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Introduction 
Marketing plan is the combination of total tasks and actions to create a market and customer base for a particular business entity. Through marketing plan, customer’s underlying and surface needs to the business can be addressed. Long term market sustainability through the change and dynamism of market structure can be managed through marketing plan. Premier Inn is largest hotel conglomerate with 72000 rooms and 800 hotels across the countries it serves hotel and hospitality services (Aaker, 2022). Contemporary issues like COVID-19, Brexit, Russia-Ukraine War and excessive inflation rate worldwide made impact and influence on its marketing plan adoption. This essay will narrate and illustrate marketing plan with the reference application of Premier Inn. SOSTAC framework of marketing plan will be outlined in this purpose. 

Situational Analysis 
During the pandemic and immediate after its controlling phase, Premier Inn sold its target services to the target customers through undertaking different approaches and strategies. Offering discount, targeting niche market and marginal customers, and developing higher value centric product made its selling target met. Premier Inn positioned good in its selling measure of its developed services (Aaker, 2022).  Premier Inn has covered leading market share with market possession. Its customer centric service design and post service purchasing service and supervision made it possible. Premier Inn did well in its profitability index having some irregularities due to COVID-19 outbreak, Brexit and over rated inflation worldwide. In the last decade before the starting of such misery situation, Premier Inn did regular growth. Market capital and market capture both showed good remark in the last decade of its business operation. 
Hilton Hotel, Ritz London, and Hotel Inter Continental Group are the big competitors of Premier Inn in the UK. Considering the business portfolio in the last decade it performed well especially in new market penetration and innovative ways of service presentation to the customers. Corporate communication is the crucial term used in the marketing (Burgoyne, 2022). It largely determines the success or failure status. Communication mix is the process of business and brand communication where Premier Inn showed good impact. Personal marketing, advertising, public relation, direct marketing and sale marketing are adopted in the name of communication mix for the Premier Inn.  
Porter’s Five Forces: Premier Inn applied this tool of internal and external analysis for its situation analysis. 
	Industry Rivalry 
	The big hotel chain in the UK and other international market where Premier Inn conducts its services are regarded as the industry rivalry. 

	Bargaining Power of Buyers 
	The ongoing recession, inflation and economic turmoil made the buyers to use bargaining for cheap costing which handicapped business. 

	Bargaining Power of Suppliers 
	The high cost of product and service delivery is getting intense. The sustainability issue for the supplier is the great point of concern which enlarges the bargaining power. 

	Threat of New Entrant 
	The resort and cottage service in different mechanism are considering as the threat (Burgoyne, 2022). Different mobility based hospitality service like Cruise ship trip or other premium genre of travel experience made the threat for Premier Inn. 

	Threat of substitutes 
	The convention room and hall room facility service are getting threats for Premier Inn. The community center with ball room and other facilities are also getting threat. 



Premier Inn undertook segmentation, targeting and positioning strategically for its customers. 
	Segmentation 
	Premier Inn segmented its market with demand, needs, class and capability measure application. 

	Targeting 
	The customer base and identity analysis is the target in marketing strategy and in this case Premier Inn made good remark. 

	Positioning 
	Premier Inn’s market share in a particular market is the key issue. Through marketing strategy application Premier Inn controlled this issue. 



Premier Inn also undertook SWOT and PEST analysis for its situational analysis. Through these tools application Premier Inn got internal and external market information in broader margin (Blythe, 2022).
Objectives 
Premier Inn undertook SMART objectives for its marketing strategy and action plan application. 
	Specific 
	Premier Inn defined its objectives of extending its market in the newer market with newly and existing developed service. Premier Inn also undertook objective providing market need basis services to make resilience and responsive with the market nature. 

	Measureable 
	Premier Inn defined resource and media which can be applied for the purpose objective attaining (Baker, 2022). The resource and its driver selection and derivation are properly managed through this process. 

	Achievable 
	Key actions designing are properly managed through this. Key targets are set for attaining in this measure (Burgoyne, 2022). 

	Realistic 
	The key stakeholders and their defined roles to the cases of Premier Inn are properly designed. 

	Time Bound 
	Key time table and duration are set which are shared by the project coordinating individuals. 



Strategy
Premier Inn undertook its strategy based on its macro and micro environment analysis. Product, price, promotion and place are the elements of marketing mix that is applied in the case of Premier Inn. The room, suites, ball room, conference center, party center, restaurant, swimming pool, etc are the product of Premier Inn. Proper value analysis with market competitor and customer capacity analysis is undertaken (Baker, 2022). The channel and media selection for communicating the brand information through digital and social media are used in Premier Inn. The exhibition center, websites and other places of online booking and service transaction are made available to comply with the place in Premier Inn. 
PESTLE Application in Premier Inn: 
	Political 
	Political decision of Brexit, Tension for Russia and Ukraine war made huge impact on the marketing mix. 

	Economical 
	The ongoing extension of inflation rate after the outbreak of COVID-19 made huge impact on the normalcy of business. 

	Social 
	Social shift from conventional hotel service to premium hotel and hospitality service with multiple items made shifting of special strategy undertaking is made. 

	Technological 
	Adoption of technology such as social media, robotic service and internet of things made huge impact on data analytics and responsive service designing for the Premier Inn. 

	Legal 
	Legal issue like equality act, disability act, human rights act and health safety act kept the directive role on strategic action planning adoption. 

	Environmental 
	Zero carbon, eco-business and green model of business philosophy made directive role on its marketing strategy adoption. 



SWOT Application in Premier Inn:
	Strengths 
	Innovation and market driven value addition to service transaction process is the strength. The strong and loyal brand image with strong market capital is sort of strength. 

	Weaknesses 
	The alternative item for low budget and shortage inclusive service items is the key weaknesses of Premier Inn. 

	Opportunities 
	Premier Inn can grab the opportunity of inclusive business model demonstration through designing a range of new product line. 

	Threats 
	The ongoing expansion of small and medium businesses in the sectors of hotel and hospitality industry is the treats. 



Tactics 
Premier Inn used the marketing mix properly in its strategic action. The digital and big data analytics kept immense role on its value analysis for the market resilience criteria maintenance. The digital footprint and behavior analysis to extract the inner insight about the underlying needs is properly addressed (Blythe, 2022). The required dimensions of product attributes are properly identified and analyzed through the data analytics. Premier Inn also used the competitor analysis with the personal and digital data driven survey where the pricing of products are properly managed. Premier Inn used the digital platforms and social media for its promotion and brand communication purposes. This helps to connect right people as per the behavior analysis. The websites and other online booking and service purchasing platforms are made available to reach its targets. 
Actions 
Premier Inn undertook a 10 weeks action plan for its marketing activities 
	Week
Actions 
	1 
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Market Analysis 
	
	
	
	
	
	
	
	
	
	

	Customer Needs Analysis 
	
	
	
	
	
	
	
	
	
	

	Action Planning 
	
	
	
	
	
	
	
	
	
	

	Marketing Mix Application 
	
	
	
	
	
	
	
	
	
	

	Post Service Quality Analysis 
	
	
	
	
	
	
	
	
	
	

	Improvement Action Plan
	
	
	
	
	
	
	
	
	
	

	Revision and Renovation 
	
	
	
	
	
	
	
	
	
	



Control 
Unique selling point or proposition (USP) is the key term used in marketing. Premier Inn undertook USP and its potential features for making responsive marketing plan. The online service transaction platform and website is the USP of Premier Inn (Goleman, 2022). The product details with values and attributes are properly presented and communicated among the stakeholders through the USP. This helps collecting and analyzing the customer and marker data especially customer behavioral data (Goleman, 2022). This drives Premier Inn to undertake market driven action policy and philosophy. 
Conclusion 
Marketing planning is the key action. A business like Premier Inn must be prompt in action and ways of market addressing. Key issues around the market environment should be properly captured with right tools and system application. Marketing mix and market strategy must be implemented as per market nature. 
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