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Introduction
Premier Inn is one of the largest hotel chains in the UK and beyond. This chain of hotels presents a variety of locations, these located in the center of the big cities, on the outskirts of the cities, as well as near the airports. The purpose of this work is to determine a visible increase in the profitability of this brand in the UK, as well as in other countries.
During this research we will address important aspects of the marketing plan developed by us.

[bookmark: _Toc10689]Situation Analysis 
[bookmark: _Toc26446]Company: SWOT Analysis
	Strength 
· Strong brand name
· Large geographic area
· Significant number of customers 
	Weakness
· Decrease in number of occupied rooms during pandemic
· Lower earnings during pandemic compared to previous period

	Opportunities 
· The brand grew on digital platforms
· Opportunity to acquire a significant percentage of new customers
	Threats
· Other competitors are strong in the market
· Business trends change rapidly




[bookmark: _Toc21498]Customers:
Most of our guests are families with children and guests on business trips. Premier Inn offers a variety of options to satisfy even the most demanding guests.

[bookmark: _Toc26097]Competitors:
Our most feared competitors are the market makers of this field, from luxury hotels to family businesses. The most important aspect is to never underestimate our competitors.

[bookmark: _Toc4167]Collaborators:
Premier Inn is proud to have some of the best seen collaborators on the market. Therefore, we offer high technological standards with the help of Hotel hub, Confer and Vibe, but also with partners who offer us unconditional access to GCS platforms like Amadeus, Apollo and Galileo, which helps us to deliver to our clients the most innovative technologies at the highest standards.

[bookmark: _Toc30725]Climate: PESTEL (Marco-Analysis)
Political
During the pandemic, every state in which the Premier Inn hotel chain operates had restrictions. However, in some countries, one can see the benefits offered by the state to hotels to resume their activity, as well as to increase tourism.

Economic
The increase in the inflation rate can mean that most consumers are resigned when it comes to holidays or luxury goods, they prefer to save money (Eurostat, 2022).
Social
According to specialized literature, every customer wants to feel safe when choosing a hotel (Wildman and Wildman, 2021) which means that the opinion of other customers is important for potential customers.
Technological
Offering new technologies at the highest standards projects our brand to the top of searches on the internet as well as to the top of customer satisfaction when booking a room or planning a holiday.
Environmental
Climate change, which is accompanied especially by meteorological phenomena, causes us to be in permanent change in relation to the needs of customers, as researchers show us that every business category will be affected (Perera 2017)
Legal
Like other hotels, Premier Inn must obey the health and safety rules in the states in which it operates. Talking about UK, Premier Inn must conform into Health and Safety at Work Act 1974 and the Gas Safety Act 1998 (Leighton, 2021).
[bookmark: _Toc13886]Objectives
Our marketing plan sets as its main objective the loyalty of new customers by offering a game called - the word of the month. In this case, Premier Inn will increase its number of customers, but it will also benefit from the reviews of all customers in each state. We estimate an increase in the number of new clients by approximately 15% in the next 8 months. In the long term, these will increase the profitability of the brand by up to 20%.

[bookmark: _Toc24104]Strategy
Our brand is already known, which allows us to use the experience of our clients to create personalized events. To attract new customers, we will offer - the word of the month game - it consists in following our brand on social media, and after 6 months we will draw a winner, who will receive a city break in another country where we operate. This having in the terms and conditions of the game the sharing of the experience in social media and challenging other people to participate. We follow the achievement of some targets in an interactive and simple way in which our standards are maintained, and tourism will follow an upward trend and our profits will increase without the need for a considerable initial investment.

[bookmark: _Toc13789]Marketing Mix
[bookmark: _Toc6866]Product
Speaking about the product, Premier Inn represents one of the most famous brands, especially in the UK. Therefore, Premier Inn offers high quality hotel services to several categories of customers. Therefore, our clients benefit from hotel rooms with a panoramic view to additional facilities such as a fitness room, a children's playground or local guides.
[bookmark: _Toc22631]Price
We consider the fact that we operate in a field that resonates with every season of the year, the prices of a night's accommodation at Premier Inn vary depending on the demand and supply of the moment.
[bookmark: _Toc2112]Place
Premier Inn has countless cities in England that host the hotels. Hotels can also be found internationally in picturesque locations such as the UAE,Singapore,India  and  Indonesia
[bookmark: _Toc29980]Promotion
As researchers in the field also mention, website development is the easiest way to connect customers from all over the world and the hotel from a certain area (Lim and Seo 2021). Therefore, Premier Inn uses platforms such as Booking, Trivago, RBMB to facilitate the comparison of demand and supply.

[bookmark: _Toc22205]
Action
Streaming advertisements
Search engine optimization (SEO) - SEO refers to the process of improving a website to increase its visibility on search engine result pages and drive traffic from those pages. Effective use of SEO allows you to generate organic traffic based on what our potential customers are searching for on various search engines. We can also use analytics and tracking tools to monitor the effectiveness of our SEO strategies. Therefore, our marketing plan using the word of the month game will be visible to a large mass of potential clients.
[image: Screenshot (493)]
[bookmark: _Toc8424]Control
Our main product that is the subject of our marketing plan is -the word of the month game- through which every month we will post on social media a word, and at the end of a period of 6 months we will draw a winner. We will conclude an agreement with the winner that once we benefit from the prize, it consists of offering an international city break at one of the Premier Inn hotels, to offer us a review with the lived experience and to share with the others the details about this marketing plan. At the end of the implementation and testing period of our plan we will quantify the main performance indicators, including whether this marketing plan is valid from the point of view of efficiency and economy.

[bookmark: _Toc32304]Conclusion
In conclusion, we can say that this marketing plan will be enthusiastically received by potential customers because in recent centuries there has been a migration of tourism to certain destinations. We believe that choosing this strategy will intrigue both loyal customers of this brand and potential customers because visiting another country may prove too expensive for a certain category of customers. Therefore, we rely on the different climates in that country, on discovering the traditions of that culture, as well as by studying the lifestyle and behavior of each individual.
We aim to achieve a satisfactory performance considering the low costs of implementing this marketing plan, as well as through the means of promoting this plan that is fully accessible to the public. In fact, the Premier Inn will offer an extremely satisfying promotional package for the customer and a tour guide that will help them fully experience every minute of the city break.
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