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Introduction
[bookmark: _Int_CFtzwzXi]A marketing plan lays out business strategy for acquiring new customers and selling more products and services. But it also serves as a way of analysing exactly how successful the marketing efforts have been so far (Hogarty, 2022). The purpose of this marketing plan is to generate more business, explore ideas of how we can give more to our customers in return to increase our sales. The hotel we will be discussing is Premier Inn in Uttoxeter. Premier Inn is a budget friendly hotel, providing a great night sleep at a competitive price. In this plan we will carry out a situation analysis of the overall franchise and look at objectives to help improve and add value to the business. Discuss the strategy on how we can introduce this new idea. Also look at different tactics using marketing mix. We will then discuss how to action this objective and measure the success. 


Situation Analysis
To assess the current situation of premier inn, I carried out a SWOT analysis as seen on Appendix 1. The strengths of Premier Inn are their competitive pricing, they are in popular locations such as town centres and airports. They also have good brand image. The weaknesses are high competition, Limited facilities available and less global recognition. They have strong opportunities such as upgrading technology, going global and introducing better technology. They also face a lot of threats like the pandemic and high competition. 

[bookmark: _Int_Zl09uSY9]The aim is to attract more customers. Since the pandemic, people have only just started to go out. If we can attract more families to the hotel, it will give us more business. Introducing a new idea will put us one step ahead of our competitors. As you can see on Appendix 2 Customers have a high bargaining power because of the number of options available such as guest houses and Air BnB. Suppliers have low power and pose less threat to the business. On the other hand, rivalry is high because of high competition. As Premier Inn is part of a franchise, it is important to follow specific guidelines and level of service set by the company. Introducing a new service and improving the facilities will also allow other companies within the franchise to make these changes. It is essential to get approval of these changes. 

[bookmark: _Int_Hr69j43X]There are a lot of external factors that can affect Premier Inn. As seen on Appendix 3, PESTLE Analysis, we can see the factors that have affected the hotel in the past. As said by Lock (2022) "Premier Inn branded hotels were reported at 68.3 percent following the pandemic. In total, there were over 841 hotels operating in the UK, in 2021/2022".  Although the pandemic shutdown the hospitality industry, Premier Inn still managed to get most if there hotels back open. A growth is only possible when the hotel is getting more in return for its efforts than the amounts it is spending (Whaley, 2015)




Objectives
[bookmark: _Int_jSzJJe2a][bookmark: _Int_Q5wAdN4P][bookmark: _Int_mdjeWGks][bookmark: _Int_UF2uV07h]Our aim is to attract more customers. To do this we need to improve the facilities we provide. There is no entertainment on site for children or adults. By introducing a play area, we can attract more families to the hotel. It gives parents a chance to relax while children play. "Kids behave better and parents relax more when there is plenty of entertainment onsite" (Pro Playgrounds, 2019). The current location is on a non-residential site, we can offer a secure location with benches for parents to sit on while the kids play. This can be built within a month and will be minimal maintenance as it does not require electricity. 


Strategy
[bookmark: _Int_lW9EJJFK][bookmark: _Int_C46nnTvW]A business strategy helps us define our hotel, it will give a set of values, and gives it purpose” (Shaw, 2021). Premier Inns commitment is to offer a quality service for less, this appears to be at the heart of its success. (Gilliland, 2017). In order to be one step ahead of our competitors, we need to offer something that none of our competitors provide. The play area will do just that. We can sell this as entertainment at affordable price. Our prices will remain the same, the increase in sales and revenue will from new customer will measure the success. It will attract families with young children because they won’t have to spend extra to take children out for entertainment. We can use various channels such as TV and social media to promote this idea. 

  
Tactics
[bookmark: _Int_XNyRJImk]Premier Inn has an incredibly unique operating model, this provides a clear competitive advantage, enabling the delivery of a winning customer proposition that will have a strong appeal to customers in both the current and post pandemic environments (Whitbread, 2022). The key components within the model are brand strength, scale advantage, direct digital distribution, operational control, property flexibility an energy efficiency. 
Marketing mix: 
· [bookmark: _Int_w44cG09T][bookmark: _Int_aQpB1i8Y]Product – Premier inn currently offer several types of room such as standard rooms, family rooms with extra pull-out beds. They also offer a buffet breakfast. However. they do not offer entertainment for kids. 
· [bookmark: _Int_sEqS51jD][bookmark: _Int_qpZXBKnL]Place (Distribution) – They have over 800 hotels available in various locations such as town centre, airports, and tourist attractions. They are available for booking on various third-party websites such as Laterooms, Bookings.com. None of the locations offer onsite entertainment. The Uttoxeter branch has the correct location to offer this service and could be one of the first branches to offer this service.
· [bookmark: _Int_FBAgWtqh][bookmark: _Int_I5OLbOdt][bookmark: _Int_JxP5pXrp]Price – The pricing strategy is currently extremely competitive with rivals such as Travelodge. Premier inn offers various priced rooms and different rates. They offer standard, non- flexi, flexi, and advance rates. Their competitive pricing is what makes them immensely popular. They also offer meal deals and cheap buffet prices for breakfast.
· [bookmark: _Int_8BT2Q6Lg]Promotion – Premier Inn advertises through various channel such as TV, social media, Twitter, and sales promotion via email marketing. “The hotel invests a lot of money on advertising in platforms such as outdoor, radio, print, and digital & social media. It aims to invest £20m into marketing in 2022 with a particular focus on broadening its digital reach” (Jefferson, 2021).
Action
[bookmark: _Int_9B14KiBK][bookmark: _Int_wIxogTEQ]To action the objective, we need to make sure all plans have been approved. Market research will allow us to understand whether our idea will be a success or not. This can be done via social media. A quick survey or question and answer post on Instagram will allow us to understand the customer needs. To promote our business, we need use the correct channels. As seen on Appendix 5, the Gannt Chart of our communication plan. Using channels such as Advertising on TV will allow us to reach all age group because everyone watches Television. Sales promotions is also another fantastic way to promote the business because everyone looks out for offers and discounts. This will generate more business and increase the revenue. 


Control
Our unique selling point is competitive pricing and the new play area. “Gaining public trust is key to the success of the new marketplaces” (Schonberg et al, 2000). We can measure the success by looking at the number of family rooms booked since the introduction of this service. The increase in revenue will also indicate success of our new launch. Monitors the number views on tv adverts, clicks on online promotions and use of promotional coupons will also indicate the success. 



Conclusion
[bookmark: _Int_PJpz3nx9]This plan has identified our customer needs and what is required in the market to keep up with the competition. "Price isn’t the only king when it comes to grabbing the attention of travelers. When people book a hotel room offline or online, they ensure that they get a greater return than what they spend" (Arya, 2018). We need to keep improving our service to ensure we are keeping up with the evolving economy. 
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Appendices
Appendix 1- SWOT Analisys of Premier Inn
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Appendix 2- Porters 5 Forces
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Appendix 3- PESTEL Analysis
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Appendix 4- SMART Objective
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Appendix 5- Gannt Chart 
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