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[bookmark: _Toc129116655]Introduction
One of the main purposes behind conducting this study is to shed light on the topic of marketing opportunities for the selected hotel brand Premier Inn and based on that will need to create a communication approach within the current climate it is operating. In order to do the study various marketing tools will be utilised like for example 4P’s of the marketing mix, SWOT, PESTLE and Bowmans strategy clock etc.  The hotel brand which has been seen selected for the study i.e., Premier Inn is a British hospitality company that provides budget-friendly lodging in many domestic and foreign places. Whitbread PLC is the owner of the brand. In addition to having approximately 800 properties in the UK and Ireland, Premier Inn also operates a few hotels abroad in places like Germany, the United Arab Emirates, and India ( Inn,Premier, 2023).
[bookmark: _Toc129116656]Situation Analysis
[bookmark: _Toc129116657]5 'C's
Company: 

	STRENGTHS
	WEAKNESSES

	· Significant brand identification
· Continuous attention to customer support
· Strategies for marketing and advertising that work effectively
· Trustworthy financial support
	· Being reliant on the UK market

· Inadequate separation from rivals

· Existence that isn't very strong in several overseas marketplaces.

	OPPORTUNITIES
	THREATS

	· Entering new global markets, such as those in Asia and North America
· Creating fresh hotel accommodation and designs
· Using technology for improving the visitor experience
	· Strong rivalry
· Financial recessions and shifting consumer preferences
· The impact of new technology (Madsen, 2021)



Customers: 

	Demographic
	Behavioural  

	· Age: most of them are adults.
· Income: Middle-class to low-income tourists
· Education: Not applicable
	· Occasion: Visitors on work and for pleasure.
· Advantages: Visitors seeking a reasonable, convenient, and comfortable hotel
· Loyalty: Returning clients

	Psychographic

	· Style of living: Travelers on a tight budget
· Trait: Visitors who are direct and pragmatic in nature
· Communal Class: Travelers from the middle to lower levels ( Consultancy, Hughes, 2017).


Competitors: 
Bowman’s strategy clock will be used to identify find the position of the hotel.
1. Low added value: Premier Inn can contend with motel and Travelodge businesses in the industry.
2. Low Cost: Premier Inn is also able to compete with low-cost carriers like EasyJet and Ryanair.
3. Prototype: Premier Inn is capable of competing with midscale hotel companies like Hilton Garden Inn and Courtyard by Marriott.
4. Differentiation: Offering distinctive amenities, like the "Premier Plus," allows Premier Inn to set itself apart from rival hotels.
5. Targeted Differentiation: Premier Inn has the ability to concentrate on a specific demographic, such as children who are young or business visitors.
6. Price/Standard Increase: By providing comparable levels of quality and service, Premier Inn can compete with more expensive hotel companies like InterContinental Hotels Group.
Collaborators
To grow its business and improve its services, Premier Inn seems to have a longstanding experience of establishing Business - to - business connections, alliances, and franchises. To broaden its visibility and attract more clients, the business has formed alliances with organisations like Booking.com, Expedia, and TripAdvisor.   Franchise partnerships with autonomous hotel owners have also allowed the company to grow its business and give franchises access to Premier Inn's promotional and marketing channels. Last but not least, Premier Inn has collaborated with neighbourhood groups to support activities that promote environment and social inclusion, including minimising plastic pollution in its properties and promoting maritime preservation (Agarwal, 2014).
Climate:

	Political
	Developments in government rules, taxation, & policies are just a few examples of how the political situation may have an impact on Premier Inn's company activities.

	Economic
	Rates of interest, unemployment, as well as economic expansion are a few examples of the aspects that the economic climate might have an impact on at Premier Inn.


	Social
	Services at Premier Inn may be impacted by sociocultural issues because of things like evolving customer tastes, lifestyle patterns, including social conventions.

	Technological
	Processes at Premier Inn may be impacted by technological elements due to developments in telecommunications, online reservation tools, and big data.

	Environmental
	The activities of Premier Inn may be impacted by environmental concerns such as global warming, environmentalism, and natural catastrophes.

	Legal
	Rules regulating labour, health, and safety, and consumer rights can all have an impact on how Premier Inn company does business (Arif, 2016).



[bookmark: _Toc129116658]Objectives
[bookmark: _Toc129116659]SMART target
	Specific
	Measurable
	Achievable 
	Relevant
	Time-bound

	Concentrate on improving brand image and boosting consumer loyalty
	Throughout the following six months, raise the user engagement on Premier Inn's social networking pages by 20%.
	To determine the most efficient communication channels by conducting market study
	Be pertinent to its target audience's demands and tastes.
	3 months 


[bookmark: _Toc129116660]Strategy
[bookmark: _Toc129116661]Value proposition of the company
The unique selling point of Premier Inn is to offer luxurious, reasonably priced lodging with top-notch service quality in strategic locations. Concentrating on four crucial aspects helps Premier Inn stand out from rival hotels:
1. Excellence
2. Accessibility
3. Efficiency
4. Consumer assistance (PLC,Whitbread , 2023).
The following actions can be made in order to successfully communicate Premier Inn's value offer to customers in the UK considering the new communication strategy for the marketing plan:
1. Create a message plan.
2. Determine your audience.
3. Pick a good communication method
4. Make interesting content
5. Transmit the message
[bookmark: _Toc129116662]Link value proposition to the customer segments
Commuters, families, and budget-conscious travellers are just a few of the consumer groups that Premier Inn's value proposition, which meets the highest quality, reasonably priced lodging with excellent client service, is especially relevant to. Premier Inn can specifically reach and position its company in the market by connecting its business model to these consumer groups. By positioning its position as a top choice for business passengers, Premier Inn may take a big portion of this market. However, Premier Inn can establish itself as a preferred choice for family holidays and weekend breaks by marketing to families and highlighting its family-friendly amenities. At last Premier Inn may position itself as a top option for spending plan travellers by focusing its marketing on the segment of spending plan passengers and emphasising its reasonable rates and increased lodgings.
[bookmark: _Toc129116663]Tactics
[bookmark: _Toc129116664]Marketing mix
	Product
	Place
	Price
	Promotion

	· Room accommodation
· Food and beverages
· Conference rooms
· Free internet
· Easy reservation 
· Hypnos bed
· Room service  

	· Premier Inn officer site
· Mobile phone application
· Internet based travel companies 
· Social Media 
· Search Engines 
· Client administrations
	· Early reservation deals
· Adaptive Pricing
· Special discounts 
· Loyalty Initiative
· Affordable Prices

	· Television ad
· Internet ad
· Print ad
· Outdoor
· Ad
· PR
· Content marketing




1. Premier Inn is working in a service industry as a result it will be important for them to consider service as their major product. By focusing on the above-mentioned services, it will be easy for them to locate customer and differentiate from other competitors.
2. Premier Inn can raise its awareness, get more guests, and boost income by utilising a variety of channels to find potential clients within the UK.
3. Generally, Premier Inn's pricing approach is centred on providing consumers with reasonable lodging options that give decent price-quality ratios.
4. With the RACE method, Premier Inn can develop a holistic marketing campaign that engages with possible buyers to foster loyalty and reach them, motivates them to take action, and turns them into paying customers (Salman, 2017).
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[bookmark: _Toc129116666]Gannt Chart of marketing activities
	Activities
	Week 1-2
	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week 11-12

	Search Engine Optimization
	
	
	
	
	
	

	Pay-per-click
	
	
	
	
	
	

	Social Media Marketing
	
	
	
	
	
	

	Email Marketing
	
	
	
	
	
	

	Online Travel Agencies
	
	
	
	
	
	

	Influencer Marketing
	
	
	
	
	
	

	Content marketing 
	
	
	
	
	
	



[bookmark: _Toc129116667]Justification
Marketing channels for Premier Inn as selected are mainly related to digital marketing tools as a result keeping in mind the discussed channels to attract the client from the UK market above given is the Gantt chart. Also as per the SMART objective given it can be seen that the overall marketing plan will need a 3 months’ time to be completed thus 12 weeks has been considered for each individual marketing channels. 
[bookmark: _Toc129116668]Control
New client: This can be assessed by keeping tabs on website traffic and online bookings.
Optimistic attitudes towards product: Feedback and comments from customers can be used to gauge this.
Surge in incomes: This can be done by combining several tactics, like raising occupancy levels.
Client Hold-back: The frequency of returning consumers, brand loyalty, and types of benefit can all be tracked to determine this.
Market ratio: This can be measured by seen the ROI within a year (Kaniški, 2018)
[bookmark: _Toc129116669]Conclusion
Budget Restraints: budget restraints are a significant obstacle for the Premier Inn. The Premier Inn may think about putting expense marketing platforms first.
Targeting the Right Spectators: Making sure that the marketing activities are reaching the appropriate audience presents another challenge. Also, Premier Inn uses sponsored social media advertising to reach a more specific audience.
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Figure 1: SWOT analysis 
[image: PI Leisure segmentation]Source: (Madsen, 2021)
Figure 2: Segmentation and Targeting Source: ( Consultancy, Hughes, 2017)



[image: Bowman’s Strategy Clock - 1]
Figure 3: Bowman’s strategy clock
Source: (Agarwal, 2014).
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Figure 4: PESTLE Analysis
Source: (Arif, 2016).



[image: ]
[image: ]


[image: ][image: ]
[image: ]
[image: ]


[image: ]
[image: ]


[image: ]
image3.jpeg
Differentiation

High

Focused
Differentiation

Risky.
High margins

Monopoly
pricing

Loss of market share

§  Perceived Value to the Consumer

Low Price High




image4.png
Political

Environmental e

Factors

PESTLE Economic

ANALYSIS Fustues

Technological
Factors





image5.png
Marketing Essentials
BMIH4005
Marketing Plan for
Premier Inn

Student name:Monica
Mihaela Dinu

Student id:2228859

Lecturer name: Gayathri
Mudiyanselage





image6.svg
                                   Marketing Essentials BMIH4005 Marketing Plan for Premier Inn          Student name:Monica Mihaela Dinu Student id:2228859 Lecturer name: Gayathri Mudiyanselage              


image7.png
SOSTAC

VY

|
\
)
e i
s iy 4 ®
'3 I“Lﬂ '.."ﬂ‘l -

B .

ristophe

\ Anon, (2021). La démarche
>

Schranz,

g SOSTAC : Guide et

Inbound




image8.svg
                                                                        Anon, ( 2021 ) . La démarche marketing SOSTAC : Guide et définition - Christophe Schranz, Consultant Inbound Marketing .
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About Premier Inn

* Premier Innis a popular British hotel chain
owned by Whitbread PLC.

* Founded in 1987, Premier Inn has over 800
hotels and 80,000 rooms across the UK (Premier
Inn, n.d.).

* The hotel chain has won numerous awards,
including being named the UK's Best Value Hotel
Chain at the British Travel Awards for 10

consecutive years (WhitBread Plc, n.d.)

* Premier Innis committed to sustainability and
has implemented various initiatives to reduce its
environmental impact.

Williams, K. (2023).~ A family can stay at a Premier Inn hotel for just £8.75.




image10.svg
                                      About Premier Inn • Premier Inn is a popular British hotel chain owned by Whitbread PLC. • Founded in 1987, Premier Inn has over 800 hotels and 80,000 rooms across the UK (Premier Inn, n.d.). • The hotel chain has won numerous awards, including being named the UK's Best Value Hotel Chain at the British Travel Awards for 10 consecutive years ( WhitBread Plc, n.d.) • Premier Inn is committed to sustainability and has implemented various initiatives to reduce its environmental impact.            Williams, K. (2023). A family can stay at a Premier Inn hotel for just £8.75.
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Segmentation

Virag, J. (n.d.). Market Segmentation: The No-Nonsense Guide

+ Demographic:
Age: 18-65
Income: Wide range of income levels
Occupations: Various range
Family status: Family friendly
+ Behavioral:
Price: Price sensitivity and Budget conscious
Preferences: Travelers seeking comfort and convenience
Purpose: Family rooms, Business friendly, Corporate guests
+ Psychographic:
Adventurous guests
Family orientated
Socially responsible

Busy professionals
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                                      Segmentation            + Demographic: Age : 18 - 65 Income : Wide range of income levels Occupations : Various range Family status : Family friendly + Behavioral: Price : Price sensitivity and Budget conscious Preferences : Travelers seeking comfort and convenience Purpose : Family rooms, Business friendly, Corporate guests + Psychographic: Adventurous guests Family orientated Socially responsible Busy professionals Virag , J. (n.d.). Market Segmentation: The No - Nonsense Guide
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                                   Marketing Mix          Product: Premier Inn provides affordable and hospitable lodgings throughout the United Kingdom with modern and spacious rooms, comfortable beds, complimentary Wi - Fi, and other amenities.  Price: Premier Inn offers competitive pricing to attract budget - minded travellers and guarantees the lowest rate available through its Best Price Guarantee.  Place: Premier Inn has over 800 hotels located throughout the United Kingdom in a variety of locations, from city centres to suburbs, to accommodate a variety of travellers.  Promotion: Premier Inn utilises multiple marketing channels, including television, digital advertising, social media, and email marketing, to increase brand awareness and direct bookings ( Similarweb , 2022).   
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                                                                        Clampet , J. (2022). Premier Inn Sales Rose Along With Omicron .
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SWOT Analysis

Strengths

A well-known and reputable brand in the UK hospitality
sector.

It is accessible to travellers in differentlocations thanks to the
UK's extensive hotel network of over 800 hotels (Whitbread
Plc, 2021).

Travelers who are on a tight budgetwill be drawn in by the
reasonable rates and Best Price Guarantee (Kotler et al.,
2020).

Rooms that are cosy and spacious and have contemporary
amenities

Program of loyalty for regular businesstravellers.

Dedication to environmental and sustainability initiatives
(Buttleet al., 2016).

Weaknesses

Dependenceon the UK market, which makes the hotel
chain susceptible to changes in the economy and
uncertainty, particularly in the post-Brexitera (Altinay and
Taheri, 2019).

% Compared to other hotel chains, there is not much
international presence

% Absence of upscale selectionsand opulentfacilities

2
°

2
°

Opportunities

Extending their reach abroad and seeking out new markets
outside of the UK.

Expanding their selection by incorporating high-class and
luxurious hotels utilising cuttingedge technology and digital
tools to enhance customer experience (Jobber and Elis-
Chadwick, 2020)

Stepping up their sustainability efforts and promoting
responsibletourism to draw in eco-aware tourists

Threats

Competitionfrom rival hotel chains and alternate types
of lodginglike Airbnb.
% Economicambiguityand shifting travel patterns brought

factors (Bas and Sivaprasad, 2020).

% UKpolitical unrest and regulatory adjustments

% Escalating operational costs, such as those for labour
and energy:.
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                                                                                                 SWOT Analysis           Weaknesses   Dependence on the UK market, which makes the  hotel chain susceptible to changes in the economy  and uncertainty, particularly in the post - Brexit era ( Altinay  and Taheri, 2019 ) .   Compared to other hotel chains, there is not  much international presence   Absence of upscale selections and opulent facilities Strengths   A well - known and reputable brand in the UK  hospitality sector .   It is accessible to travellers in different locations thanks to  the UK's extensive hotel network of over 800 hotels  (Whitbread Plc, 2021 ) .   Travelers who are on a tight budget will be drawn in by  the reasonable rates and Best Price Guarantee (Kotler et al .  , 2020 ) .   Rooms that are cosy and spacious and have  contemporary amenities .   Program of loyalty for regular business travellers .   Dedication to environmental and sustainability  initiatives (Buttle et al . , 2016 ) . Threats   Competition from rival hotel chains and alternate  types of lodging like Airbnb .   Economic ambiguity and shifting travel patterns  brought on by the COVID - 19 pandemic and Brexit, among  other factors (Bas and Sivaprasad , 2020 ) .   UK political unrest and regulatory adjustments   Escalating operational costs, such as those for  labour and energy . Opportunities   Extending their reach abroad and seeking out new  markets outside of the UK .   Expanding their selection by incorporating high - class  and luxurious hotels utilising cutting - edge technology and  digital tools to enhance customer experience (Jobber and Elis  - Chadwick , 2020 )   Stepping up their sustainability efforts and  promoting responsible tourism to draw in eco - aware tourists
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