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Introduction
Premier Inn is a British hotel brand and is said to be the UK's largest hotel chain. The brand currently operates 800 hotels with a capacity of over 72,000 rooms.
The purpose of this marketing plan is that by using a well-documented strategy we can manage to align two basic concepts - efficiency and effectiveness. During the work we, will point out aspects such as: the target market to which we offer our service, the way of attracting new customers, the time needed to carry out all the preliminary stages, as well as how this study on the hotel's revenues will be re-read, extending these aspects at the brand level.
[bookmark: _Toc26322]Situation Analysis 
[bookmark: _Toc21331]Company: SWOT Analysis
	Strength 
· a brand well known to customers
· Large geographical area
· A multitude of facilities for each type of customer 
	Weakness
· Decrease in the number of staff during the pandemic
· Lower incomes compared to the marked period of economic growth in the UK

	Opportunities 
· Increasing the percentage of new customers
· Geographical extension
	Threats
· Orienting customers towards saving money
· Premier Inn must always identify innovative ways of doing business



[bookmark: _Toc3604]Customers
The hotel serves different customer categories. Our main customers are therefore grouped according to their field of activity. Therefore, we offer promotional packages for each of these categories. For example, customer categories include large families, families with children, and tourists. , as well as customers on business trips,
[bookmark: _Toc17849]Competitors
Our competitors are big hotels with loyal customers and a strong focus on innovation, just like us. However, despite the large number of foreign guests, we strive to make you feel at home with us.
[bookmark: _Toc27902]

Collaborators
Premier Inn is a vertical and horizontal collaboration. This means that our collaborators in all relevant sectors are helping to bring our brand to the top.Our employees cover areas such as IT, transportation, tourism and food and so on.

[bookmark: _Toc15038]Climate: PESTEL (Macro analysis)
[bookmark: _Toc15427]Political
From a political point of view, like other hotels, Premier Inn faced a decrease in accommodation capacity due to the restrictions imposed by the government due to the Covid-19 Pandemic
[bookmark: _Toc5911]Economic
The hotel is trying to keep operating costs at optimal levels during the pandemic and this is reflected in the reduction in staff numbers. The devaluation of the national currency also reflects falling prices for services provided (Cushman & Wakefield 2020).
[bookmark: _Toc18785]Social
On a social level, our hotel brand meets all standards, so our guests are completely satisfied with the high-quality service we provide.
[bookmark: _Toc1891]Technological
Premier Inn wants to introduce the most innovative search engine. This ensures complete customer accessibility. Smart hotels leverage innovations in mobile technology to provide guests with superior, customizable and unique experiences. This premium experience stands for comfort, control and innovation.
[bookmark: _Toc14125]Environmental
The 21st century is the century of speed, so we want our customers to have easy and fast access to all our services. Quarter after quarter, the hotel industry records improvements in the quality of services it provides. Due to the current economic climate, the Premier Inn brand is positioned at the top of the hotel food chain.
[bookmark: _Toc28937]Legal
From a legal standpoint, we can take pride in the accuracy of the information provided. Current legislation has proven to be friendly to strong brands.

[bookmark: _Toc5047]Objectives
Our marketing plan sets as its main objective the loyalty of new customers by offering a subscription with an international discount. In this case, Premier Inn will increase its number of customers, but it will also benefit from the reviews of all customers in each state. We estimate an increase in the number of new clients by approximately 15% in the next 4 months. In the long term, these will increase the profitability of the brand by up to 20%.

[bookmark: _Toc30489]Strategy
Our marketing strategy is to retain new customers by offering subscriptions with international discounts, so we can say that it benefits the brand as a whole, not just physical hotels in specific regions. increase. Therefore, we propose to start this strategic plan with advertising on social media and websites. It is estimated that the number of new customers will increase by approximately 15% in the first four months after market testing. In this case, Premier Inn would not only increase its customer base, but would also benefit from reviews from all customers in each state. In the long term, it increases brand profitability by up to 20%.

[bookmark: _Toc30241]Marketing Mix 
[bookmark: _Toc6965]Product
Premier Inn offers a wide range of services. In addition to the well-selected rooms that welcome you, you will also find a fitness room, mini-bar, ample children's playground, free parking, free Wi-Fi and tourist guides to specific locations.
[bookmark: _Toc11362]Price
Considering the summer and winter seasons as the busiest in terms of accommodation, Premier Inn presents a special strategy to attract customers, therefore prices vary mainly depending on the existing demand on the market and the availability of our rooms.
[bookmark: _Toc720]Place
Premier Inn has many hotels in the main cities of the UK and beyond. Hotels under the Premier Inn brand can be found in cities such as: Buckingham, Cambridge, Cornwall, Douglas, Stuttgart, Frankfurt, Berlin, Leipzig, Dubai, Abu Dhabi or Doha
[bookmark: _Toc23]Promotion
As noted by researchers in the field, developing a website is the easiest way to connect customers from around the world with hotels in a specific region (Lim and Seo 2021). That's why Premier Inn uses platforms like Trivago, Booking, and RBMB to facilitate supply and demand comparisons.

[bookmark: _Toc27454]
Action 
Implementation of a marketing plan based on offering subscriptions with international discounts begins at the first stage. At this stage, we analyse which types of customers are more attractive to our offerings. After market research, we also analyse available resources. In the second part of the plan, we will be more active on social media and on our website. The final stage is a detailed analysis of the effectiveness of the marketing plan.
Nowadays it is essential to look in perspective, and the perspective in the tourism sector is not limited to the borders of a country. Therefore, we consider that not only our physical hotel will have a substantial increase in the number of new customers, but also another hotel of international reference. So, the reflection of this increase in the number of customers will be felt at the level of the entire brand, and we hope that one of the priorities of the customers when they select our hotel.
[image: Screenshot (491)]
[bookmark: _Toc4804]Control
We chose to offer our customers these subscriptions with international discounts as our main product because we can be proud that our brand is also found abroad, which we must admit highlights how strong our hotel brand is. The popularity of Premier Inn gives us the confidence that we can connect several cultures in one complex brand. Therefore, the percentage of new customers attracted will be reflected in the percentage of profitability of our hotel brand. We believe that the staff of every hotel under the Premier Inn brand offers extremely high-quality services so that our customers are extremely satisfied. And as we know, satisfied customers love to return to our hotel, making them feel at home.
[bookmark: _Toc27500]Conclusion
In conclusion, our marketing plan turns out to be an extremely successful one because Premier Inn puts first the needs of the customers and their desire to feel comfortable in any environment. More than that, we can say that not only our hotel will know an increase in the percentage of new customers every month, as well as the destinations to which we offer the respective discount. Therefore, our strength is represented by encouraging tourism, especially supporting it and offering our hotel as a safe place for our customers.

[bookmark: _Toc5432]
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