeted  digital marketing campaigns and social media engagement. Off-line advertising will include outdoor advertising in high traffic areas and print ads in local newspapers and magazines. The hotel we also partner with  online travel agencies and  booking platforms to increase visibility and reach new customers.
In addition to the above  tactics , will implement the following strategies to increase customer satisfaction and loyalty:
-staff training and development , to ensure  that all staff members and equipped with the skills and knowledge necessary to provide excellent customer service. This will include training in areas such as communication skills, problem-solving and conflict in a solution
-introduction of new services and amenities , to better cater to the needs of customers. This may include a fitness centre ,spa or room service
- customer feedback , will actively seek feedback from customers to improve the customer experience. This will include providing feedback  forms and online surveys to customers.
In conclusion, Premier Inn Paddington Basin’s  tactics focus on improving the overall customer experience and increasing customer satisfaction and loyalty. 

The marketing channels schedule for Premier Inn  Paddington  Basin  has been developed based on a comprehensive analysis of the target audience and the most effective channels for reaching them.  The  schedule includes a mix of online and offline channels to ensure  maximum reach and  effectiveness . By  using a variety  of channels such as social media, email marketing ,outdoor advertising and event sponsorship ,the hotel  can engage with customers,  create brand awareness and drive sustainable growth for the business .The  marketing channels schedule  is regularly updated and monitored to ensure that the hotel’s marketing efforts are consistent, targeted and effective. 

Measuring successful for Premier Inn Paddington Basin’s  marketing plan can be done using various metrics ,including customer satisfaction ratings , online reviews ,website traffic, social media engagement and revenue growth. Customer satisfaction ratings and online reviews can provide valuable feedback on the hotel’s  overall  customer experience.  Website  traffic and social media engagement can indicate the effectiveness of the hotel’s online marketing efforts . Revenue growth can provide insights  into the hotel’s financial performance and the impact of the marketing plan on the business. By tracking this metrics over time, the hotel can assess the success of its marketing plan and make adjustments to improve its effectiveness .        

The marketing plan for Premier Inn Paddington Basin  faces challenges such as competition from other hotels ,changes in consumer preferences and unpredictable external factors such as the COVID-19 pandemic.  To overcome this  challenge , the hotel should consider offering unique and personalised experience to  customers , leveraging technology to  improve customer experience and streamline operations,  partnering with local businesses and events to increase brand awareness and prioritising health and safety measures to address customer concerns. Additionally, the hotels should regularly monitor and adjust its marketing plan to ensure it is effective in achieving its goals and adapting to changing market conditions.     
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OBIJECTIVES

Strategies to differentiate the
hotel from competitors, improve
the customer experience and
increase the online presence.

Aim to target corporate clients
and increase occupancy rates
during peak season .

To position the hotel as a
leading hotel in the hospitality
industry, increase customer
loyalty and drive sustainable
growth for the business.
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Pricing strategy is aimed at
offering affordable prices
without sacrificing quality .The
hotel offers different room rates
depending on the time of the
year, also offers discounted
rates for advanced bookings
and corporate clients.

The hotel will be advertised
through various channels
including online and off-line.
online advertising ,as targeted
digital marketing campaigns
and social media engagement.
Off-line advertising ,as outdoor
advertising ,print ads in

% newspapers and magazines.

PROMOTION
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MEASURING SUCCESS

= Can be done by using various
metrics, including customer
satisfaction rating ,online reviews,
website traffic, social media
engagement and revenue growth.
By tracking these metrics over
time, the hotel can assess the
success of its marketing plan and
make adjustments to improve its
effectiveness.
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THE STRATEGY

Enhancing, the hotel’s online
presence through targeted digital
marketing campaigns and social
media engagement.

Implement targeted strategies to
attract corporate clients and
increase occupancy rates during
peak season .

Establish partnership with local
businesses and event organisers.

Invest in staff training and
development to improve the level
of service and create a welcoming
and comfortable environment.

Introduce new services and

amenities such as a fitness centre
orspa.
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CONCLUSION

To overcome the challenges the hotel is going
through ,should consider make some changes.

Additionally ,the hotel should regularly monitor
and adjust its marketing plan to ensure it is
effective in achieving its goals and adapting to
changing marketing conditions.
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THE MARKETING PLAN AIMS

The purpose of this marketing plan is to
increase the occupancy rate during the off-
season months by promoting the hotel’s

MARKETING M (TACTICS) features and services. The target audience for
this marketing plan is individuals and
families who are looking for affordable
accommodation options in London during
the off-season months .The communication
strategy involves offering special
promotions, utilising social media
advertising, email marketing and
collaborating with local attractions and also,
introducing new serv
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MARKETING MIX (TACTICS)

The hotel currently offers
modern and comfortable rooms
with en suite bathrooms
complimentary Wi-Fi and air-
conditioning , also has a
restaurant and bar. The hotel has
a 24 hour front desk service and
luggage store facilities.

The hotel is located in the
Paddington Basin area of London,
which is easily accessible b
public transportation, including
the Paddington train and tube
station.
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INTRODUCTION

Premier inn Paddington Basin is located in the Paddington Basin area or
London. The location is in a prime area with easy access to public
transportation and tourist attractions.

FE The hotel is a well known and established brand , with modern amenities
and comfortable rooms .

The hotel also have a restaurant , a bar , Wi-Fi, air conditioning, 24 hour
front desk service and luggage store facilities.
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