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Introduction 

The purpose of this essay is to identify a current issue of the Premier Inn hotel brand and  after analyzing it, create a marketing strategy that will highlight the products and services offered by it. Premier Inn represents the hotel brand addressed to families in particular, where invention and good taste restore the comfort of customers and their loyalty. The marketing plan is transposed according to the current events at the global level and their impact on the existing problems of the hotel brand, as well as the way of implementing the marketing plan and a retrospective of the results obtained. The development of the plan follows SOSTAC in fine lines, ending with action, control and conclusions

The marketing plan represents the technique most often used in terms of the applicability of strategies (Stevens et al. 2021). Premier Inn is one of the main contributors to the state's finances through the payment of fees, excises and taxes.

Situation Analysis 

Company: SWOT analysis (Micro analysis)

	Strengths

· The best treatment offered to clients in terms of hospitality
· 5 star customer reviews
· Improving the quality of the offer according to international standards (Bagrii and Palamarek, 2020).

	Weaknesses

· The number of occupied rooms reduced due to the war in Ukraine
· It is essential that the hotel brand remains optimistic and overcomes the disruptive factors. Responsible tourism will guide the strengthening of the hotel brand after the event (Bas and Sivaprasad 2022).

	Opportunities

· Opening up the market for the Premier Inn brand, increasing the number of locations and its popularity
· The new digital marketing offers the possibility of accessing a considerable number of new customers and their loyalty through attractive packages
	Threats

· Continuous innovation from competitors raising market standards and loss of customer loyalty (Gheribi, 2018).

· The soft skills of the employees endanger the profitability of the brand (Dachhyar, 2020)


Customers:

Premier Inn represents the brand known for hosting families, but it also addresses other categories of customers, offering products and services that satisfy the needs and desires of the market segment such as business trips or tourist trips
Competitors:

By balancing strategic flexibility and sustainable competitive advantage, the hotel sector manages to offer its clients, as a result of the two indicators, the best services and hotel products and technology at a competitive level (Hossain et al., 2022).  For example, the main competitors identified are Best Western, Holiday Inn, Marriot (Hotels and Resort) and others.
Collaborators:

For the prosperity of the business model, it is essential to have high collaborations for the delivery of exceptional results. The main collaborators of Premier Inn in technology are: Atriis, Vibe, Conferma, Hotelhub, and besides those Premier Inn has collaboration with GDS Platforms like Apollo, Galileo and Amadeus). 
Climate: PESTEL (Macro analysis)

	P
	Political
	The UK government restrict the circulation especially for international tourists 

	E
	Economical
	UK inflation rate was for January 2023 11.1%  being the highest inflation rate since 1981 (ons.gov.uk, 2023)

	S
	Social
	New hospitality strategies must be created and implemented, customer safety being the number one priority (Kaya et al., 2022)

	T
	Technological
	New customer requirements represent real challenges for the creation and implementation of sustainable development plans for the hotel brand, thus a special concern is for robots (Ayyildiz et al., 2022)

	E
	Environmental
	The biggest impact on tourism and implicitly on hotel activity is climate change

	L
	Legal
	The UK legislation related to alcoholic drinks will be modify signing a free trade agreement (FTA) with New Zealand on 28 Feb 2022 (gov.uk, 2022) 


Objectives

In this essay we propose to identify the main promotion problem. Therefore, we consider the insufficient promotion in social media the main reason for choosing this brand by customers. We aim to create a marketing strategy based on intensive synchronized promotion on all social media platforms. As a result of the implementation of this strategy, we want to attract at least 10% new customers in the first half of the current year.
Strategy

 Observing Bowman's Strategy Clock, I distinguish that our hotel brand ranks at level 4 - Differentiation. The delivery of the advertising content for the client is extremely important, especially for increasing the geographical area. Our strategy within the marketing plan aims to have an impact on all categories of customers, regardless of their affinity for a certain social media application. We consider that each social media application currently has a certain segment of users that we cannot find in other applications, for example Facebook users are found to a lesser extent on applications such as Tik Tok, instead Tik Tok being populated of new users.

Tactics 

Marketing mix:

Product - Offering tangible and intangible products makes our hotel brand to be demanded by customers especially for comfort and increased hospitality. For example, as we have established that the targeting is represented by families in particular, Premier Inn offers products and services for the whole family, offering specially designed places for children with the most modern playrooms. The most common facilities included are free parking, wi-fi, mini-bar, soft play for families with children.
Price - The hotel products and services offered by Premier Inn can fit into each client's budget depending on the desired facilities and the chosen season. Premier Inn offers diversified discounts depending on the time of booking or the seasonal promotional package (Jaeger and Pahiyiannakis 2020). For example, a hotel room for a couple will have a significantly lower price if the booking is made a few days earlier for a later date.
Place - Due to the extensive geographical area, Premier Inn manages to attract national and international customers. The hotel brand is known especially in the UK but also abroad like Doha, Frankfurt, Stuttgart Abu Dhabi.  
Promotion - Being a well-known brand among customers, the safety and trust granted are the basis of the well-prepared and implemented promotion strategy. Annually, our hotel brand invests considerably in promotion on social media, especially on Facebook, promotion on Streaming platforms (especially YouTube), magazines, in television commercials and others. Through these promotion channels, Premier Inn opts for expanding the online promotion area (Czinkota et al., 2021). Moreover, the available discounts, promotional packages and the availability of locations are brought to the forefront of the customers through the website (Yoo et al., 2022).
Action

Although there is currently promotion in social media, we consider that we have not reached the maximum viewing potential. The implementation of our marketing strategy will proceed in two stages:

In the first stage, we evaluate the current state of the accounts and pages that Premier Inn owns, then we will resort to the delivery of attractive content including images, short videos in which the values ​​by which Premier Inn guides its activity, news and promotions, discounts and possibly virtual tour of the most exclusive locations. The distribution of the posts will be done at different time intervals depending on the time of the week on Facebook, Instagram and Tik Tok.

In the second stage, we will analyze the effect resulting from the application of the strategy such as the number of views and the customers' inclination towards a certain type of content, if they prefer images, videos or practical posts such as promotions and virtual tours.

Table 1. Gantt Chart - Premier Inn Strategy
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Control 
Our strategy is based on intense synchronized promotion on all social media platforms so that all categories of the public know us. The control will be carried out by verifying the impact of the clients through the tools provided by social media, where we can see the age category, the gender, the region, the number of views. The main financial indicators will be analyzed after 3 months from implementation.
Conclusion
Considering the above, our marketing strategy covers all types of social media users. Therefore, not excluding any category of clients, our chances of attracting new clients in a percentage of at least 10% are realistic. Analyzing the marketing mix of this brand, Premier Inn manages to maintain hospitality standards regardless of micro or macro-economic factors.
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