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Introduction
Initiating a new plan for marketing is a process of making the growth of organization in a new market or the existing market with new product to capture more customers and consumers, the motive that this marketing plan serves is about developing the idea of how marketing activities are supported in an organization (De Pelsmacker, 2017). This marketing plan is being prepared for the organization Premier Inn to include a new area with its service. The detailed aspects of marketing factors with different models and theories have been presented. The use of SOSTAC- planning system 5’C’s, SWOT analysis for new market area for the company along with its PESTLE analysis, Porter five forces, RACE, marketing mix and Gantt chart have been presented in this plan. 
Situation analysis
A successful marking plan is based on customer acceptance, and this can be unpredictable (Fifield, 1998, p.27).
Company 
Premier Inn (2022) is the number one budget hotel in UK, with a growing opportunity in Germany and a new area to consider in France with this marketing plan to attract new customers becoming as strong as UK.
The detailed aspects of the company can be presented with the use of SWOT analysis of the company. 
	Strengths
Affordable price
Special deals for consumers on online booking 
Good brand image
Force for Good -Sustainability reputation (Premier Inn, 2022)
Extensive presence in UK, the largest hotel brand (Whitbread, 2022)
	Weaknesses
Limited presence international, geographical concentration
Hight costs that make reduce the cash reserves (Premier Inn, 2022)

	Opportunities
Adoption of green and ecotourism.
Positive feedback about its sustainability. 
Expanding market in global market.
Brand strength and the focus on business expansion, positive customers experience
	Threats
More competition in tourism industry. 
Terrorist attack and immigration policy 
Lowering demand of hotel service.
Competitive market
Lockdown and Covid 19 pandemic still threatening


(MarketLine, 2022).
Customers 
Segmenting the customer is a process specifying the customers and their services. It motives at categorising the market in terms of consumers and their needs (Lancaster and Massingham, 2001). For Premier Inn, the segmentation of customers with different category can be applied, in March 2021 was reintroduced Business Booker, an online booking for businesses that allows enjoy the exclusive business flex rates, access to all Premier Inn room types and rates, live chat, economy class and leisure class customers, followed by Hub and Zip by Premier Inn (MarketLine, 2021). Based on customers proposition Premier Inn has good quality and value comparing to other companies from industry (Whitbread, 2022), (Please see Appendix 3).
Targeting the customers and clients in an organization is happened to be effective with the inclusion of additional and supportive services to make the customers satisfied (Pickton and Broderick, 2005). In the company Premier Inn, all the types of customers have different arrangement and facilities that can make them satisfied. For instance, the business class customer can have their rooms next to conference hall, have facilities of high-speed internet and desk set up to do their official activities. The economy class people are provided with recreational facilities, family friendly, and information on the website (Premier Inn, 2022).
Competitors 

The hotel industry is dominated by major global players competing the industry with each other and with several small independent players. This amplifies rivalry. Rivalry has been intensified by challenging market conditions caused by the global COVID-19 pandemic, which has ruined the hotels and motels industry by causing the biggest recorded decline in global tourism (MarketLine, 2021).
Porter’s five forces (Please see Appendix 5)
	Power of buyer
	Lower price in the company attracts most of the customers.

	Power of supplier
	Lower power of suppliers in the industry since there are lot of suppliers.

	Threats of substitute products
	Substitute products are not available since accommodations and food are essential to tourists and travellers. 

	Rivalry among existing firms
	The competition is huge since there are lot of tourism organization in UK (Wiid, Cant and Makhitha, 2016). 

	Threat of new entrants
	The new organizations and their contribution to competition is medium in the industry. 


Collaborators
The collaborator for an organization is those supportive organizations or suppliers who serves the organization with its performance (Winer and Dhar, 2014). Premier Inn collaborate with the suppliers and stakeholders with a contract respecting the law of health and safety, protecting the environment, the consumer and human rights (Whitbread Supplier T&Cs, 2022).
 Climate
PESTLE analysis
	Factors
	Influences

	Political
	Efficient in UK promoting business relation with others

	Economic
	Proficient to collect resources and employment. 

	Social
	The consumers are aware of the price and their relative services

	Technological
	Digital marketing platform opens greater opportunity for the company. But it lacks in advanced technological implementation due to lack of technological resources. 

	Legal
	Makes it complicated to maintain documentation. But it has advantage about application of equality and diversity (Cant, 2006). 

	Environmental
	The natural environment has less impact rather administrative weather requirements. Reduction of carbon emission and plastic 


Objectives
The marketing plan has the objective to enhance the service area for the company along with the achievement of opportunity to explore the market area to enhance its capacity. By the summer of 2023 it will be consider an occupationally rate of 98% in our new area of France.
Strategy
The value proposition presents a unique selling point or attraction point for the customers (Jobber and Ellis-Chadwick, 2020). For Premier Inn, the unique selling point or proposition to offer the customer and communicate with them is the on-site Bar Café Restaurant. With the bar service, the company directly communicates with its customers to facilitate them with the services from the bar and café restaurant of the company. The company plans for efficient employees and staffs who can connect with the customers properly, convince them with service and make them satisfied with the services. 
The use of Bowman’s strategy clock can be useful to determine the best strategy to communicate with the customers (Bowie et al. 2017). Looking on Bowman’s strategy clock the hotel is low cost of the service. The package of the service adds a good value for different customers, placing Premier Inn just between low price and hybrid, (Please see Appendix 4).
Tactics
Marketing mix
Product
Product or service in the market is the value that is offered to the consumers or customers. Quality product or service helps to attract the customers and consumers and enhance the customer loyalty (Smith and Zook, 2020). Premier Inn is planning with its service expansion in a new area with the hospitality, hotel and tourism services. In the new area the service expansion also includes to be involved in the establishing conference room, meeting rooms, party centre, bar and café restaurant, internet service, and different other supportive services for the customers. Sometimes the company also needs to arrange in service demand products by the customers including guide to their tours and accessories. 
Price
The price of any product determines the attraction point for any organization. The lower price in the market can attract the customers, but loss the brand value of the product. Some people think that lower price gets lower quality on the same page lower price reduce the profit for organization (Kotler et al. 2020). Furthermore, a standard service price is required for organization. The company has a standard price for its different packages, with a brand consideration as it is displayed in the “rest easy” campaign based on google search interest (Please see Appendix 2).
Place
The place or market is targeted with the selection of the area of customers or the group of people within the physical area (Clow and Baack, 2013). The new marketing plan includes the development of the service in France. The big cities of France have been included in the plan for expanding its service in the cities like Paris, Marseille, Lyon, Nice, Toulouse, and Lille. 
Promotion
Promoting the service in France, requires involving in advertising, online promotion, sponsorship and announcement program to launch its service (Chaffey and Ellis- Chadwick, 2019). The company Premier Inn will be involved in all these campaign with proper inclusion of planning to Reach, Act, Convert and Engage the customers, with this strategic tool to improve the marketing plan (Chaffey, 2022). (Please see appendix 6).
Action
The action or application of the marketing plan takes place with several stages. The time and its consideration have also been provided in the Gantt chart, (Please see Appendix 2).
Control
Controlling and monitoring the application of the marketing plan helps in attaining the goals of the marketing plan (Ghauri, 2014). The development of the marketing plan is across the unique selling point which is its attractive and on-site bar café. The measurement of success will be attained with the feedback from the customers. Since the brand of the company has been performing with positive brand image in the UK, the similar way is assumed to be achieved in France. The new customers in cities of France have positive outlook which would contribute to increase the profit for the organization. 
Conclusion
The development of marketing plan is acquired by an organization to plan for its expansion of market area with new marketplace or new products. The inclusion of existing product or service in a new area is efficient with proper planning and its execution through analysis of the potential market. The marketing plan and its execution has been placed with the detailed aspects of marketing factors. The plan has been conducted to show expansion of market for the company Premier Inn. Bienvenue en France Premier Inn!
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For the Marketing Plan, the decision using advertising along with personal selling, public relations and direct marketing will be a good choice for promoting the hotel in the new area of France, will be useful for promote our brand internationally. Choosing a short campaign give us the opportunity for an immediate profit, increase visibility and to remind to our customers the value of our brand and product.
[bookmark: _Hlk120873796]By the summer of 2023 it will be consider an occupationally rate of 98% in our new area promoting on social media, radio, personal email, with considerable discounts engaging customers from France and those who are loyal to our brand promoting also in United Kingdom, Ireland and Germany the extension of our brand internationally.








Appendix 2



Costumers reach Whitbread FY23 Interim results 25 October 2022
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[bookmark: _Hlk120878172]Whitbread (2022) Results, reports and presentation Interim results. Available at: https://cdn.whitbread.co.uk/media/2022/10/Half-Year-FY23-Presentation-FINAL.pdf (Accessed: 29 November 2022)
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Leading customer proposition
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Whitbread (2022) Results, reports and presentation Interim results. Available at: https://cdn.whitbread.co.uk/media/2022/10/Half-Year-FY23-Presentation-FINAL.pdf (Accessed: 29 November 2022)





Appendix 4       Premier Inn between Low price and Hybrid on   Bowman’s Strategy Clock 
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Appendix 5
 Heubel (2022) Porter five Forces Available at: https://consulterce.com/five-forces-analysis/ (Accessed: 30 November 2022).
The threat of new entry is very high, an enormous investment for spreading geographically to deal with the competitors and maintaining customers needs and creating the comfort for substitute, high barriers to entry, high competition, Premier Inn focus on customer loyalty “Investing to win”.
The buyer power is very high, customers differences between the market, Premier Inn is a budget hotel and price attract customers, but they also seek for quality.
 The inflation is increasing the costs of investments, and additional cost are the utilities.
Supplier Power is very low, on the market are many suppliers with a low switching cost.
The Threat of substitution are various: motels, campsites, rent a house.
 (Whitbread, 2022).
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Controlling and monitoring the application of the marketing plan helps in attaining the goals of the marketing
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