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[bookmark: _Toc128749524]Introduction:
The main objective of the study is to make a marketing plan for Premier Inn by making a situational analysis of the 5 Cs. In the marketing plan, there is an objective by making a SMART target. Other than that, there is a strategy as well as an action plan for Premier Inn. Along with that, there is a tactic of making a marketing mix of Premier Inn as well as a control plan. 
Marketing mixes are the activities that a business organisation performs to promote the brand of the company (Goi, 2019).
The SMART target is to understand the goal in a clear way as well as achieve the goals in the given time  (Bridgewater, 2021).
[bookmark: _Toc128749525]Situational analysis of Premier Inn:
[bookmark: _Toc128749526]Company:
SWOT analysis:
Strengths:
The company has a high level of the occupancy rate of more than 76.3 per cent. Not only that, the company has a strong presence with more than 800 hotels (Howandwhat, 2020).
Weaknesses:
The company has a limited global presence and they have refunds as well as hygiene issues in their hotels (Howandwhat, 2020).
Opportunities:
The company has the opportunity to enter new markets and have further growth in the market of Germany (Howandwhat, 2020).
Threats:
The effects of pandemic affected badly the company and their hotels and their competitors are the big threats to the company (Howandwhat, 2020). 
[bookmark: _Toc128749527]Customers:
Segmentation:
The demographic segmentation of the company is across various audiences and mainly middle-aged people and younger people (Similarweb, 2020). 
Targeting:
The main target customer of the company is between the age of 25 to 34 years old and the company mostly targets the male audience (Similarweb, 2020). 
[bookmark: _Toc128749528]Competitors:
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Figure 1: Perceptual map of Premier Inn
(Source: Facebook, 2022)
[bookmark: _Toc128749529]Collaborations:
The company is doing partnership business as they worked in a strategic partnership between many hospitality firms and the Emirate Group for developing the brand of the company in a better way (Premier Inn, 2022). 
[bookmark: _Toc128749530]Climate:
PESTLE analysis:
Political factors:
The low rate of tax has enabled the hotels of Premier Inn to sustain even in the huge negative effect of the covid-19 and lockdown (Studocu, 2022). 
Economic factors:
Covid-19 lockdown, economic difficulties, restrictions, and a strong British Sterling Pound have limited the ability to make any kind of bookings in the hotels of Premier Inn (Studocu, 2022). 
Social factors:
The company added more services such as massage parlours, gyms, etc. to attract more clients to the hotels (Studocu, 2022). 
Technological factors:
Advanced technologies enabled the company to increase bookings of hotels as well as other customer services online (Studocu, 2022). 
Legal factors:
Variations in the legal area have brought about many kinds of legal challenges continuously in the daily operations of the hotels and the company (Studocu, 2022). 
Environmental factors:
The company uses smart technologies to be environmentally friendly and have global warming effects (Studocu, 2022).
[bookmark: _Toc128749531]Objective:
[bookmark: _Toc128749532]SMART target:
	Goal:  Double the sales number and 10 per cent more profit

	Specific:
	The objective is to double the number of sales for the products or services in the company and make a 10 per cent more profit.

	Measurable: 
	If the business organisation can attract 15 per cent more new customers for the hotels and get 90 per cent positive reviews from the customers. 

	Achievable:
	The company can at least 5 per cent more profit and increase sales number than before.

	Relevant: 
	The company make doubled the sales number and achieves 8 per cent more profit. 

	Time-bound: 
	The time needed to accomplish the goal is nine months.


[bookmark: _rdwb1336p1al][bookmark: _Toc128749533]Strategy:
The promise of the company to their customers is to offer a good sleep at night as well as they promised their customers one more thing that the customers will get back their money if they will not experience a good sleep at night in their hotels (Ghauri, 2014). This is how the company makes a highly competitive advantage in the market over other competitors. The BSI score is the best 88.7 in the market and other competitors (Smith and Zook, 2020). The pledge of a great night's sleep is guaranteed to offer a promise to the customers to experience comfort as well as a feeling of home without staying at home. The company took their focus to do emotionally-led-campaigns in their marketing strategies (Chaffey and Ellis- Chadwick, 2019). Not only that, but the company also made commitments to maintain equality in the business and offer quality service in their hotels to the customer by making a balance between quality and value (Gilliland, 2019).
[bookmark: _Toc128749534]Tactics of Premier Inn:
[bookmark: _Toc128749535]Marketing mix:
Product strategy:
The company offers various kinds of rooms for various customers such as two pull-out sofas, a king-size bed for adults, and a travel cot for the baby for a family room. They have various categories of rooms for the customers such as double, single, interconnecting and accessible rooms. They offer Freeview TV, a hair dryer, free wifi for 24*7, a bar, and many other facilities to give a pleasant environment to enjoy (Howandwhat, 2023). 
Price strategy:
The company has various types of pricing strategies such as non–flex, semi-flex, flex, standard, and advanced rates for their hotels. The hotels of the company have a value pricing strategy that aims for providing great value for the money the customers are spending in the hotels of the Premier Inn. The company has a price discrimination strategy also in their company with the low price rate for their hotel rooms on the nights of Saturday, Friday, and Sunday (Howandwhat,2023).  
Place strategy:
The company has more than 800 hotels all over the UK and in other countries as well such as Qatar, Ireland, Germany, and the United Arab Emirates. The customers can book hotel rooms with the company in a direct way through the app and website of the company. Other than that, customers can book hotel rooms for the company over the phone (Howandwhat,2023). 
Promotion strategy:
The company invested a lot of money in promotion and advertising on various kinds of platforms about their brand of the hotels such as radio, outdoor, and social & digital media. The aim of the company is to make an investment of 20 million British pounds in the marketing activities of the company in the year 2022 and with that, the main focus of the company is to broaden the digital reach of the company to their customers. The company has the followers of 22 thousand followers on its Instagram page of the company. Not only that, the company has followers of 325 thousand people on its Facebook page of the company. For that reason, the main aim of the company is to increase the presence of the brand of the company on different social media platforms (Howandwhat,2023). 
[bookmark: _Toc128749536]                                                                            Action:
	Marketing activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7

	Social media marketing
	
	
	
	
	
	
	

	Email marketing 
	
	
	
	
	
	
	

	Sms marketing 
	
	
	
	
	
	
	

	Tv ads 
	
	
	
	
	
	
	

	Content marketing
	
	
	
	
	
	
	

	Search engine marketing
	
	
	
	
	
	
	

	Print marketing
	
	
	
	
	
	
	


The company in week 1 and 2 do social media marketing and email marketing. For weeks 3 and week 4, the company does sms marketing and TV ads for their brands. Not only that, in week 5, the company does content marketing. The company does social media marketing in week 6. Along with that, in week 7, the company does print marketing for marketing its brand. 
[bookmark: _Toc128749537]Control:
The customer-centric metric is one of the metrics to check how loyal customers are which means the repeat purchase rate (Clow and Baack, 2013). Along with that, customer lifetime value is another metric to check how much the customer will spend in future. Other than that, by funnel velocity, a company can measure the speed of the customers through the sales funnel (Ryan, 2012). With that, through sales growth, a business also can check the trajectory of sales. Not only that, ROMI is another tool to find the rate of return a company makes on the investment in marketing and it is used to measure the success of the campaigns (The Hartford, 2023). 
[bookmark: _Toc128749538]Conclusion:
The company has an occupancy rate of 76.3 per cent but the company has a limited amount of presence in the global market. Not only that, the company has hygiene as well as refund of money issues in the business organisation. The company has the threat of new competitors in the market. The company made a promise to their customers that the company will offer a good night's sleep to their hotels and if the customers will not experience a good night's sleep they will get back their money. There are many different types of pricing strategies the company follows in their business organisation such as flex, non-flex, semi-flex, advanced, and standard price rates.
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The key objective of the study is to make a marketing mix as well as an STP analysis of Premier Inn.Introduction:
◦
Making
a
marketing
mix
and
an
STP
analysis
of
Premier
Inn
.

Product strategy:
The company has to offer different types of hotel rooms in their hotels according to the customers. There are various types of categories in rooms such as interconnecting, double, accessible, and single rooms (Howandwhat, 2023).Marketing mix of 
Premier Inn:
●
The
company
has
to
offer
different
categories
of
rooms
in
their
hotels
such
as
double,
interconnecting,
single,
and
accessible
rooms
.
●
There
are
various
types
of
pricing
strategies
the
company
follows
such
as
non
-
flex,
advanced,
flex,
semi
-
flex,
and
standard
price
rate
(
Howandwhat
,
2023
)
.
●
The
company
has
over
800
hotels
across
many
countries
and
the
UK
.
●
The
company
invested
a
huge
amount
in
different
marketing
activities
(
Howandwhat
,
2023
)
.

Price strategy:
There	are	different	kinds	of	pricing	strategies	the

1
1
14
company uses in their hotels such as semi-flex, standard, flex, advanced, and non-flex price rate for their different types of customers. The company also follows a value pricing strategy in their hotels to give a level of satisfaction to the customer (Howandwhat, 2023).
Place strategy:
Premier Inn has more than 800 hotels all over the UK and many	other	countries	such	as	Germany,	Ireland,	the United Arab Emirates, and Qatar (Howandwhat, 2023).
Promotion strategy:
Premier Inn invested a huge amount of money in marketing such as outdoor, digital media, radio, social media applications, etc. (Howandwhat, 2023).
3
STP analysis of Premier 
Inn:
●
The
demographic
segmentation
of
the
company
is
across
all
ages
(
Similarweb
,
2020
)
.
●
The
target
customer
of
the
company
is
between
the
ages
of
25
to
34
(
Premier
Inn,
2022
)
.
●
They
are
guaranteed
a
good
night’s
sleep
that
feels
like
home
and
if
not
then
they
get
back
their
money
.

Segmentation:
The	demographic	segmentation	of	the	business organisation	is	across	all	ages	of	the	audience (Similarweb, 2020). The geographic segmentation of the company is the countries such as western countries and middle east countries.
Targeting:
Premier Inn targets customers between the age of 25 to
4
34 years old and a male audience (Premier Inn, 2022).
Positioning:
The company positioned itself as they guaranteeing an offer of a good night's sleep that feels like home and if the customer does not experience a good night's sleep then will get back their money (Similarweb, 2020).


4

	
	Conclusion:
◦ The company invested a lot of money to broaden its digital presence through digital and social media marketing.
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The company invested a huge amount in different marketing activities such as digital and social media marketing to broaden its digital presence.
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