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[bookmark: _Toc121064130]Introduction
With more than 72,000 rooms and 800 hotels, Premier Inn is the largest hotel brand in the UK and a limited service hotel chain. It runs hotels in many different areas, including city centers, suburbs, and airports, where it competes with establishments like Travelodge and Ibis hotels. It would be a wise decision to create a marketing strategy for this upscale hotel. The marketing strategy for the upcoming year, three months, or one month is described in a marketing plan (Rosner et al., 2019). The marketing strategy for my hotel places a strong emphasis on customer engagement. For the CIM Marketing core course, I did a personal project like this. 
[bookmark: _Toc121064131]Situation Analysis
A hotel situation analysis is a management tool used by hotels to assess internal opportunities (strengths and weaknesses) as well as external opportunities and threats to their business. It is helpful to anticipate opportunities and make proactive plans for dealing with bottlenecks.
[bookmark: _Toc121064132]SWOT Analysis
It aims to assess Premier Inn's advantages and disadvantages. It also aims to investigate some of the chances the hotel should take into account for future growth and the dangers it should be aware of to develop effective defenses.

	Strength

· Global Presence
· Market Management
· Excellent Reputation
· Strategic Alliances
· Profitable Acquisitions
· Loyal Clientele, Highly original
	Weakness

· Inadequate Data Security
· Negative Positioning and Publicity
· Civil Lawsuits
· Excessively Strict

	Opportunities

Transitioning Demographics
Emphasis on Emerging Economies
Diversify Offerings
Develop in Related Markets
	Threat

Global Pandemic

Strenuous Competition

Imminent Recession

Trade Tension



[bookmark: _Toc121064133]Targeting and segmentation/customer profiles

Regardless of visitors' physical orientation, the hotel makes an effort to accommodate guests of all ages and both genders. Although our primary audience is families, young professionals, and established businesses, we are open to any and all inquiries. To focus on the target market, keywords from pertinent subfields of digital marketing will be used. To "position" one is to express anything in a direct and clear manner. This shows that some visitors intentionally place themselves above the preferences of other visitors (Piramanayagam and Seal, 2022).
[bookmark: _Toc121064134]Existing competitors in the same business
	Hotel Marriott Inc
	Head office
United States of America

	Hyatt Hotels Corp
	Head office
United States of America

	InterContinental Hotels Group Plc
	Head office
United Kingdom

	Hilton Worldwide Holdings Inc
	Head office
United States of America




[bookmark: _Toc121064135]Collaborators/ Stakeholder engagement

Our experienced sales teams offer straightforward solutions to the particular problems faced by business to business clients in order to strategically attract customers from all over the world, in every location, and in every industry. This is made possible by our size, distribution networks, and individualized service. Due to our streamlined approach to overall account management, clients and event organizers only need to work with one person, which promotes long-lasting relationships and fruitful gatherings (Hormby et al., 2010).
No matter where in the world the guest is located, Premier Inn's global distribution system is built to maximize occupancy at the lowest cost. Our visitors can always get in touch with us through our excellent website or one of our multilingual contact centers, and they can quickly locate and book any of our hotels online, on their mobile device, or through a search engine.

[bookmark: _Toc121064136]PESTEL Analysis
A PESTLE analysis provides context information about the business direction, brand positioning, growth objectives, and productivity risks (like another pandemic). It can be used to define new product development and judge the viability of already available goods and services. Additionally, the Premier Inn Hotel follows all applicable laws and social norms. Daily difficulties brought on by both internal and external factors have had a positive or negative impact on the hotel's operations. The business has suffered because of the analysis of the SWOT and PESTLE factors, business environment, organizational structure, and business environment during COVID-19.

	Political factor
Terrorism, international relations, and the political situation in tourism destinations might affect Premier Inn. Terrorist activities or armed conflict that impedes international air transport or citizen movement abroad offer the greatest threat.

	Economic factors
China's slowing development and Europe's economic upheaval will damage PremierInn’s operations. The Chinese stock market crash and European financial crisis have limited people's purchasing power and travel abilities. This reduces business travel, which Premier relies on substantially (Zhang et al., 2015).




	Technological factors
Airbnb, which enables private people, rent rooms or houses directly to tourists, might disrupt the hotel industry.

	Environmental factors
Fuel costs might now damage Premier’s operations. Falling oil prices might lower travel expenses and boost hotel demand. Any abrupt surge in airplane fuel prices might hurt Premier Inn’s operations (Contributor, 2016).


[bookmark: _Toc121064137]SMART Objectives
A SMART objective is one that is time-bound, relevant, specific, measurable, and achievable. The specifics of how a group or organization will accomplish a goal are provided by SMART objectives. 
Specific - Boost recurring revenue in 2022.
Measurable - Achieve a 25 percent gain over the previous year.
Achievable– Outperformwith a 15% gain in new customers and a reduction in attrition.
Relevant - Our profitability is driven by our revenue.
Time- each quarter in 2022
[bookmark: _Toc121064138]Strategy

There is no other option but to accept that depending on where in the world you are, different aspects of the hotel industry apply. Each area has a special set of advantages and disadvantages. Site traffic and customer numbers rise as a result of improved site content and consistent admin behavior (Nyangwe and Buhalis, 2018).
The hotel will inform its visitors about the variety of facilities and services available to them during their stay. Customers are primarily concerned with how the hotel's services will improve their own unique circumstances. To explain the results, it's crucial to keep up regular communication with your clients, encourage comments, and build a lasting community for them. The amount of value that can be created for visitors who choose to stay at a hotel is directly influenced by the level of quality that can be anticipated from the services offered by that hotel.
[bookmark: _Toc121064139]Marketing Mix/ Promotional Mix

The "competitive business environment" refers to the broad macroeconomic factors that may have an impact on a specific industry and the businesses operating there, and the term "competitive business environment" is used to describe such elements. The "4 Ps" marketing strategy, which Premier Inn uses, has contributed to the company's notable success in this industry (Toma and Grădinaru, 2018).
A few examples are as follows:
Marketing: Priority is given to those goods and services that bring in the most money and affect the bottom line of the business. Offerings at Holiday Inn can be divided into three categories: core, actual, and augmented.
Pricing:The "Demand and Supply Pricing Strategy" is the pricing method employed by Premier Inn. Additionally, they employ a "competitive pricing" strategy in which they compare their hotel rates to those of their rivals. The foundation of Premier Inn's pricing strategy is providing the right goods and services at fair prices.
Methods for Placing:There is no universal Premier Inn. They strategically place their hotels in areas where they know people will want to stay. It's important for a hotel to be located near popular attractions if it wants to cater to tourists.
Promotion Strategy:The internet era has grown significantly as a result of globalization. Without the use of digital promotions, Premier Inn's marketing and advertising initiatives would not be successful. In order to market their lodging, they take advantage of the Internet and other social media platforms.
Action
Demand is always outlined by marketing. There are various buying phases. It fulfills strategic objectives.
Investigating: Issues are resolved by hotel research. Hoteliers can exercise more control, get better value, and gain unique insights with primary research, which is more expensive than secondary market research. 
Analysis:
Marketers should evaluate their competitors. It helps to save both time and money.
Polling:
Surveys can use a variety of question types. To combine them, research is needed. Questions are necessary for proper ordering. Hotels can meet customer expectations by using multiple-choice, yes-or-no, rating scale, and matrix questions.
Socially listening:
Monitoring topics, words, phrases, businesses, or industries for chances or consumer content is known as social listening. A company's reputation is exposed by social listening. We can use it to gauge how other hotels are feeling.
[bookmark: _Toc121064140]USP (unique selling point)
Premier Inn hotels stand out from other brands in the sector due to the exceptionally high quality of both the amenities and the services they offer.Typically, there are three main components that make up a hotel's USP. The three competing priorities of location, convenience, and cost could not be balanced. There are 1,218 Premier Inn hotels worldwide. Every hotel is operating smoothly. The fact is that these hotels are situated in an area where people look for places to stay. The three main areas of concern for Premier Inn are large cities, beaches, and well-known cultural events (Catana and Toma, 2021).
[bookmark: _Toc121064141]Conclusion
Premier Inn needs a long-term marketing plan that is well thought out in order to be successful as a chain of hotels. The goals we set today will be obsolete by tomorrow due to the quick pace of change that characterizes the hospitality industry. Due to the fact that it outlines a company's short- and long-term goals as well as the methods by which they will be achieved, a marketing strategy is crucial.
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Infroduction

With more than 72,000 rooms and 800 hotels, Premier Inn is the largest hotel
brand in the UK and a limited service hotel chain. It runs hotels in many
different areas, including city centers, suburbs, and airports, where it
competes with establishments like Travelodge and Ibis hotels. It would be a
wise decision to create a marketing strategy for this upscale hotel. The
marketing strategy for the upcoming year, three months, or one month is
described in a marketing plan (Rosner et al., 2019). The marketing strategy
for my hotel places a sirong emphasis on customer engagement. For the

CIM Marketing core course, | did a personal project like this.
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strength

Global Presence

Market Management
Excellent Reputation

Strategic Alliances

Profitable Acquisitions

Loyal Clientele, Highly original

Weakness

Inadequate Data Security
Negative Positioning and Publicity
Civil Lawsvits

Excessively Strict

Opportunities

« Transitioning Demographics

« Emphasis on Emerging Economies

« Diversify Offerings

« Develop in Related Markets:





image4.png
PESTEL Analysis

A PESTLE analysis provides context information about the business
direction, brand positioning, growth objectives, and productivity risks
(like another pandemic). It can be used to define new product
development and judge the viability of already available goods and
services. Additionally, the Premier Inn Hotel follows all applicable laws
and social norms. Daily difficulties brought on by both internal and
external factors have had a positive or negative impact on the hotel's
operations. The business has suffered because of the analysis of the
SWOT and PESTLE factors, business environment, organizational structure,

and business environment during COVID-19.
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SMART Objectives

A SMART objective is one that is time-bound, relevant, specific,
measurable, and achievable. The specifics of how a group or
organization will accomplish a goal are provided by SMART

objectives.
Specific - Boost recurring revenue in 2022.
Measurable - Achieve a 25 percent gain over the previous year.

Achievable - Out perform with a 15% gain in new customers and a

reduction in attrition.
Relevant - Our profitability is driven by our revenue.

Time- each quarter in 2022
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Demand is always ouflined by markefing. There are various buying phases. It
fulfills strategic objectives.

Investigating: Issues are resolved by hotel research. Hoteliers can exercise more
contirol, getf better value, and gain unique insights with primary research, which is
more expensive than secondary market research.

Analysis:

Marketers should evaluate their competitors. It helps to save both time and
money.

Polling:

Surveys can use a variety of question fypes. To combine them, research is
needed. Questions are necessary for proper ordering. Hotels can meet customer
expectations by using multiple-choice, yes-or-no, rafing scale, and mafrix
questions.

Socially listening:

Monitoring tfopics, words, phrases, businesses, or industries for chances or
consumer confent is known as social listening. A company's reputafion is
exposed by social listening. We can use it fo gauge how other hotels are feeling.
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USP (Unique Selling Point)

Premier Inn hotels stand out from other brands in the
sector due to the exceptionally high quality of both the
amenities and the services they offer. Typically, there are
three main components that make up a hotel's USP.

The three competing priorities of location, convenience,
and cost could not be balanced. There are 1,218 Premier Inn
hotels worldwide. Every hotel is operating smoothly. The fact
is that these hotels are situated in an area where people look
for places to stay. The three main areas of concern for
Premier Inn are large cities, beaches, and well-known
cultural events (Catana and Toma, 2021).
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Strategy

“* Guests will be informed of the hotel's various facilities and services.

~ Customers want to know how the hotel can improve their lives.

- Frequent contact, encouraging remarks, and developing a client
community are all key elements to explain outcomes.

- The quality of a hotel's services affects the value it can deliver to

visitors.
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Competitors

Hotel Marriott Inc

Hyatt Hotels Corp

Inter Continental Hotels Group

Hilion Worldwide Holdings Inc

Head office

United States of America
Head office

United Kingdom

Head office

USA
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Collaborators/ Stakeholder engagement

Our experienced sales teams offer siraighiforward solutions to the particular problems
faced by business to business clients in order to sirategically atiract customers from all
over the world, in every location, and in every indusiry. This is made possible by our
size, distibution networks, and individuadlized service. Due to our sireamlined
approach to overall account management, clients and event organizers only need to
work with one person, which promotes long-lasting relationships and fruitful gatherings

(Hormby et al., 2010).

No matiter where in the world the guest is located, Premier Inn's global distribution
system is built to maximize occupancy at the lowest cost. Our visitors can always get
in fouch with us through our excellent website or one of our multilingual contact
centers, and they can quickly locate and book any of our hotels online, on their

mobile device, or through a search engine.
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Conclusion

Premier Inn needs a long-term marketing plan that
is well thought out in order to be successful as a
chain of hotels. The goals we set today will be
obsolete by tomorrow due to the quick pace of
change that characterizes the hospitality industry.
Due to the fact that it oullines a company's short-
and long-term goals as well as the methods by
which they will be achieved, a marketing strategy
is crucial.
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