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Premier Inn is a global hospitality brand that offers a range a luxury accommodation, dining experiences, and business services to travellers worldwide (Lashley & Morrison, 2013). The Premier Inn is prepared for a wide range of guests, including business and leisure travellers, families, couples, and individuals seeking luxury accommodations and exceptional service. By implementing different types of strategies and marketing plan Premier Inn aim to improve customer satisfaction, increase revenue, and boost profitability (Singh & Gupta, 2019). To achieve these objectives, this report will consist of a range of marketing frameworks, including SOSTAC, 4’Ps, and Bowman’s strategy clock to develop a comprehensive marketing plan that will cover key areas such as product, price, promotion, and place.
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Company: SWOT Analysis
Premier Inn Hotel’s strengths include its strong brand reputation, consistent customer service, and prime locations. Its weaknesses include limited room amenities and a lack of differentiation from competitors (Buhalis & Law, 2018). Opportunities include expansion into new markets and increased demand for budget hotel options. Threats include intense competition and potential economic downturns.
Customers: Segmentation and Targeting/Customer profiles
Premier Inn Hotel segments its customers based on their travel purposes, such as leisure, business, or family. Its target market includes price-sensitive travellers who prioritize comfort and convenience over luxury amenities. Customer profiles include both domestic and international travellers, with a mix of age group and income levels (Kim & Yang, 2017).
Competitors: Perceptual positioning map, Bowman’s strategy clock
Premier Inn Hotel’s perceptual positioning map shows it as a mid-range hotel with a focus on value for money. Its Bowman’s strategy clock places in the “Low Price and Low Added Value” quadrant. Competitors include other budget hotel chains such as a Travelodge and Ibis.
Collaborators: 
Premier Inn Hotel is part of the Whitbread Group, which includes other hospitality brands such as Beefeater and Costa Coffee (de Hoog, Koens, & Postma, 2019). It has partnerships with companies such as Zipcar and Eurostar to offer customers travel discounts. Primer Inn also franchises some of its hotels to third-party operators.
Climate: PESTLE
Premier Inn Hotel’s PESTLE analysis reveals several external factors that could impact its business (Chaffey & Ellis-Chadwick, 2019). Political factors include Brexit and changing immigration policies that could impact international travel. Economic factors include consumer spending patterns and exchange rates (Sigala, Christou & Gretzel, 2012). Social trends include changing preferences for sustainable travel. Technological advancements could impact booking and customers service processes. Legal regulations include safety and security measures. Environmental concerns include sustainability and climate change. 
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Specific: The hotel aims to increase occupancy rate by 10% within the next 12 months. 
Measurable: The objective will be measured by monitoring occupancy rates.
Achievable: With the right promotional campaigns, partnerships, and improved online booking experiences, the hotel is capable of achieving a 10% increase in occupancy rates within the next 12 months (Grönroos & Ravald, 2018).
Relevant: By increasing occupancy rates, the hotel will improve its market position, drive revenue growth, and solidify its status as a leading hotel chain. 
Time-bound: With a specific timeline of 12 months will be taken for achieving the objective. 
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Premier Inn Hotel’s value proposition lies in its exceptional service and high-quality accommodations at an affordable price (Kotler & Armstrong, 2021). The hotel differentiates itself from its competitors through its “Good Night Guarantee” promise, which guarantees guests a comfortable and restful night’s sleep or their money back. This value proposition will be communicated through targeted marketing campaigns, emphasizing the hotel’s value for money, comfort, and exceptional service. The value proposition is linked to  the hotel’s customer segments, which are budget-conscious travelers seeking affordable and comfortable accommodations. This will affect the targeting and positioning of the organization, with a focus on promoting the hotel’s value for money and exceptional service to budget-conscious travelers (Wind & Vijay Mahajan, 2017).
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Product: Premier Inn Hotel offers comfortable and affordable accommodation for budget-conscious travelers, featuring high-quality amenities and exceptional service.
Place (Distribution): The hotel will be located in convenient and accessible areas, with online booking options, third-party travel operators, and direct bookings available to customers. 
Price: Premier Inn Hotel’s pricing strategy is linked to market research and the customer value proposition, with a variety of price points available to cater to different customer segments (Lancaster & Reynolds, 2017). Pricing will be displayed and shared through targeted promotional campaigns.
Promotion: The hotel will be advertised through a RACE/Communications Mix strategy, utilizing digital and traditional channels to reach target audiences. Strategies will include targeted social media ads, email marketing, content marketing, and PR campaigns. Special promotions and packages will be offered to drive bookings and revenue growth. 
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The marketing plan for Premier Inn Hotel will involve a range of marketing activities across various channels, aimed at increasing brand awareness, driving bookings, and generating revenue growth. The Gantt Chart for marketing activities includes the following: 
1. Social media advertising and content creation across Facebook, Instagram, and Twitter. 
2. Email marketing campaigns targeted at existing and potential customers (Baker, 2014).
3. Promotional campaigns and special packages are offered through online travel operators and direct bookings.
4. Public relations campaigns to increase brand visibility and promote the hotel’s unique value proposition Collaborations and partnerships with local businesses and tourist attractions to promote cross – promotion and increased foot traffic.

Phases and Milestones of Marketing Gantt Chart

The marketing channel schedule is informed by a through analysis of customer behavior and preferences, market trends, and competitor strategies (Berry & Parasuraman, 2021). The goal is to target customers where they are most active and receptive to marketing messages, while also taking advantage of opportunities for cross-promotion and collaboration. The marketing channel selected are cost-affective, measurable, and impactful, with a focus on generating a positive ROI for the hotel.
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To ensure the marketing plan for Premier Inn Hotel is successful, it is essential to set clear performance metrics and regularly measure progress against them. The success of the plan will be measured through various key performance indicators (KPI’s) that include:
1. New customers are acquired through various marketing channels.
2. Positive attitudes towards the brand, are measured through surveys and customers feedback (Jobber & Chadwick, 2016).
3. Increase in occupancy rates and profits generated through direct booking and online travel operators. 
To measure these KPI’s regular reporting and analysis will be conducted to identify trends and areas for improvement. The hotel will also tack metrics such as website traffic, social media engagement, and conversion rates to monitor the effectiveness of each marketing channel. These measures will help the hotel to adjust its marketing strategies accordingly and ensure the best possible return on investment (Zeithaml, Bitner, & Gremler, 2018).
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The marketing plan for Premier Inn Hotel faces several challenges that need to be addressed for the plan to be successful. These challenges include increasing competition in the hospitality industry, changing consumer behavior, and unpredictable external factors like the ongoing pandemic. 
To address these challenges, the hotel can implement several recommendations such as building brand and awareness through targeted advertising campaigns, offering competitive pricing and packages, improving online booking experiences, and strengthening B2B relationships with key partners. The hotel should be also prioritizing customer feedback and continually adapt its offerings to meet changing needs of its target audience. 
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About Premier Inn Hotel

* Premier Inn is a UK-based hotel chain with over
800 properties across the UK, lIreland, and
Germany (Baker, 2014).

* The hotel chain focuses on offering guests
affordable and comfortable stays with high-quality
services.

* Premier Inn's value proposition is based on its
"Good Night Guarantee," which promises guests a
great night's sleep or their money back.





image5.tmp
Purpose of Marketing ’

Plan

The purpose of a marketing plan for
Premier Inn Hotel is to provide a
structured approach for identifying
target customers, assessing the
competition, and outlining strategies
for promoting the hotel and its
services (Jobber & Ellis-Chadwick,
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affordable and comfortable accommodation in
prime locations with exceptional service. Their

rooms feature high-quality beds, blackout

curtains, and power showers for a great night's

sleep (Grénroos & Ravald, 2018). Their all-you-

can-eat breakfast is a popular option among

guests.
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PRODUCT PRICE PLACE PROMOTION

Product: Premier Inn Hotel offers comfortable and affordable accommodations with modern amenities.

Place: The hotel uses a multi-channel distribution system to make it easy for customers to book their stay(Kotler &

Armstrong, 2021).

Price: The hotel offers a competitive pricing strategy that considers the market and the value offered to customers.

Promotion: Premier Inn Hotel uses various communication channels and advertising strategies to create brand

awareness and attract potential customers.
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Conclusion

Premier Inn Hotel offers comfortable
and affordable accommodation with a
value proposition of quality sleep,
prime location, friendly service and
amenities, promoted through a
marketing mix of well-placed hotels,
diverse pricing, online promotions, and

targeted advertising.
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