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INTRODUCTION 

Premier Inn Clacton-on-Sea is a 70-room hotel located in the seaside town of Clacton-on-Sea in the UK. The hotel is currently operating at 75% occupancy, with an average room rate of £93 per night. The aim of this marketing plan is to increase the hotel's revenue by 15% over the next 12 months through a targeted marketing campaign. 

To develop this marketing plan, we will use a combination of well-established marketing frameworks, including SOSTAC (will provide a comprehensive structure for the plan), the 4 Ps of marketing (help us analyse and optimize the marketing mix) and Bowman's Strategy Clock (evaluating the competitive position). 

MAIN BODY 

The hotel is part of the Premier Inn chain, which is operated by Whitbread PLC (Maynard, 2017). The company has a strong brand image and has built a loyal customer base over the years. A SWOT analysis (see Appendix 1) of the hotel reveals the internal strengths and weaknesses and the external opportunities and threats (Reid, Bojanic, 2009). 

Premier Inn Clacton-on-Sea customers can be segmented based on factors such as age, income, and travel behaviour. The company's primary target audience is budget-conscious travellers who are looking for quality at an affordable price (Page, Connell, 2020). According to SimilarWeb (see Appendix 2), the website attracts mostly females aged 25-34. To attract more customers the hotel will allocate a budget of £750,000 for new services and amenities. Offer free Wi-Fi to all customers, and free breakfast or parking to customers who book directly with Premier Inn Clacton-on-Sea. 

A perceptual positioning map (see Appendix 3) of the hotel’s competitors would reveal that the company is positioned as a mid-priced hotel chain that offers value for money (George, 2021). To further understand the competition, a Bowman's strategy clock can be used, which reveals that hotel’s current strategy is a combination of low cost and differentiation. Introducing a loyalty program to reward repeat customers with a budget of £250,000. Offer incentives like 10% discount for repeat customers, and a free stay for every 10 nights booked.

Premier Inn Clacton-on-Sea has several B2B relationships, partnerships, and franchises that contribute to its success. The company has partnerships with various travel booking websites, a robust online booking system and a strong presence on social media (Petrović et al., 2013). Collaborate with other brands in the travel industry to increase brand awareness. Allocate a budget of £500,000 for collaborations. Collaborate with airlines to offer bundled packages, and with car rental companies to offer discounts. 

The macroeconomic climate in which the hotel operates can be analysed using a PESTLE analysis (Matovic, 2020) (see Appendix 4). Political factors such as Brexit and the effects of the COVID-19 pandemic have had a significant impact on the hotel industry. Economic factors, such as low consumer confidence and high unemployment, have also affected the industry (Jones & Comfort, 2021). 



OBJECTIVES 

The total marketing budget will be £3 million for the next 12 months. Measure the success of the marketing plan by monitoring key metrics like website traffic, social media engagement, and revenue. Aim to increase website traffic by 10%, social media engagement by 20%, and revenue by 15% over the next 12 months.

STRATEGIES 

In terms of strategy, the hotel use Ansoff's matrix to identify opportunities for growth and expansion. Ansoff's matrix is a strategic tool that helps businesses identify their potential for growth by looking at different strategies (Igor Ansoff, 1957). 

Market penetration will involves increasing sales of existing products or services in existing markets. For example, the hotel could offer more promotions or loyalty programs to attract more customers.

Diversification will involves developing new products or services for new markets. For example, the hotel could expand into other markets, such as event hosting or catering.

Once the hotel has identified its strategy, it can then set SMART targets to help achieve its goals. For example, if the hotel decides to focus on improving its brand reputation, it could
increase positive online reviews by 20% within the next six months, implement a new training program for staff to improve customer service ratings by 10% within the next year.

TACTICS 

The marketing mix, commonly known as the 4Ps of marketing, refers to the essential components of a business's marketing strategy (Kotler, P. et al.,2020).

Premier Inn Clacton-on-Sea currently offers a range of affordable hotel rooms and suites, with a focus on quality and comfort. The hotel offers a variety of room types to meet the needs of different customers, including single rooms, twin rooms, family rooms, and accessible rooms. The hotel also provides a range of on-site amenities, including restaurants, bars, and meeting facilities.

Premier Inn Clacton-on-Sea pricing strategy is centred around offering quality accommodation at an affordable price. The price for a single person per night start from 93£ and is the same price for a family of two adults and two children (Premier Inn, 2023). The company could lower the price for a single person per night at 53£. The hotel will attract more customers as Airbnb is growing fast and they have room from 43£ per night for a single person. The company aim is to attract travellers by offering competitive room rates, without compromising on quality (Slootweg and Rowson, 2018).

The hotel is five-minute walk from Clacton Beach, close to the rides and amusements on Clacton Pier. Customers can locate the hotel through the company's website, as well as through travel booking websites and other online channels (Van der Wagen, 2015). They also provide a mobile app that allows customers to book rooms, check-in, and access hotel information (Markovic and Marko, 2019).
The hotel will use a multi-channel marketing approach to promote its hotels and services. Premier Inn Clacton-on-Sea will use a RACE (reach, act, convert, engage) model to track and measure the success of its marketing campaigns. Leverage digital marketing channels like social media, email marketing, and search engine optimization (SEO) to increase brand awareness. Allocate a budget of £500,000 for digital marketing. Create a content calendar and post at least 3 times a week on social media platforms. Optimize the website for SEO to increase traffic by 10% and visibility by 15%.The hotel employs data-driven marketing to tailor the customer experience and provide appropriate discounts to each unique guest (Bowie et al., 2016).


ACTION 

A Gantt chart (see Appendix 5) of marketing activities will be created to ensure that all marketing activities are planned, executed, and tracked effectively. The chart will outline the marketing channels schedule, including the dates and duration of each marketing activity. The chart will also include details on the resources required for each activity, such as budget, personnel, and materials (Wallace, 1952).

The marketing channels schedule will be informed by several factors, including the target audience, marketing objectives, and budget. The company's research and analysis of the market, customers, and competitors will also inform the marketing channels schedule, helping to ensure that the most effective channels are selected.  


CONTROL 

In the control section, success will be measured through various metrics such as the acquisition of new customers, positive attitudes towards the brand, and increased profits (Baker, Hart, 2008). These metrics will be regularly monitored and evaluated to assess the effectiveness of the marketing plan and make any necessary adjustments. This will help ensure that the hotel is on track to achieve its marketing objectives and continuously improve its marketing efforts. Overall, these metrics and KPI’s are effective because they provide measurable insights into the performance of each channel. By regularly monitoring and analysing these metrics, the organization can identify areas for improvement and make data-driven decisions to optimize its marketing strategy.

CONCLUSION 

By implementing the strategies outlined in this marketing plan, Premier Inn Clacton-on-Sea can increase brand awareness and revenue. The key is to stay agile and adapt to changing market conditions and customer preferences. Regularly monitor and evaluate the success of the marketing plan to ensure that the objectives are met, and adjust the strategies if necessary.
Additionally, it's essential to consider potential challenges and risks that may arise during the implementation of the plan. Economic instability, changes in consumer behaviour, and unexpected external events can impact the success of the plan. Therefore, it's crucial to remain flexible and to be prepared to adjust the strategies accordingly. 
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SWOT ANALYSIS

STRENGTHS

Strong brand reputation in the UK hospitality
industry

Extensive network of hotels across the UK
High-quality customer service and amenities
Competitive pricing strategy

Strong financial position

OPPORTUNITIES

Expansion into international markets
Increase in demand for staycations due to
COVID-19 pandemic

tion into other hospitality sectors
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Marketing Plan

Premicr Inn Clacton-on-Sea is part of the
Premicr Inn chain, owned by Whitbread
PLC, which has built a loyal customer
base over the years (Maynard, 2017).

To create a comprehensive marketing plan,
the hotel will use well-cstablished
marketing frameworks, known as
SOSTAC.

' ®
SOSTAC
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Situation Analysis

SWOT ANALYSIS

COMPANY

STRENGTHS

A SWOT analysis of the hotel
reveals the internal strengths
and weaknesses as well as its
external  opportunities  and

threats. 'OPPORTUNITIES
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Situation Analysis

‘COLLABORATORS

Premicr Inn Clacton-on-Sea has several B2B relationships, partnerships, and franchises that contribute to its
success.

The company has partnerships with various travel booking websites, a robust online booking system and a
strong presence on social media (Petrovié et ., 2013).

Collaborate with other brands in the travel industry to increase brand awareness. Allocate a budget of £500,000
for collaborations.

Collaborate with airlines to offer bundled packages, and with car rental companies to offer discounts.
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Situation Analysis

CUSTOMERS

The company's primary target audience is
budget-conscious travellers who are looking for
quality at an affordable price (Page, Connell,
2020).

According to SimilarWeb, the website attracts
mostly females aged 25-34.

To attract more customers the hotel will allocate
a budget of £750,000 for new services and
amenities.

Offer free Wi-Fi to all customers, and free
breakfast or parking to customers who book
directly with Premier Inn Clacton-on-Sea.
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Situation Analysis

‘COMPETITORS

Aperceptual positioning map of the hotel’s
competitors would reveal that the company is
positioned as a mid-priced hotel chain that offers
value for money (George, 2021).

The hotel’s current strategy is a combination of
low cost and differentiation.

Introducing a loyalty program to reward repeat
customers with a budget of £250,000.

Offer incentives like 10% discount for repeat
customers, and a free stay for every 10 nights
booked.
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Situation Analysis

CLIMATE

» The macroeconomic climate in which the hotel
operates can be analysed using a PESTLE analysis
(Matovic, 2020).
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Objectives/Strategies

OBJECTIVES

The total marketing budget will be £3
million for the next 12 months. Measure
the success of the marketing plan by
‘monitoring key metrics like websitc traffic,
social media engagement, and revenue.

Aim to increase website traffic by 10%,
social media engagement by 20%, and
revenue by 15% over the next 12 months.

STRATEGIES

Market penctration will involves increasing sales of existing
products or services in existing markets. For example, the hotel
could offer more promotions or loyalty programs to attract morc
customers.

Diversification will involves developing new products or
services for new markets. For example, the hotel could expand
into other markets, such as event hosting or catering.

For example, if the hotel decides to focus on improving its
brand reputation, it could increase positive online reviews by
20% within the next six months, implement a new training
program for staff to improve customer service ratings by 10%
within the next year.
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Product
The hotel will focus on maintaining and
improving the quality of its rooms and facilities
to ensure customer satisfaction. In addition,
they will offer added value services, such as
free Wi-Fi and in-room dining.

Promotion
Allocate a budget of £500,000 for digital
marketing. Creatc a content calendar and post
at least 3 times a weck on social media
platforms. Optimize the website for SEO to
increase traffic by 10% and visibility by 15%.

Tactics

THE MARKETING MIX

TARGET
MARKET

Price
The price for a single person per night start
from 93£ and is the same price for a family of
two adults and two children (Premicr Inn,
2023). To attract more customers the company
should lower the price for a single person per
night at S3£.

Place
The hotel is five-minute walk from Clacton
Beach, closc to the rides and amusements on
Clacton Pier. Customers can locate the hotel
through the company's website, as well as
through travel booking websites and other
online channels (Van der Wagen, 2015).
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Action

» A Gantt chart of marketing activities will will outline the marketing channels schedule, including the dates and duration of
cach marketing activity.

> The marketing channels schedule will be informed by several factors, including the target audience, marketing objectives,
and budget.

> The company's rescarch and analysis of the market, customers, and competitors wil also inform the marketing channels
schedule, helping to cnsure that the most cffective channels arc selected.
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Control

> In the control scction, success will be measured through various metrics such as the acquisition of new customers,
positive attitudes towards the brand, and increased profits (Baker, Hart, 2008).

» These metrics will be regularly monitored and evaluated to assess the cffectiveness of the marketing plan and make
any necessary adjustments.

» This will help ensure that the hotel is on track to achieve its marketing objectives and continuously improve its
marketing cfforts.

» Overall, these metrics and KPIs arc cffective because they provide measurable insights into the performance of cach
channel
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By implementing the strategics outlined in this marketing plan, Premicr Inn Clacton-on-Sca can increasc brand
awareness and revenue. The key is to stay agile and adapt to changing market conditions and customer preferences.

Regularly monitor and evaluate the success of the marketing plan to ensurc that the objectives are met, and adjust
the strategies if necessary.

Additionally, it's essential to consider potential challenges and risks that may arise during the implementation of the
plan,

Economic instability, changes in consumer behaviour, and unexpected external events can impact the success of
the plan. Therefore, it crucial to remain flexible and to be prepared to adjust the stratcgics accordingly.
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Premier Inn Clacton-on-Sea
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