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Marketing plan of Hotel Premier Inn.
This marketing plan is for Hotel Premier Inn, which is a mid-range hotel that caters to the needs of the business as well as leisure tourists by providing accommodations that are both pleasant and economical. This plan's objectives are to (1) define the target market, (2) conduct an analysis of the existing business climate, and (3) provide marketing strategies with the goal of increasing the hotel's visibility as well as its income. This plan of action is being produced for the management team of the hotel as well as any stakeholders. SOSTAC, the marketing mix, and Bowmans are going to be the three marketing frameworks that are used in the execution of this strategy.
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Figure 1: Logo of Hotel Premier Inn (Callwood, 2022).
Company: Hotel Premier Inn has a powerful brand image, a devoted client base, and a well-deserved reputation for providing excellent value for its guests' monetary investments (Ziakas, 2023). The hotel's pricing and location are two of its strongest selling points. However, the hotel is up against severe competition from a variety of other hotels in the same price category.
Customers: The Hotel Premier Inn caters to the budget-conscious visitor, which might include solitary travelers, families, and those on business trips. Using SimilarWeb, we were able to determine that the majority of website visits to the hotel's website come from the United Kingdom, followed by visitors from Germany, Spain, & France. The age range of visitors often falls between 25 and 44 years old on average.
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Figure 2: Analysis of 5’s (Ziakas, 2023).
Competitors: the Travelodge Holiday Inn Express, and Ibis are the three hotels that pose the greatest threat to Hotel Premier Inn's market share. According to a perceptual positioning map, guests at Hotel Premier Inn get the impression that they are getting more for their money than they would at other comparable establishments. However, in comparison to Ibis, the hotel is considered to be less posh, and in comparison to Travelodge, it is considered to be less handy.
Collaborators: Customers may take advantage of the hotel's bundled package deals, which are made possible thanks to the hotel's partners, which include airlines, car rental businesses, and tour operators (Czinkota et al., 2021). In addition, the hotel works along with other local establishments to provide savings to its customers.
Climate: The PESTLE research found that the hotel business is impacted by political instability, economic volatility, technological development, changes in legal and regulatory requirements, and environmental concerns.
A company's strategy for promoting and selling its goods or services is known as its "marketing mix," and it is comprised of the many components that make up that strategy. Product, price, promotion, and place (sometimes referred to as distribution) are the components that make up these aspects (Dev, n.d.).
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Figure 3: 4ps of Marketing Mix (Dev, n.d.)
Product: The value proposition of Hotel Premier Inn's marketing mix is that it provides travelers who are watching their spending with accommodations that are both pleasant and inexpensive. 
Price: The hotel has reasonable rates, and it provides a variety of lodging options to accommodate guests with varying spending capacities (Page & Connell, 2020). 
Place: The distribution plan for the hotel involves taking direct reservations via its website in addition to forming agreements with online travel agents. 
Promotions: Promotions offered by the hotel include reduced prices for early reservations as well as reward programs for visitors who stay there often (Page, 2019). 
This multinational hotel company, Premier Inn, has set their sights on elevating their customer engagement and brand recognition as the primary goals of their marketing strategy (Karmoker, 2019). Within the next year, we will do this by boosting the number of people who visit our website by 5,000 and the number of people who follow us on social media by 8,000. The success of the plan will be evaluated with the use of key performance indicators (KPIs), and quarterly progress reviews will be carried out in order to check and make sure that the goals are still on track to be attained. The income of the Hotel Premier Inn is going to be increased by 10% over the course of the following year thanks to the implementation of this marketing strategy. This will be accomplished by increasing the traffic to the website by 20%, the number of followers on social media by 30%, and the number of direct reservations by 15%. 
The new value proposition of the business centers on the provision of goods that are environmentally conscious and sustainable in a manner that is congruent with the priorities of the market for which it is targeting (Octafilia & Amin, 2022). The Ansoff matrix will be employed, and the company's primary emphasis will be placed on expanding current customer bases by penetrating new markets that place a higher value on ecological responsibility.
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Figure 4: Ansoff matrix (Karomi et al., 2020).
The market penetration approach will be used to overcome the problem posed by a bad brand reputation as a result of unfavorable evaluations (Minazzi & Panno, 2019). This will be accomplished by boosting marketing efforts and putting an emphasis on the sustainable characteristics of the brand. Alterations will be made to the traditional marketing mix, including the introduction of a fresh pricing approach that represents the company's commitment to sustainability as well as an enhanced online presence that will serve to improve distribution channels. These alterations will take place in the coming months.
In addition, new procedures that place an emphasis on the preservation of the natural environment will be implemented, including the use of recyclable packaging supplies and the decrease of the organization's overall carbon footprint. The goal is to broaden the consumer base by targeting individuals who place high importance on environmental responsibility, all while enhancing the company's image and establishing it as a frontrunner in the market for environmentally friendly products.
The RACE framework is going to be utilized to build new communication methods in order to address the problems that were found in the situational evaluation. The hotel plans to boost its presence online and improve the number of guests it serves by employing search engine optimization, email marketing, and social media marketing (Nishat, 2021). Alterations will be done to the advertising strategy, including the provision of premium room types, the launch of brand-new amenities like a fitness centre, and the enhancement of the website for the hotel and the procedure for making reservations. Advertising on social media platforms, marketing via email, and search engine optimization are all going to be included in the marketing channels calendar that has been prepared. For each channel, metrics and key performance indicators (KPIs) have been defined, including rates of click-through, rates of opening, and conversion rates. 
For the purpose of efficiently planning and carrying out the marketing plan, a Gantt chart will be used to schedule the various marketing activities. Social media marketing, email marketing, marketing through influencers, and content marketing are some of the marketing methods that will be utilized. The preferences of the target audience served as a primary consideration in choosing one of these channels as the most effective means of communication.
	Marketing Task
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Develop social media content strategy
	
	
	
	
	
	

	Create social media content
	
	
	
	
	
	

	Launch a social media campaign
	
	
	
	
	
	

	Monitor and analyze social media metrics
	
	
	
	
	
	

	Develop email marketing campaign
	
	
	
	
	
	

	Create email marketing content
	
	
	
	
	
	

	Launch email marketing campaign
	
	
	
	
	
	

	Monitor and analyze email marketing metrics
	
	
	
	
	
	

	Identify and approach potential influencers
	
	
	
	
	
	

	Negotiate and finalize influencer partnerships
	
	
	
	
	
	

	Launch influencer marketing campaign
	
	
	
	
	
	

	Monitor and analyze influencer marketing metrics
	
	
	
	
	
	

	Develop content marketing strategy
	
	
	
	
	
	

	Create content marketing materials (blog posts, infographics, etc.)
	
	
	
	
	
	

	Publish and promote content
	
	
	
	
	
	

	Monitor and analyze content marketing metrics
	
	
	
	
	
	


 In order to evaluate how well the marketing strategy is working, metrics and key performance indicators have been devised for each channel. The amount of followers, participation rates, and rates of a click-through will all be included as key performance indicators for social media. Open rates, rates of click-through, and conversion rates will be used as metrics to evaluate the effectiveness of email marketing. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will include things like traffic to the website, engagement rates, and total time spent using the website.
The effectiveness of the marketing strategy will be evaluated using a number of different measures, such as a growth in the volume of website traffic, the number of new consumers, favorable views towards the company, and improved revenues (George, 2021b). The metrics and key performance indicators (KPIs) that were selected for every channel were selected on the basis of their capacity to offer relevant insights into the success of the advertising effort.
For the purpose of determining the level of interest and engagement that the campaign has produced, metrics such as the number of followers, rate of engagement, and rates of click-through will be tracked for social media (Nishat, 2021). Open rates, rates of click-through, and conversion rates will be used as metrics to determine how successful a marketing effort via email was. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will include things like website traffic, levels of engagement, and total time spent using the website as a whole. These indicators will be helpful in determining the overall efficacy of the advertising initiative and will provide direction for any revisions or adjustments that are required.
In conclusion, this marketing strategy for Premier Inn attempts to address the current economic situation and target market by applying a variety of contemporary marketing methods. This plan was created with the intention of attracting customers who are interested in staying at hotels. The plan has determined the most important client segments, analyzed the marketplace, and selected the most suitable channels for advertising and metrics in order to accomplish the SMART goals. The plan aims to develop trust with customers and improve the reputation of the business by putting an emphasis on security and providing reassurance. We will be able to make necessary adjustments to our strategy and make sure we are still on track to reach our objectives if we routinely monitor and assess the metrics of the campaign.
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Introduction
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Analysis of the Situation Using the 5 C's

Company: Hotel Premier Inn has a powerful brand image, a devoted client base, and a well-deserved reputation
for providing excellent value for its guests' monetary investments (Ziakas, 2023). The hotel's pricing and location
are two of its strongest selling points. However, the hotel is up against severe competition from a variety of other

hotels in the same price category.

Customers: The Hotel Premier Inn caters to the budget-conscious visitor, which might include solitary travelers,
families, and those on business trips. Using SimilarWeb, we were able to determine that the majority of website
visits to the hotel's website come from the United Kingdom, followed by visitors from Germany, Spain, & France.

The age range of visitors often falls between 25 and 44 years old on average.

Competitors: the Travelodge Holiday Inn Express, and Ibis are the three hotels that pose the greatest threat to
5 Cs of

Hotel Premier Inn's market share. According to a perceptual positioning map, guests at Hotel Premier Inn get the Marketing

impression that they are getting more for their money than they would at other comparable establishments.
However, in comparison to Ibis, the hotel is considered to be less posh, and in comparison to Travelodge, it is

considered to be less handy.

Collaborators: Customers may take advantage of the hotel's bundled package deals, which are made possible Comsetition

thanks to the hotel's partners, which include airlines, car rental businesses, and tour operators (Czinkota et al.,

2021). In addition, the hotel works along with other local establishments to provide savings to its customers.

Climate: The PESTLE research found that the hotel business is impacted by political instability, economic

volatility, technological development, changes in legal and regulatory requirements, and environmental concerns.
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Marketing Mix

Product: The value proposition of Hotel Premier Inn's marketing
mix is that it provides travelers who are watching their spending
with accommadations that are both pleasant and inexpensive.
Price: The hotel has reasonable rates, and it provides a variety
of lodging options 1o accommodate guests with varying
spending capacities (Page & Connell, 2020).

Place: The distribution plan for the hotel involves taking direct

reservations via its website in addition to forming agreements

with online travel agents.

4Ps of Marketing Mix

Promotions: Promotions offered by the hotel include reduced
prices for early reservations as well as reward programs for

visitors who stay there often (Page, 2019)
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This multinational hotel company, Premier Inn, has set their sights on elevating their customer engagement and brand recognition as the

primary goals of their marketing strategy (Karmoker, 2019). Within the next year, we will do this by boosting the number of people who visit
our website by 5,000 and the number of people who follow us on social media by 8,000. The success of the plan will be evaluated with the use
of key performance indicators (KPIs), and quarterly progress reviews will be carried out in order to check and make sure that the goals are still
on track to be attained. The income of the Hotel Premier Inn is going to be increased by 10% over the course of the following year thanks to
the implementation of this marketing strategy. This will be accomplished by increasing the traffic to the website by 20%, the number of

followers on social media by 30%, and the number of direct reservations by 15%.
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Strategy

The new value proposition of the business centers on the provision of goods that are environmentally

conscious and sustainable in a manner that is congruent with the priorities of the market for which it is .

targeting (Octafilia & Amin, 2022). The Ansoff matrix will be employed, and the company's primary
emphasis will be placed on expanding current customer bases by penetrating new markets that place a

higher value on ecological responsibility.

The market penetration approach will be used to overcome the problem posed by a bad brand reputation
as a result of unfavorable evaluations (Minazzi & Panno, 2019). This will be accomplished by boosting
marketing efforts and putting an emphasis on the sustainable characteristics of the brand. Alterations will
be made to the traditional marketing mix, including the introduction of a fresh pricing approach that
represents the company's commitment to sustainability as well as an enhanced online presence that will

serve to improve distribution channels. These alterations will take place in the coming months.

In addition, new procedures that place an emphasis on the preservation of the natural environment will be
implemented, including the use of recyclable packaging supplies and the decrease of the organization's
overall carbon footprint The goal is to broaden the consumer base by targeting individuals who place
high importance on environmental responsibility, all while enhancing the company's image and

establishing it as a frontrunnerin the market for environmentallyfriendly products.
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Tactics

The RACE framework is going to be utilized to build new communication
methods in order to address the problems that were found in the situational
evaluation The hotel plans to boost its presence online and improve the number of
guests it serves by employing search engine optimization, email marketing, and
social media marketing (Nishat, 2021). Alterations will be done to the advertising
strategy, including the provision of premium room types, the launch of brand-new
amenities like a fitness centre, and the enhancement of the website for the hotel
and the procedure for making reservations. Advertisingon social media platforms,
marketing via email, and search engine optimizationare all going to be included in
the marketing channels calendar that has been prepared. For each channel, metrics
and key performance indicators (KPIs) have been defined, including rates of click-

through, rates of opening, and conversionrates.
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Action

Marketing Task Week 1 Week 2 Week 3 Week 4 ‘Week 5 Week 6
Develop social media content strategy
Create social media content
Launch social media campaign

Monitor and analyze social media metrics

Develop email marketing campaign
Create email marketing content

Launch email marketing campaign

Monitor and analyze email marketing metrics
Identify and approach potential influencers
INegotiate and finalize influencer partnerships

Launch influencer marketing campaign

Monitor and analyze influencer marketing metrics

Develop content marketing strategy

Create content marketing materials (blog posts,
infographics, etc.)

Publish and promote content

Monitor and analyze content marketing metrics
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Control

The effectiveness of the marketing strategy will be evaluated using a number of different measures, such as a growth in the
volume of website traffic, the number of new consumers, favorable views towards the company, and improved revenues
(George, 2021b). The metrics and key performance indicators (KPIs) that were selected for every channel were selected on

the basis of their capacity to offer relevant insights into the success of the advertising effort.

For the purpose of determining the level of interest and engagement that the campaign has produced, metrics such as the
number of followers, rate of engagement, and rates of click-through will be tracked for social media (Nishat, 2021). Open
rates, rates of click-through, and conversion rates will be used as metrics to determine how successful a marketing effort via
email was. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their
level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will
include things like website traffic, levels of engagement, and total time spent using the website as a whole. These indicators
will be helpful in determining the overall efficacy of the advertising initiative and will provide direction for any revisions or

adjustments that are required.
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Conclusion

In conclusion, this marketing strategy for Premier Inn attempts to address the current economic situation and target
market by applying a variety of contemporary marketing methods. This plan was created with the intention of
attracting customers who are interested in staying at hotels. The plan has determined the most important client
segments, analyzed the marketplace, and selected the most suitable channels for advertising and metrics in order to
accomplish the SMART goals. The plan aims to develop trust with customers and improve the reputation of the
business by putting an emphasis on security and providing reassurance. We will be able to make necessary
adjustments to our strategy and make sure we are still on track to reach our objectives if we routinely monitor and

assess the metrics of the campaign.
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Marketing plan of Hotel Premier Inn.

This marketing plan is for Hotel Premier Inn, which is a mid-range hotel that caters to the needs of the business as well as leisure tourists by providing accommodations that are both pleasant and economical. This plan's objectives are to (1) define the target market, (2) conduct an analysis of the existing business climate, and (3) provide marketing strategies with the goal of increasing the hotel's visibility as well as its income. This plan of action is being produced for the management team of the hotel as well as any stakeholders. SOSTAC, the marketing mix, and Bowmans are going to be the three marketing frameworks that are used in the execution of this strategy.

[image: Premier Inn Hotels – Logos Download]

Figure 1: Logo of Hotel Premier Inn (Callwood, 2022).

Company: Hotel Premier Inn has a powerful brand image, a devoted client base, and a well-deserved reputation for providing excellent value for its guests' monetary investments (Ziakas, 2023). The hotel's pricing and location are two of its strongest selling points. However, the hotel is up against severe competition from a variety of other hotels in the same price category.

Customers: The Hotel Premier Inn caters to the budget-conscious visitor, which might include solitary travelers, families, and those on business trips. Using SimilarWeb, we were able to determine that the majority of website visits to the hotel's website come from the United Kingdom, followed by visitors from Germany, Spain, & France. The age range of visitors often falls between 25 and 44 years old on average.

[image: 5 Cs of Marketing - Meaning, Importance, Components & Example | MBA Skool]

Figure 2: Analysis of 5’s (Ziakas, 2023).

Competitors: the Travelodge Holiday Inn Express, and Ibis are the three hotels that pose the greatest threat to Hotel Premier Inn's market share. According to a perceptual positioning map, guests at Hotel Premier Inn get the impression that they are getting more for their money than they would at other comparable establishments. However, in comparison to Ibis, the hotel is considered to be less posh, and in comparison to Travelodge, it is considered to be less handy.

Collaborators: Customers may take advantage of the hotel's bundled package deals, which are made possible thanks to the hotel's partners, which include airlines, car rental businesses, and tour operators (Czinkota et al., 2021). In addition, the hotel works along with other local establishments to provide savings to its customers.

Climate: The PESTLE research found that the hotel business is impacted by political instability, economic volatility, technological development, changes in legal and regulatory requirements, and environmental concerns.

A company's strategy for promoting and selling its goods or services is known as its "marketing mix," and it is comprised of the many components that make up that strategy. Product, price, promotion, and place (sometimes referred to as distribution) are the components that make up these aspects (Dev, n.d.).

[image: ]

Figure 3: 4ps of Marketing Mix (Dev, n.d.)

Product: The value proposition of Hotel Premier Inn's marketing mix is that it provides travelers who are watching their spending with accommodations that are both pleasant and inexpensive. 

Price: The hotel has reasonable rates, and it provides a variety of lodging options to accommodate guests with varying spending capacities (Page & Connell, 2020). 

Place: The distribution plan for the hotel involves taking direct reservations via its website in addition to forming agreements with online travel agents. 

Promotions: Promotions offered by the hotel include reduced prices for early reservations as well as reward programs for visitors who stay there often (Page, 2019). 

This multinational hotel company, Premier Inn, has set their sights on elevating their customer engagement and brand recognition as the primary goals of their marketing strategy (Karmoker, 2019). Within the next year, we will do this by boosting the number of people who visit our website by 5,000 and the number of people who follow us on social media by 8,000. The success of the plan will be evaluated with the use of key performance indicators (KPIs), and quarterly progress reviews will be carried out in order to check and make sure that the goals are still on track to be attained. The income of the Hotel Premier Inn is going to be increased by 10% over the course of the following year thanks to the implementation of this marketing strategy. This will be accomplished by increasing the traffic to the website by 20%, the number of followers on social media by 30%, and the number of direct reservations by 15%. 

The new value proposition of the business centers on the provision of goods that are environmentally conscious and sustainable in a manner that is congruent with the priorities of the market for which it is targeting (Octafilia & Amin, 2022). The Ansoff matrix will be employed, and the company's primary emphasis will be placed on expanding current customer bases by penetrating new markets that place a higher value on ecological responsibility.

[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]

Figure 4: Ansoff matrix (Karomi et al., 2020).

The market penetration approach will be used to overcome the problem posed by a bad brand reputation as a result of unfavorable evaluations (Minazzi & Panno, 2019). This will be accomplished by boosting marketing efforts and putting an emphasis on the sustainable characteristics of the brand. Alterations will be made to the traditional marketing mix, including the introduction of a fresh pricing approach that represents the company's commitment to sustainability as well as an enhanced online presence that will serve to improve distribution channels. These alterations will take place in the coming months.

In addition, new procedures that place an emphasis on the preservation of the natural environment will be implemented, including the use of recyclable packaging supplies and the decrease of the organization's overall carbon footprint. The goal is to broaden the consumer base by targeting individuals who place high importance on environmental responsibility, all while enhancing the company's image and establishing it as a frontrunner in the market for environmentally friendly products.

The RACE framework is going to be utilized to build new communication methods in order to address the problems that were found in the situational evaluation. The hotel plans to boost its presence online and improve the number of guests it serves by employing search engine optimization, email marketing, and social media marketing (Nishat, 2021). Alterations will be done to the advertising strategy, including the provision of premium room types, the launch of brand-new amenities like a fitness centre, and the enhancement of the website for the hotel and the procedure for making reservations. Advertising on social media platforms, marketing via email, and search engine optimization are all going to be included in the marketing channels calendar that has been prepared. For each channel, metrics and key performance indicators (KPIs) have been defined, including rates of click-through, rates of opening, and conversion rates. 

For the purpose of efficiently planning and carrying out the marketing plan, a Gantt chart will be used to schedule the various marketing activities. Social media marketing, email marketing, marketing through influencers, and content marketing are some of the marketing methods that will be utilized. The preferences of the target audience served as a primary consideration in choosing one of these channels as the most effective means of communication.

		Marketing Task

		Week 1

		Week 2

		Week 3

		Week 4

		Week 5

		Week 6



		Develop social media content strategy

		

		

		

		

		

		



		Create social media content

		

		

		

		

		

		



		Launch a social media campaign

		

		

		

		

		

		



		Monitor and analyze social media metrics

		

		

		

		

		

		



		Develop email marketing campaign

		

		

		

		

		

		



		Create email marketing content

		

		

		

		

		

		



		Launch email marketing campaign

		

		

		

		

		

		



		Monitor and analyze email marketing metrics

		

		

		

		

		

		



		Identify and approach potential influencers

		

		

		

		

		

		



		Negotiate and finalize influencer partnerships

		

		

		

		

		

		



		Launch influencer marketing campaign

		

		

		

		

		

		



		Monitor and analyze influencer marketing metrics

		

		

		

		

		

		



		Develop content marketing strategy

		

		

		

		

		

		



		Create content marketing materials (blog posts, infographics, etc.)

		

		

		

		

		

		



		Publish and promote content

		

		

		

		

		

		



		Monitor and analyze content marketing metrics

		

		

		

		

		

		





 In order to evaluate how well the marketing strategy is working, metrics and key performance indicators have been devised for each channel. The amount of followers, participation rates, and rates of a click-through will all be included as key performance indicators for social media. Open rates, rates of click-through, and conversion rates will be used as metrics to evaluate the effectiveness of email marketing. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will include things like traffic to the website, engagement rates, and total time spent using the website.

The effectiveness of the marketing strategy will be evaluated using a number of different measures, such as a growth in the volume of website traffic, the number of new consumers, favorable views towards the company, and improved revenues (George, 2021b). The metrics and key performance indicators (KPIs) that were selected for every channel were selected on the basis of their capacity to offer relevant insights into the success of the advertising effort.

For the purpose of determining the level of interest and engagement that the campaign has produced, metrics such as the number of followers, rate of engagement, and rates of click-through will be tracked for social media (Nishat, 2021). Open rates, rates of click-through, and conversion rates will be used as metrics to determine how successful a marketing effort via email was. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will include things like website traffic, levels of engagement, and total time spent using the website as a whole. These indicators will be helpful in determining the overall efficacy of the advertising initiative and will provide direction for any revisions or adjustments that are required.

In conclusion, this marketing strategy for Premier Inn attempts to address the current economic situation and target market by applying a variety of contemporary marketing methods. This plan was created with the intention of attracting customers who are interested in staying at hotels. The plan has determined the most important client segments, analyzed the marketplace, and selected the most suitable channels for advertising and metrics in order to accomplish the SMART goals. The plan aims to develop trust with customers and improve the reputation of the business by putting an emphasis on security and providing reassurance. We will be able to make necessary adjustments to our strategy and make sure we are still on track to reach our objectives if we routinely monitor and assess the metrics of the campaign.
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Analysis of the Situation Using the 5 C's

Company: Hotel Premier Inn has a powerful brand image, a devoted client base, and a well-deserved reputation
for providing excellent value for its guests' monetary investments (Ziakas, 2023). The hotel's pricing and location
are two of its strongest selling points. However, the hotel is up against severe competition from a variety of other

hotels in the same price category.

Customers: The Hotel Premier Inn caters to the budget-conscious visitor, which might include solitary travelers,
families, and those on business trips. Using SimilarWeb, we were able to determine that the majority of website
visits to the hotel's website come from the United Kingdom, followed by visitors from Germany, Spain, & France.

The age range of visitors often falls between 25 and 44 years old on average.

Competitors: the Travelodge Holiday Inn Express, and Ibis are the three hotels that pose the greatest threat to
5 Cs of

Hotel Premier Inn's market share. According to a perceptual positioning map, guests at Hotel Premier Inn get the Marketing

impression that they are getting more for their money than they would at other comparable establishments.
However, in comparison to Ibis, the hotel is considered to be less posh, and in comparison to Travelodge, it is

considered to be less handy.

Collaborators: Customers may take advantage of the hotel's bundled package deals, which are made possible Comsetition

thanks to the hotel's partners, which include airlines, car rental businesses, and tour operators (Czinkota et al.,

2021). In addition, the hotel works along with other local establishments to provide savings to its customers.

Climate: The PESTLE research found that the hotel business is impacted by political instability, economic

volatility, technological development, changes in legal and regulatory requirements, and environmental concerns.
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Marketing Mix

Product: The value proposition of Hotel Premier Inn's marketing
mix is that it provides travelers who are watching their spending
with accommadations that are both pleasant and inexpensive.
Price: The hotel has reasonable rates, and it provides a variety
of lodging options 1o accommodate guests with varying
spending capacities (Page & Connell, 2020).

Place: The distribution plan for the hotel involves taking direct

reservations via its website in addition to forming agreements

with online travel agents.

4Ps of Marketing Mix

Promotions: Promotions offered by the hotel include reduced
prices for early reservations as well as reward programs for

visitors who stay there often (Page, 2019)






image12.png

SMART Objectives

Spocific Measurable  Achievable Relevant

SMART

B - @ O

This multinational hotel company, Premier Inn, has set their sights on elevating their customer engagement and brand recognition as the

primary goals of their marketing strategy (Karmoker, 2019). Within the next year, we will do this by boosting the number of people who visit
our website by 5,000 and the number of people who follow us on social media by 8,000. The success of the plan will be evaluated with the use
of key performance indicators (KPIs), and quarterly progress reviews will be carried out in order to check and make sure that the goals are still
on track to be attained. The income of the Hotel Premier Inn is going to be increased by 10% over the course of the following year thanks to
the implementation of this marketing strategy. This will be accomplished by increasing the traffic to the website by 20%, the number of

followers on social media by 30%, and the number of direct reservations by 15%.






image13.svg

         SMART Objectives     This multinational hotel company, Premier Inn, has set their sights on elevating their customer engagement and brand recognition as the primary goals of their marketing strategy ( Karmoker , 2019 ) . Within the next year, we will do this by boosting the number of people who visit our website by 5 , 000 and the number of people who follow us on social media by 8 , 000 . The success of the plan will be evaluated with the use of key performance indicators (KPIs), and quarterly progress reviews will be carried out in order to check and make sure that the goals are still on track to be attained . The income of the Hotel Premier Inn is going to be increased by 10 % over the course of the following year thanks to the implementation of this marketing strategy . This will be accomplished by increasing the traffic to the website by 20 % , the number of followers on social media by 30 % , and the number of direct reservations by 15 % .




image14.png

Strategy

The new value proposition of the business centers on the provision of goods that are environmentally

conscious and sustainable in a manner that is congruent with the priorities of the market for which it is .

targeting (Octafilia & Amin, 2022). The Ansoff matrix will be employed, and the company's primary
emphasis will be placed on expanding current customer bases by penetrating new markets that place a

higher value on ecological responsibility.

The market penetration approach will be used to overcome the problem posed by a bad brand reputation
as a result of unfavorable evaluations (Minazzi & Panno, 2019). This will be accomplished by boosting
marketing efforts and putting an emphasis on the sustainable characteristics of the brand. Alterations will
be made to the traditional marketing mix, including the introduction of a fresh pricing approach that
represents the company's commitment to sustainability as well as an enhanced online presence that will

serve to improve distribution channels. These alterations will take place in the coming months.

In addition, new procedures that place an emphasis on the preservation of the natural environment will be
implemented, including the use of recyclable packaging supplies and the decrease of the organization's
overall carbon footprint The goal is to broaden the consumer base by targeting individuals who place
high importance on environmental responsibility, all while enhancing the company's image and

establishing it as a frontrunnerin the market for environmentallyfriendly products.
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Tactics

The RACE framework is going to be utilized to build new communication
methods in order to address the problems that were found in the situational
evaluation The hotel plans to boost its presence online and improve the number of
guests it serves by employing search engine optimization, email marketing, and
social media marketing (Nishat, 2021). Alterations will be done to the advertising
strategy, including the provision of premium room types, the launch of brand-new
amenities like a fitness centre, and the enhancement of the website for the hotel
and the procedure for making reservations. Advertisingon social media platforms,
marketing via email, and search engine optimizationare all going to be included in
the marketing channels calendar that has been prepared. For each channel, metrics
and key performance indicators (KPIs) have been defined, including rates of click-

through, rates of opening, and conversionrates.
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           Tactics  The RACE framework is going to be utilized to build new communication methods in order to address the problems that were found in the situational evaluation . The hotel plans to boost its presence online and improve the number of guests it serves by employing search engine optimization, email marketing, and social media marketing (Nishat, 2021 ) . Alterations will be done to the advertising strategy, including the provision of premium room types, the launch of brand - new amenities like a fitness centre , and the enhancement of the website for the hotel and the procedure for making reservations . Advertising on social media platforms, marketing via email, and search engine optimization are all going to be included in the marketing channels calendar that has been prepared . For each channel, metrics and key performance indicators (KPIs) have been defined, including rates of click - through, rates of opening, and conversion rates .   
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Action

Marketing Task Week 1 Week 2 Week 3 Week 4 ‘Week 5 Week 6
Develop social media content strategy
Create social media content
Launch social media campaign

Monitor and analyze social media metrics

Develop email marketing campaign
Create email marketing content

Launch email marketing campaign

Monitor and analyze email marketing metrics
Identify and approach potential influencers
INegotiate and finalize influencer partnerships

Launch influencer marketing campaign

Monitor and analyze influencer marketing metrics

Develop content marketing strategy

Create content marketing materials (blog posts,
infographics, etc.)

Publish and promote content

Monitor and analyze content marketing metrics
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     Actio n                                                                                                             Week 6 Week 5 Week 4 Week 3 Week 2 Week 1 Marketing Task  Develop social media content strategy  Create social media content  Launch social media campaign  Monitor and analyze social media metrics  Develop email marketing campaign  Create email marketing content  Launch email marketing campaign  Monitor and analyze email marketing metrics  Identify and approach potential influencers  Negotiate and finalize influencer partnerships  Launch influencer marketing campaign  Monitor and analyze influencer marketing metrics  Develop content marketing strategy  Create content marketing materials (blog posts,  infographics, etc.)  Publish and promote content  Monitor and analyze content marketing metrics
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Control

The effectiveness of the marketing strategy will be evaluated using a number of different measures, such as a growth in the
volume of website traffic, the number of new consumers, favorable views towards the company, and improved revenues
(George, 2021b). The metrics and key performance indicators (KPIs) that were selected for every channel were selected on

the basis of their capacity to offer relevant insights into the success of the advertising effort.

For the purpose of determining the level of interest and engagement that the campaign has produced, metrics such as the
number of followers, rate of engagement, and rates of click-through will be tracked for social media (Nishat, 2021). Open
rates, rates of click-through, and conversion rates will be used as metrics to determine how successful a marketing effort via
email was. The effectiveness of influencer advertising will be judged according to the reach of the influencers and their
level of interaction with their audiences. When it comes to content marketing, key performance indicators (KPIs) will
include things like website traffic, levels of engagement, and total time spent using the website as a whole. These indicators
will be helpful in determining the overall efficacy of the advertising initiative and will provide direction for any revisions or

adjustments that are required.
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     Control  The effectiveness of the marketing strategy will be evaluated using a number of different measures, such as a growth in the volume of website traffic, the number of new consumers, favorable views towards the company, and improved revenues (George, 2021 b) . The metrics and key performance indicators (KPIs) that were selected for every channel were selected on the basis of their capacity to offer relevant insights into the success of the advertising effort . For the purpose of determining the level of interest and engagement that the campaign has produced, metrics such as the number of followers, rate of engagement, and rates of click - through will be tracked for social media (Nishat, 2021 ) . Open rates, rates of click - through, and conversion rates will be used as metrics to determine how successful a marketing effort via email was . The effectiveness of influencer advertising will be judged according to the reach of the influencers and their level of interaction with their audiences . When it comes to content marketing, key performance indicators (KPIs) will include things like website traffic, levels of engagement, and total time spent using the website as a whole . These indicators will be helpful in determining the overall efficacy of the advertising initiative and will provide direction for any revisions or adjustments that are required .
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Conclusion

In conclusion, this marketing strategy for Premier Inn attempts to address the current economic situation and target
market by applying a variety of contemporary marketing methods. This plan was created with the intention of
attracting customers who are interested in staying at hotels. The plan has determined the most important client
segments, analyzed the marketplace, and selected the most suitable channels for advertising and metrics in order to
accomplish the SMART goals. The plan aims to develop trust with customers and improve the reputation of the
business by putting an emphasis on security and providing reassurance. We will be able to make necessary
adjustments to our strategy and make sure we are still on track to reach our objectives if we routinely monitor and

assess the metrics of the campaign.
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     Conclusio n  In conclusion, this marketing strategy for Premier Inn attempts to address the current economic situation and target market by applying a variety of contemporary marketing methods . This plan was created with the intention of attracting customers who are interested in staying at hotels . The plan has determined the most important client segments, analyzed the marketplace, and selected the most suitable channels for advertising and metrics in order to accomplish the SMART goals . The plan aims to develop trust with customers and improve the reputation of the business by putting an emphasis on security and providing reassurance . We will be able to make necessary adjustments to our strategy and make sure we are still on track to reach our objectives if we routinely monitor and assess the metrics of the campaign .
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