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Introduction 
The Premier Inn hotel is implementing its marketing strategy, which it believes will attract more customers to engage with the group. The objective of this marketing plan is to increase 10% of its existing customer base within 6 months. In order to do this, we apply the SOSTAC model, which comprises of six components: situational context, goals, underlying strategy, marketing tactics, execution, and control. Premier Inn is operated by Whitbread Plc, which also owns several other hotels in the United Kingdom. It is one of the most popular hotels in the United Kingdom and one of more than 500 hotels globally (Bower, 2018). About 75% of the British population resides within 5 miles of a Premier Inn. The hotel has recently opened branches in the Republic of Ireland, Northern Ireland, and Dubai, and a fifth site is forthcoming in India.
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SOSTAC Analysis
[bookmark: _Toc120306781]Situation analysis:
[bookmark: _Toc120306782]PELTLE analysis:
Hotel Premier Inn is influenced by politics.
Premier Inn is affected by several political problems. Due to unanticipated changes in government regulations, the hotel's management may need to modify its business plans. Premier Inn is a well-known British hotel brand that operates mostly in the United Kingdom. It is general known that obtaining a tourist visa for the United Kingdom is difficult for the majority of individuals. Using a more flexible strategy, the hotel's occupancy rate may have been greater.
Economic variables that influence Premier Inn
The economic environment is the major focus of the PESTEL study conducted by Premier Inn. Electricity costs, labor expenditures, building leases, business rates, etc., are just a few of the many economic aspects that influence the hotel's bottom line (Chetty et al., 2020). The recent huge increase in utility costs in the United Kingdom will have a significant effect on the hotel business.
Social variables affect Premier Inn
Premier Inn's service offerings are influenced by the requirements and expectations of its customers as well as by social issues (Ghandour et al., 2015). Without a question, hotel customers' wants and expectations have been expanding for some time. Their level of satisfaction will be proportionate to the comfort of their accommodations, the variety and quality of the hotel's food and beverages, and the competence of the hotel's employees. Additionally vital is the area's cleanliness.
Premier Inn is influenced by technology
Premier Inn currently use location-based technology to assist customers in locating their rooms. Guests should have an easier time locating their hotel if they randomly choose three phrases, allowing them more time to unwind (Premier Inn, 2022). Notably, investing in the research and development of cutting-edge technology is not inexpensive.
Premier Inn and Environment 
When making judgments, Premier Inn considers carbon emissions and trash, the cleanliness of the environment around its hotels, and the amount of guests brought to the local community. It has nonetheless vowed to be a pioneer in sustainability by halving the intensity of its carbon emissions by 2025. 
The legislation has repercussions for Premier Inn.
A review of the regulatory framework closes the Premier Inn PESTEL report. Premier Inn is responsible for conforming to several rules, such as those controlling the design and construction of structures, employee health and safety, and wage and hour obligations. 
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Premier Inn Strengths
· First place in the category "Hotel Chain of the Year" at the British Travel Awards
· The biggest hotel chain in the United Kingdom, with over 50,000 guest rooms and approximately 700 properties (Bas and Sivaprasad, 2021)
· Hotel group that receives a great deal of publicity
· Recognized by a number of industry organizations as being among the most prestigious hotel chains in the United Kingdom
Premier Inn Weaknesses
· Low profit margins are the result of the intense rivalry for the brand.
· A less developed global presence compared to that of multinational hotel chain
Premier Inn Opportunities
· More strategic tie-ups
· Investing in digital marketing
· Increasing the value of the brand through improving the client experience

Premier Inn Threats
· Private rooms
· Bakcpackers Hostels
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Smart objectives of this marketing plan are:
· Increase 10% customer base in next six month
· Attract and engage tourist by implementing this plan 
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When comparing CEOs who think strategically, it is essential to assess their ability to make well-informed judgments on where, how, and when to target a set of customers, facilitate resources, and establish goals (Itani et al., 2022). Positioning is the process of establishing and maintaining a unique market identity for a firm or its products. Consequently, a company's strategic positioning requires both knowledge of and adaptability to its changing external environment. This section will explore how the directions and innovative ideas will contribute to the Premier Inn's marketing objectives. In media and marketing initiatives, three important phases will be implemented: brand awareness, brand affection, and brand action. To achieve 80% brand awareness among Premier Inn inhabitants, a solid market position is required. 
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Marketing strategies involve parts of the marketing mix. Marketing a holiday resort requires a distinct set of abilities and strategies distinct from those often used in the business sector. Numerous goods and services are accessible to travelers. 
· Product: Customers of the tourism sector are unable to retain the physical goods they purchase, the service rendering it non-storable and immaterial (Tien et al., 2020). Therefore, the proficiency of the tourist's knowledge has a direct influence on the efficacy of the tourism sector. Therefore, the product's design must take into consideration the desires and needs of tourists. 
· Price: The price of a product is determined by deducting production costs, profit margins, and any intermediary's cut. These four price tactics — promotional, discount, variable, and loss leader — are often used for products connected to tourism. Pricing at a loss is acceptable since it may attract enough consumers to recoup the original expenditure and then some.
· Place: In the context of tourism, "Place" in the marketing mix refers to the tourist's destination. The potential of a tourist destination relies on elements such as its attractiveness, its accessibility, the facilities it offers, and its marketing (Lee et al., 2020). It is not simply the location, the quality of the staff, or the availability of a certain feature that attracts visitors; it is also the diversity of things to do and see. 
· Promotion: The objectives of the Promotion are to increase knowledge of the products, cement their position on the market and in the minds of customers, and cultivate a positive image of them. The following are just a handful of the many excellent marketing tactics for travel-related products: Through the use of websites, radio stations, newspapers, and television advertisements, as well as the distribution of promotional products and the establishment of sponsorship programs. Distributing promotional items such as wallets, keychains, pencils, water bottles, diaries, and brochures.
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To achieve the company's aims, an integrated communication strategy will be implemented on the target market in order to bring more tourists to the Premier Inn hotel and its surrounding areas, hence boosting commerce, cleanliness, and safety.
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Prior to implementation, the marketing strategy of Premier Inn is rigorously evaluated to ensure that it is still acceptable and reflects the current market climate. Once the plan has been executed, a monthly assessment will be undertaken to see whether the marketing objectives have been accomplished. In-depth interviews with customers will be performed to determine their degree of brand knowledge. This monitoring will continue throughout the life of the projects, after which an overall evaluation will be created.
[bookmark: _Toc120306789]Conclusion
For the Premier Inn hotel’s marketing plan is developed using the SOSTAC framework. According to the situational analysis, the UK hotel sector has a promising future and there are many chances for Premier Inn to draw in new consumers from tourists. In order to draw in new clients and keep existing ones loyal, Premier Inn plans to sell the product via both conventional and digital marketing methods.
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**Guests may choose from a variety of accommodation options at Premier Inn. To provide one
example, its family rooms have a king-sized bed for the parents, two twin-sized pull-out mattresses
or couch beds for the youngsters, and a baby crib (PremierInn, 2021). It is possible for parents to
keep an eye on their children by staying in one of the hotels that offersconnectedrooms.

*¢It's common practice to divide rooms into three types: single, double, and accessible (designed for
wheelchair access)PremierInn has excellentking-size Hypnos beds, which are a premium bedding

brand.

s Guests get everything they need to have a pleasant stay, including a hairdryer, Free view television,
free Wi-Fi at any time of day or night, and a tea and coffee maker. In a similar vein, visitors of
Premier Inn hotels seldom need to leave the premises to find a place to eat or drink. Every hotel
welcomes cyclists and maintains a meticulous cleaning schedule every day to safeguard the health

and safety of its visitors.
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                                     Product Strategy  Guests may choose from a variety of accommodation options at Premier Inn . To provide one example, its family rooms have a king - sized bed for the parents, two twin - sized pull - out mattresses or couch beds for the youngsters, and a baby crib (Premier Inn, 2021 ) . It is possible for parents to keep an eye on their children by staying in one of the hotels that offers connected rooms .  It's common practice to divide rooms into three types : single, double, and accessible (designed for wheelchair access) . Premier Inn has excellent king - size Hypnos beds, which are a premium bedding brand .  Guests get everything they need to have a pleasant stay, including a hairdryer, Free view television, free Wi - Fi at any time of day or night, and a tea and coffee maker . In a similar vein, visitors of Premier Inn hotels seldom need to leave the premises to find a place to eat or drink . Every hotel welcomes cyclists and maintains a meticulous cleaning schedule every day to safeguard the health and safety of its visitors .
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**Premier Inn uses promotion extensively across all of
their marketing channels (7Ps of Premier Inn). Large

sums are spent on various sorts of media promotion
for the hotel

+»It plans to spend £20 million on advertising in 2022,
with an emphasis on expanding its digital reach
(Kaliappen and Hassan, 2022).

*sPremier Inn's Facebook page has almost 325,000
likes. A little over 22,000 people follow it on
Instagram, however. This demonstrates the necessity

for the hotel to boost its profile across a variety of
social media channels.
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                                          Promotion Strategy  Premier Inn uses promotion extensively across all of their marketing channels ( 7 Ps of Premier Inn) . Large sums are spent on various sorts of media promotion for the hotel .  It plans to spend £ 20 million on advertising in 2022 , with an emphasis on expanding its digital reach ( Kaliappen and Hassan, 2022 ) .  Premier Inn's Facebook page has almost 325 , 000 likes . A little over 22 , 000 people follow it on Instagram, however . This demonstrates the necessity for the hotel to boost its profile across a variety of social media channels .   
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ssPremier Inn offers a range of flexible, semi-flexible,
advance, standard, and non-flexible price options. These
provide clientsa selectionof alternatives.

s¢The most accommodating plan, Flex, allows guests to
make changes to their reservationup to 1pm on the day of
their scheduled arrival (Deakin et al., 2020).

**With a focus on giving guests excellent value for their
money, the hotel employs a value pricing policy. Like
many other hotels, it uses weekend evenings to charge
much less for its rooms.
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                                          Price Strategy  Premier Inn offers a range of flexible, semi - flexible, advance, standard, and non - flexible price options . These provide clients a selection of alternatives .  The most accommodating plan, Flex, allows guests to make changes to their reservation up to 1 pm on the day of their scheduled arrival (Deakin et al . , 2020 ) .  With a focus on giving guests excellent value for their money, the hotel employs a value pricing policy . Like many other hotels, it uses weekend evenings to charge much less for its rooms .   
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