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Introduction 
The biggest hotel and restaurant chain in the UK is Premier Inn. The assessment is about marketing assessment and strategy for the promotion of Premier Inn Hostel Brighton. The company's location and pricing are sufficient to outperform the competition; however, digital marketing must be strengthened within the time frame specified. This assignment analyses Its strengths and weaknesses. It also makes an effort to look into some potential avenues for the hotel's potential growth as well as the risks it needs to be aware of in order to build strong defences. It comprises objectives, and strategy for marketing, tactics, actions, and control for the decided strategy (Tempest, 2008).  
1. SOSTAC Analysis – 5C’s 
1.1 Company SWOT Analysis  
SWOT analysis is implemented that covers the strengths, weaknesses, opportunities, and threats of Premier Inn Hotel at Brighton City Centre. The SWOT and threats with reference to its particular location. Its strengths are that it is a well-known hotel chain in the region and is recognized as a premium hotel brand around the world (George, 2021b). 
It offers various offers and deals to people who book online and has received multiple ranks and titles However, the company's margins are shrinking due to increased competition. Its global presence is not as developed as that of other companies as an international hotel chain, which is a weakness as it can pursue more strategic alliances and invest in digital marketing, as well as increase brand awareness at that location through customer experiences, which may create opportunities while contemplating private rooms mismanagement is a frequent issue for hotels, and the rising trend of hotel construction is also increasing competition for business in the area, thus acting as threats to the hotel (Bowie, 2016).   
1.2 Customers -Segmentation and Targeting 
The Hotel places its guests into different segments depending on their behavioural patterns and price ranges. Depending on the behaviour and usage, customers are segmented as transient, corporate, groups, wholesale, and others like walk-in guests. Furthermore, the customers are targeted according to their location, demographics, physiographic, and behavioural aspects (Woo & Fock, 2004).
 Lastly, different rooms are presented at different prices according to the facilities the customer wants. Here again, tourist companies and agents have different categories while individual and official consumers have different needs and requirements so they are treated accordingly (George, 2021a). 
1.3 Competitors - Porter’s Five Forces 
Porter’s five forces explain the market scenario for Premier Inn in Brighton City Centre: 
 Bargaining Power of Customers 
Premier Inn has different target groups due to which the buyers are subjected to bargaining power. On the other side, when the customers are individuals, they have little or no bargaining power in the location.  (Dobrivojević, 2013)
 Bargaining Power of Suppliers 
Premier Inn stays competitive in this regard by staying cooperative with the suppliers and thus, their bargaining power is more at higher seasons when the demand is more but decreases in the seasons when visits are less.  (Dobrivojević, 2013)
 The Threat of New Entrants 
The hotel industry in Brighton has different hurdles for new entrants in the market, particularly when the area is already saturated. In this way, the threat of new entrants is low.  (Cheng, 2013)
 Threat of Substitutes 
With the growing competition, many companies have started expanding in England, particularly near commercial locations. Due to this, the threat of substitutes is more for the company.  (Cheng, 2013). 
 Competitive Rivalry 
There is intense competitive rivalry in the industry particularly in the selected region. Different parameters come in between the competition and thus competitive rivalry is growing.  (Cheng, 2013). 


1.4 Collaboration – Awareness and relation of organization 
To spread awareness and collaboration, the company is using different options, such as one-to-one communication. The company comes into direct contact with the customers and promotes its ideas. Further, advertising is also done using different means, such as via printed media and digital media. Also, sales promotions are done to attract new customers (Andriotis, 2004). 
1.5 Climate – PESTLE Analysis 
The PESTLE analysis will explain the external factors affecting Premier Inn at Brighton City Centre. Premier Inn is affected by the policies and regulations set by the government because they can change at times, which will impact different decisions made by the management. The hotel is impacted by costs of utilities, labour costs, business rates, rents, etc. Any change in prices can disturb economic stability. (Enz, 2012). 
Another factor is social, which involves the behaviour of customers from different companies, their expectations, and the services they want. Furthermore, the company must procure the technology as needed so that it can improve the customer experience and reduce costs. Also, the system is considered to be reliable and secure. However, the company has to follow all the legal requirements of the British government for the hotel industry(Johnson, Whittington, Regnér, Angwin, & Scholes, 2020). 
These rules include wage rules, health and safety rules, building regulations, etc., while the environmental factors include reductions in waste and carbon emissions, promoting cleanliness, and a commitment to sustainability (Fallon, 2016)
SMART Objectives: 
A marketing strategy that supports the company's goals and aims to boost website conversion rates by 20% by the end of 2023 can boost sales while also improving customer satisfaction. (Minazzi & Lagrosen, 2013).
Strategy - Value Proposition  
The company will provide value to the customers via its modified website as it will offer more discounts and offers to the people. As the location will attract tourists, thus, they will be given facilities by which they can have a valuable experience at the start of their journey. The website will make bookings and reservations easier for people, no matter which country they are coming from, and will offer them the prices in comparison to their currency value.  (Bowie et al., 2016).  
Tactics - Marketing Mix (4 P’s) 
	 	Product 
The hotel offers different types of rooms for different customers according to their price ranges such as they have family rooms, individual rooms, etc.  (Çınar, Yetimoğlu, & Uğurlu, 2020).
	 	Place 
It is having a very prime location at Brighton City Centre as a great number of customers visit there every day. Also, online booking has again made it convenient.  (Çınar, Yetimoğlu, & Uğurlu, 2020).
	 	Price 
It has different pricing strategies already such as semi-flex, flex, standard, non-flex, and advanced. 
Customers can select any option they feel is convenient for them.  (Imrie & Fyall, 2001).
	 	Promotion 
The company invests a lot in advertising via print media and radio etc. It is using digital media as well but it needs to incorporate digital and social media to a great extent in the present time. (Imrie & Fyall, 2001).
New promotion idea to attract new guest:
As a promotion message: after covid distance, come relax our hotel with your long-seen friends, family members safely. The beach is 10 minutes’ walk from the Hotel therefore include transport to the guest. Offer free parking, because non one site parking.
Marketing Channels 
Premier Inn can use digital marketing channels apart from print media and conventional advertising means such as it can use social media sites and post advertisements on different websites from which the customer can enter their website at a single click. It can use AI technology to know more about its customers and make decisions about channels. (Imrie & Fyall, 2001).  
Control (USP, Features and benefits) 
The company's unique selling point is the comfort and quality it provides to customers, which distinguishes its services from those of competitors. While considering the organization's benefits and features, the marketing strategy must also consider the needs and desires of customers while also creating value for them. The advantages include increased sales, customer retention, an improved company reputation, and time savings. (Devlin & Ennew, 1997). 
Measuring Success and Customers  
To measure success and increased customers, the company can use the Average Daily Rate to compare performance and assess the progress in comparison to the previous one as well as with competing hotels. Furthermore, it can also go for occupancy rate to assess profit and revenue.  (Bowie & Buttle, 2013).  
Conclusion 
In a nutshell, Premier Inn's marketing strategy must be updated to include digital marketing to meet the goal of increasing website traffic by 20% in the coming year. The hotel company will have to face some challenges while executing the marketing plan including the cost spent on AI and other digital tools for marketing. Promotional tactics can turn against them because of the increasing competition. This can limit their performance in the region. Thus, to avoid any technological issue in their marketing plan, the management must work on hiring an AI professional and an expert web designer that can help them build a better, technologically advanced, and updated website. Only by doing so, the hotel can progress digitally and achieve the SMART goals.
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A marketing strategy that supports the hotel's goals and aims to boost website conversion rates by 20% by the end of 2023 can boost sales while also improving customer satisfaction. The hotel will provide value to the customers
via its modified website as it will offer more discounts and offers to the people. As the location will attract tourists, thus, they will be given facilties by which they can have a valuable experience at the start of their journey. The
website will make bookings and reservations easier for people, no matter which country they are coming from, and will offer them the prices in comparison to their currency value




image3.jpeg
Marketing Mix

Different types of rooms
for different price
ranges

A very prime place at
Brighton City Centre

Different pricing

strategies such as semi- ﬁ Digital andl priarmedia
=

for promotion of their
flex, flex, standard, non- N N

website and discounts
flex, and advanced

(Cinr, K., Yefimodiu, S.. & Ugury, K. (2020). The Role of Market Segmentation and Target Marketing Strategies fo Increase Occupancy Rates and Sales Opportunities of Hotel
Enferprises. In Sirafegic Innovative Markefing and Tourism (pp. 521-528): Springer)

Marketing mix of the hotel includes different parameters such as the products incorporate hotel's offerings of different types of rooms for different customers according to their price ranges such as they have family rooms,
individual rooms. It is having a very prime place at Brighton City Centre as a great number of customers visit there every day. Also, online booking has again made it convenient. t has different pricing strategies already such as semi-
fiex, flex, standard, non-flex, and advanced. Customers can select any option they feel is convenient for them. The company invests a lot in promotion via print media and radio etc. It is using digital media as well but it needs to
incorporate digital and social media to a great extent in the present time.
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Conclusion

» The management must work on hiring an Artificial intelligence - based specialist
and a web design expert who can help them create a better, technologically
updated website to provide better online service to save their customers fime

and effort in order to improve the marketing plan and achieve the SMART goals.





