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Introduction 
The term marketing plan refers to the process of devising strategies and methods to effectively promote the brand, products or services of a company (Morrison, 2022). Further, it allows business organisations to identify and determine the potential target customers and markets regarding specific products/services. Following is a marketing plan created for Premier Inn, a UK-based hotel chain that is directed to attract more new customers to the hotel in the context of the post-COVID-19/Brexit scenario. The plan will be completed with help of the SOSTAC framework which helps in creating effective marketing strategies and tactics for business while considering external and internal business environment factors (Safanta et al., 2019). Further, several analytical frameworks such as PESTEL, SWOT, the 4Ps of the marketing mix and Porter’s five forces will be used in the plan.


Situational analysis 
5’C’s analysis
It is a framework for analysing the external/internal environment of a business organisation alongside identifying its strengths and weaknesses (Mah et al., 2022). There are five main components of the 5’C’s analysis, which are; 
Company 
SWOT analysis

	Strengths 
	Weaknesses

	Premier Inn has a huge brand presence in the UK with over 70,000 rooms and more than 800 hotels. Further, the geographic locations of the hotel chain include near airports, universities and tourist destinations making it able to address various customer segments effectively. 
	The company lacks a global presence and many complaints have been filed against the company such as not providing refunds to customers. Further, the company also lacks employee engagement and does not provide more facilities and features that its competitors provide in the same price range. 

	Opportunities 
	Threats 

	Premier Inn has a huge brand presence which creates an opportunity to expand into new and different markets the presence of the company in the online platform also creates a huge opportunity for increasing customer base and engagement. 
	The increasing competition in the hotel industry possess great threats to Premier Inn. further, Covid-19 and Brexit have caused a rise in inflation and unemployment which can lead the company to face huge economic downfalls. 


Table no.1: SWOT Analysis of Premier Inn
(Source: Premierinn.com, 2022)
Customers 
STP analysis
Premier Inn is a UK-based largest hotel chain with over 800 hotels and more than 70,000 rooms.
· Segmentation: It represents the dividends of the market into segments based on demographic, psychographic, geographic and behavioural (Ghahnavieh, 2018). Premier Inn utilises demographic segmentation: which divides the market segments based on age, gender, culture and so on and psychographic segmentation: which divides the market segments based on specific traits such as lifestyle, opinions, values and so on (Anon, 2022). 
· Targeting: It represents the customer segment based on the segmentation utilised by the company. Premier Inn's target audience is families, businesses, travellers and backpackers (Anon, 2022). 
· Positioning: It represents the positioning of the brand or product/services in the market compared to its competitors. The positioning of Premier Inn lies in between affordable prices and comfortable accommodation. 
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Figure no.1: Perceptual map of Premier Inn
(Source: Created by the learner)
Competitors 
Porter’s five forces
	Competition 
	The hotel industry comprises many big firms that are also the major competitors of Premier Inn such as Mariott and Mayfair hotels. Hence, the competition in the hotel industry of the UK is very high (Baum, 2019). 

	Threat of new entrants 
	The hotel industry specialises in delivering service quality to its customers. Further, the barrier to entry in the hotel industry is very low, thus making the threats of new entrants very high. 

	Buyer power 
	The high competition in the hotel industry provides customers with a variety of options with low switching costs. Hence, the bargaining power of the consumers is very high. 

	Supplier power 
	Premier Inn has a very effective supply management system and has a better relationship with its suppliers. Hence, the bargaining power of the suppliers is very low for Premier Inn (Anon, 2022). 

	Threat of substitutes 
	The hotel industry of the UK comprises a large number of firms which offer services such as accommodations, vacations, meals and fasciitis at a cheaper and affordable price, hence, the threat of substitutes for Premier Inn is very high (Baum, 2019). 


Table no.2: Porter’s five forces analysis of Premier Inn
(Source: Baum, 2019)
Collaborators 
The UK’s leading hospitality company; Whitebread Plc is the parent company of Premier Inn. The major collaborators of the company include; Expedia Group, Booking.com, TripAdvisor, Google, Microsoft and National Express (Premierinn.com, 2020).
Climate 
PESTEL analysis

	Political Factors 
	The political issues in the UK are very stable and the government further provides great support to the hospitality industry. Hence, the business of Premier Inn has smooth sailing in the UK (Carlo, 2021). 

	Economical Factors 
	The economical stability of the UK is very high, as, in the third quarter of 2022, the nation’s GDP reached around 600 million GBPs (Statista, 2022). Hence, the business of Premier Inn also experiences greater economical stability. However, the rise in inflation and unemployment due to the pandemic and Brexit has posed a significant threat to the business of Premier Inn. 

	Social Factors 
	The UK population comprises a diverse cultural system and accepts people from various and diverse cultures (Carlo, 2021). Hence, this provides Premier Inn with a better opportunity to target as many customer segments as possible. However, the recent pandemic has traumatised the general public and the rate of visitors is still very low, thus affecting the profitability of the business. 

	Technological Factors 
	The advancement in technologies and increasing digitisation such as online booking, mobile apps and systems has made the hospitality sector more efficient and competitive. Hence, Premier Inn has a huge opportunity in increasing its brand presence on online platforms. 

	Environmental Factors 
	The company has been focusing on sustainability and is committed to environmental protection such as reducing the consumption of energy and investing in renewable energy systems. 

	Legal Factors
	There are several laws and legislation in the UK that guide the business in the hospitality sector including Premier Inn. such legislation includes employment law, licencing laws, competition laws and consumer laws (Carlo, 2021).


Table no.3: PESTEL Analysis of Premier Inn
(Source: Created by the learner)
Objectives 
The term objectives represent the short-term goals and outcomes a company desires to achieve in a specific time frame (Morrison, 2022). The objectives can be set using the SMART target which is a tool that helps in setting the goals for an organisation. 
The main objective of the marketing plan is to increase the brand presence and attract more new customers to Premier Inn post Covid-19. 
Strategy 
Bowman's strategy clock
It is a form of strategic tool that allows business organisations to position their brand, products or services in comparison to their competitors in the market based on their perceived value, price and nature (Villagrasa et al., 2021).  There are eight different positions based on this tool which are:

	Low price and low value 
	The prices of the products/services are the lowest as possible along with the low value, thus making a least competitive strategy.

	Low price 
	The prices of the products/services are lowest compared to its competitors, thus cost reduction and process efficiency is a key aspects of this strategy. 

	Hybrid
	This strategy falls between differentiation and low price, thus providing customers with products/services at the lowest price possible with more added values. 

	Differentiation
	This strategy adds more perceived value to the products/services in order to differentiate them from their competitors. 

	Focused differentiation
	The prices of the products/services are high with high value. It provides high-profit margins but is very challenging to maintain. 

	Risky high margin
	The price of the products/services is very high with a low perceived value added. 

	Monopoly pricing
	The price of the products/services is controlled by the company making value or competitors less effective. The external factor of the business matters most in this strategy.

	Loss of market share
	This strategy refers to a company existing in the market or closing its business. The reasons can either be to move to a newer market or financial debts and issues. 


Table no.4: Bowman’s Strategy Clock
(Source: Villagrasa et al., 2021)
The most suitable position for Premier Inn is a Hybrid strategy, as it focuses on low prices with more perceived value-added, which has a high potential in attracting more customers after the post-Covid-19 and Brexit scenario. 
Tactics 
4Ps of the marketing mix 
	Products/
Services
	The company's new service will be exquisite room service. The visitors will be provided with the facility to order meals and fooding from their room and get it delivered without leaving their room. As the recent pandemic has raised high concerns for health and safety, getting meals delivered in the room reduces the risk of being infected by the virus as well, thus providing a sense of security for the guests. 

	Price 
	The service price will be competitive and follow a hybrid strategy such as a low price for a more perceived value-added service. Covid-19 and Brexit have caused a great rise in inflation and unemployment, thus making the pricing strategy more convenient for the guests. 

	Place 
	Premier Inn has over 800 hotels and over 70,000 rooms. The service will be made available in all the locations and hotels.

	Promotion 
	The promotion will include social media campaigns and print advertising. Further, the company website will also outline the service.


Table no.5: Marketing Mix Analysis of Premier Inn
(Source: Created by the learner)
Action 
	
	Strategy 
	People involved 
	Budget (Euros)
	Time frame

	Advertising 
	-Social media campaigns
-TV ads
-Newspaper
-Multimedia
	-Marketing team
-Finance team
-Staff
-Managers
	1000-2000
	4 month 

	Direct Marketing 
	-Email
-Telephone
-Catalogue distribution
	-Marketing team
-Finance team
-Staff
-Managers
	1500-2500
	2 month 

	Public relation 
	-Verbal communication
-Feedback
-Review
	-Marketing team
-Finance team
-Staff
-Managers
	2000-3000
	2 month 

	Sales Promotion 
	-Loyalty program
-Discounts 
-Rewards & Offers
	-Marketing team
-Finance team
-Staff
-Managers
	2500-3500
	2 month


Table no.6: Action Plan
(Souce: Created by the learner)
	Activities
	1st Month (May)
	2nd Month (June)
	3rd Month (July)
	4th Month (August)

	Advertising 
	
	
	
	

	Direct Marketing 
	
	
	
	

	Public relations 
	
	
	
	

	Sales Promotion 
	
	
	
	


Table no.7: Gantt chart
(Source: Created by the learner)


Control 
	USP (Unique Selling Point)
	Benefits: Increased brand recognition, Improved customer loyalty & increased sales.
Features: High-quality service, Affordable and competitive pricing, Always available, Exquisite room service

	Measure success 
	KPIs (Customer satisfaction, employee satisfaction and internal service quality) and Metrics (Like, followers, profile visits, views, mentions and comments)

	New Customers 
	Conversion rates 

	Positive Attitude 
	Metrics (Like, followers, profile visits, views, mentions and comments)

	Increase Profits 
	Sales 


Table no.8: Control Methods
(Source: Created by the learner)


Conclusion 
The core challenges Premier Inn might face in the marketing plan is that it will utilise a hybrid strategy from bowman’s strategy clock which needs alignment of different elements to create a unified approach such as low pricing and high value of the services. Hence, coordination and communication are major factors in making the strategy successful. Further, balancing resources is very important to achieve both short-term and long-term objectives. Hence, a unified approach and advanced technology implementation can make the marketing plan more successful. Covid-19 has raised health and safety concerns, thus in order to make the strategy more successful, the hotel needs to focus on health and safety measures for the guests such as sanitising, wearing masks while delivering the food and so on. 
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Competition : The competition in the
hotel industry is very high.

Threat of new entrants : The threat
of new entrants is very low

Buyer power : The bargaining power
of the consumers is very high.

Supplier power : The bargaining
power of the suppliers is very low.

Threat of substitutes : The threat of|
substitute is very high.

L Xl

Competition
The hotel industry comprises many big firms that are also the major competitors of Premier Inn such as Mariott and Mayfair hotels. Hence, the competition in the hotel industry of the UK is very
high (Baum, 2019).
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The UK’s leading hospitality company; Whitebread Plc is the parent company of Premier Inn. The major collaborators of the company include; Expedia Group, Booking.com, TripAdyisor, Google,
Microsoft and National Express (Premierinn.com, 2020).
v
slide6of 14 [ X Accessibility: Investigate lotes = 28 T -+ 2%

16:27
09/12/2022

9 search 2 D) ®





image5.png
@ AutoSave Marketing essentials assignment 2 ppt » Saved to this PC v O Search Cristina Bancu e ® & - o X
file Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |
ia= 5 _ . = = § s
d @ Ny & DY O B ] censin S A N = e A Q) q) Li B2
New Reuse = Table  Pictures Screenshot Photo  Shapes lcons 3D SmatArt Chart | oy agqin . Zoom Comment  Text Header WordArt 3 | Equation Video Audio Screen | Cameo
Slide v Slides v v v Abumv v Models oM v Box &Footer v  [] B v~ Recording

Slides Tables Images. lllustrations. Add-ins Links. Comments Text Symbols Media Camera v
a a

ustomers: STP analysis

© Premier Inn utilises demographic '
segmentation: which divides the market
segments based on age, gender, culture
and so on.

© Premier Inn utilises psychographic .
segmentation: which lechI) es the market |
segments based on specific traits such
as lifestyle, opinions, values and so on
(Anon, 2022).

© Premier Inn's target audience is
families, businesses, travellers and
backpackers (Anon, 2022).

e © The positioning of Premier Inn lies in

e between  affordable  prices and
comfortable accommodation.

L Xl

Premier Inn is a UK-based largest hotel chain with over 800 hotels and more than 70,000 rooms.
Segmentation: It represents the dividends of the market into segments based on demographic, psychographic, geographic and behavioural (Ghahnavieh, 2018). Premier Inn utilises
demographic segmentation: which divides the market segments based on age, gender, culture and so on and psychographic segmentation: which divides the market segments based on specific
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Political Factors The political issues in the UK are very stable and the government further provides great
support to the hospitality industry. Hence, the business of Premier Inn has smooth sailing in
the UK (Carlo, 2021)

Economical Factors The economical stability of the UK is very high, as, in the third quarter of 2022, the nation’s
GDP reached around 600 million GBPs (Statista, 2022). Hence, the business of Premier Inn
also experiences greater cconomical stability. However, the rise in inflation and
unemployment du to the pandemic and Brexit has posed a significant threat to the business
of Premicr Inn,

Social Factors The UK population comprises a diverse cultural system and accepts people from various and '
diverse cultures (Carlo, 2021). Hence, this provides Premier Inn with a better opportunity to
farget as many customer segments as possible. However, the recent pandemic has traumatised
the general public and the rate of visitors is still very low, thus affecting the profitability of
the business.

Technological Factors  The advancement in technologies and increasing digitisation such as online booking, mobile
apps and systems has made the hospitality sector more efficient and compefitive. Hence,
Premier Inn has a huge opportunity in increasing its brand presence on online platforms

Environmental Factors  The company has been focusing on sustainability and is committed to environmental
protection such as reducing the consumption of energy and investing in renewable energy
systems.

Legal Factors There are several laws and legislation in the UK that guide the business in the hospitality
sector including Premier Inn. such legislation includes employment law, licencing. laws,
competition laws and consumer laws (Carlo, 2021).
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Premier Inn has a huge brand presence in the
UK with over 70,000 rooms and more than 800
hotels. Further, the geographic locations of the
hotel chain include near airports, universities
and tourist destinations making it able to address
various customer segments effectively.

The company lacks a global presence and many
complaints have been filed against the company
such as not providing refunds to customers.
Further, the company also lacks employee
engagement and does not provide more facilities
and features that its competitors provide in the
same price range.

Opportunities

Threats

Premier Inn has a huge brand presence which
creates an opportunity to expand into new and
different markets the presence of the company in
the online platform also creates a huge
opportunity for increasing customer base and
engagement.

The increasing competition in the hotel industry
possess great threats to Premier Inn. further,
Covid-19 and Brexit have caused a rise in
inflation and unemployment which can lead the
company to face huge economic downfalls.
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in a specific time frame (Morrison,
2022). '
© The objectives can be set using the
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© Itis a tool that helps in setting the goals
for an organisation.
© The main objective of the marketing
plan is to increase the brand presence
© The objective of the marketing plan is
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is a tool that helps in setting the goals for an organisation.
The main objective of the marketing plan is to increase the brand presence and attract more new customers to Premier Inn.
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Introduction

3 ¢ Marketing plan is the process of devising
strategies and methods to effectively promote
the brand, products or services of a company
(Morrison, 2022).

it allows business organisations to identify and
determine the potential target customers and
markets regarding specific products/services.

¢ Following is a marketing plan created for
Premier Inn, a UK-based hotel chain that is
directed to attract more new customers to the
hotel in the context of post-Covid-19/Brexit
scenario..

¢ The plan will be completed with help of the
SOSTAC framework

¢ It helps in creating effective marketing
strategies and tactics for business while
considering external and internal business
environment factors (Safanta et al., 2019).

Company :SWOT analysis
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= Itis a form of strategic tool that allows business organisations to position their brand, products or services in comparison to their competitors in the market based on their perceived value, price &
and nature (Villagrasa et al., 2021). There are eight different positions based on this tool.
- The most suitable position for Premier Inn is a Hybrid strategy, as it focuses on low prices with more perceived value added, which has a high potential in attracting more customers after the
Comciuaon v post-Covid-19 and Brexit scenario. -

slidegof 14 [ X Accessibility: Investigate

T -+ 2%

16:25
09/12/2022

9 search 2 D) ®





image11.png
@ AutoSave

[Bl  Marketing essentials assignment 2 ppt « Saved to this PC v O Search Cristina Bancu @ ® & = =) X

File Home Insert Draw Design Transitions Animations Slide Show Record

r+,

Review View Help

@ Q S O Y B ED F} Get Add-ins @

New Reuse  Table  Pictures Screenshot Photo  Shapes Icons 3D  SmartArt Chart

AR BT O OW L &

My Addrins ~ 200 Comment  Text Header WordArt Equation Video Audio Screen  Cameo
Slide v Slides v v v Album v v Models v v Box &Footer v  [] v v v Recording
Slides Tables Images. lllustrations. Add-ins Links. Comments Text Symbols Media Camera v
a

-— >

Marketing Plan

5 Premier Inn
Rest easy
— Premier Inn
loana Andreea Filimon
4 —
¥
Click to add notes
5 Competitors: Portecsfive forces v
slide1of14 [ X Accessibility: Investigate

Notes  [E] 88 - S I SN
£ search

16:28
/12/20;




image12.png
Marketing essentials assignment 2 ppt » Saved to this PC v O Search Cristina Bancu e ® & - o X

HA B Ry & DY QO B sews BoR (O EDBAE TO OW L @

@ AutoSave

File Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [

New Reuse Table Pictures Screenshol Photo | Shapes lcons 3D  SmartAt Chart oy iio o Zoom Comment  Text Header WordArt 3 | Equation Video Audio Screen  Cameo
Slide v Slides v v v Album~ - Models ~ o My v Box &Footer v ] v v ¥ Recording
Slides Tables Images llustrations Add-ins Links Comments Text Symbols Media Camera ~
a a
R
<~ aps of B o3
Action
Strategy People involved Budget
(Euros)
11 Advertising  -Social  media -Marketing team 1000-2000
campaigns ~Finance team
TVads ~Staff
Newspaper ~Managers
~Multimedia
Direct -Email ~Marketing team 15002500 1month
Marketing  -Telephone —Finance team
~Catalogue ~Staff
- distribution ~Managers
Public ~Verbal ~Marketing team 20003000  1month
relation communication  -Finance team '
—Feedback ~Staff
Review ~Managers
Sales “Loyalty program  -Marketing team 25003500  1month
Promotion  -Discounts —Finance team
Rewards & Offers -Staff
13 -Managers o
2
¥
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USsP Benefits: Increased brand recognition, Improved customer
(Unique loyalty & increased sales.
Selling Features: High-quality service, Affordable and competitive
Point) pricing, Always available, Exquisite room service
Measure KPIs (Customer satisfaction, employee satisfaction and
success internal service quality) and Metrics (Like, followers, profile
visits, views, mentions and comments)
New Conversion rates
Customers '
Positive Metrics (Like, followers, profile visits, views, mentions and
Attitude comments)
Increase Sales
v
Profits s
¥
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Conclusion
© Premier Inn has used a hybrid strategy
from Bowman’s strategy clock.
o It creates challenges such as adapting a
unified approach to make the strategy
effective.
¢ Coordination and communication are
major factors in making the strategy
successful.
© Covid-19 has raised health and safety
concerns at a high pace.
© Safety measures such as sanitising and '
wearing face masks while delivery is
convenient.
v
2
¥
The core challenges Premier Inn might face in the marketing plan is that it will utilise a hybrid strategy from bowman's strategy clock which needs alignment of different elements to create a o
unified approach such as low pricing and high value of the services. Hence, coordination and communication are major factors in making the strategy successful. Further, balancing resources is '
very important to achieve both short-term and long-term objectives. Hence, a unified approach and advanced technology implementation can make the marketing plan more successful. Covid-
v 19 has raised health and safety concerns, thus in order to make the strategy more successful, the hotel needs to focus on health and safety measures for the guests such as sanitising, wearing v
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ics : 4Ps of the marketing mix

Product The company's new service will be exquisite room service.

s/ The visitors will be provided with the facility to order meals
Service and fooding from their room and get it delivered without
s leaving their room. As the recent pandemic has raised high

concerns for health and safety, getting meals delivered in the
room reduces the risk of being infected by the virus as well,
thus providing a sense of security for the guests.

Price  The service price will be competitive and follow a hybrid
strategy such as a low price for a more perceived value-added
service. Covid-19 and Brexit have caused a great rise in
inflation and unemployment, thus making the pricing strategy
more convenient for the guests.

Place Premier Inn has over 800 hotels and over 70,000 rooms. The
service will be made available in all the locations and hotels.

Promot The promotion will include social media campaigns and print
ion advertising. Further, the company website will also outline
the service.
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