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Introduction

In hospitality sector, marketing plays a very important role in identifying the needs and creating value for the customers. It is essential for the organisations to have set of desired marketing plan for carrying out their operations smoothly. The report is based on Premier Inn, which is a largest hotel chain of UK. It was established in 1987 and deals in providing luxurious good quality of services. In this report, there will be discussion about the marketing plan based on the new products and services of the brand. Along with that, discussion about the SOSTAC model and different frameworks.  
Situation Analysis

5 'C's

Company:  In order to determine the micro level factors of the organisation, SWOT analysis (Micro analysis) will be used in context of the Premier Inn. 
	Strengths 
	Weaknesses 

	· Occupancy rates- Premier have a very good presence of more than 76% in the industry. 
· High online presence- As company is a largest hotel, it has good command over the online market share. 
	· Tax rates- There can be unfavourable tax rates which can fluctuate the brand services. 
· Dependability on tourism sector- As the hospitality sector depends upon the tourism, there can be chances of fluctuation profitability. 



	Opportunities 
	Threats 

	· New technologies- Company will make use of new technologies for organisation development. 
· Diversification- Company will able to expand their business because of good image and high market share. 


	· High competitors- There are large number of competitors like savoy, Hilton, Marriott Inc. which can affect the positioning of brand. 

· legal threats- Government rules, laws and cats cab affect the organisation. 


Customers:  company will find the customers on the basis of the STP model. 

Segmentation- Premier Inn focus on dividing the customers on basis of the demographic, psychographic, behavioural basis. 

Targeting- Premier basically targets the customers who have high income level and can afford the luxurious services. 

Positioning- They follow various marketing strategies for reaching to their target customers. 
-Competitors:  In order to analyse the level of competition in the industry, Porters five force model will be used in context of premier Inn. 
	Competition in the industry 
	Entry of new competitor 
	Power of suppliers
	Buyers power 
	Threat of substitute 

	Premier inn can be affected by its competitors positioning in the market. 
	Entry of any new brand with the superior level of services at affordable cost can affect the positioning of the premier inn. 
	Premier inn basically maintains their good relation with their suppliers which helps in less chances of unavailability of resources. 
	 Premier inn maintain their relation with their guest but there can be chances that customers shift to the competitors because of good quality and low cost services.
	 Availability of substitutes can affect the positioning of premier inn because customers require low switching cost. 


Collaborators: Premier inn do partnership with the other brand which helps in increasing the revenue of the organisation by attracting the large number of customers. 
Climate: In order to determine the climate PESTEL frameworks will be used in context of premier inn. 
	Political factors 
	Economic factors
	Social factors 
	Technological factors 
	Environmental factors 
	Legal factors 

	Premier inn will be less affected by this factor due to good political stability off UK. 
	Changes in taxes, monetary policies cab affect the organisation profitability. 
	Company contributes their efforts towards the CSR. 
	Changes in new technology can affect the firm. 
	Company focus on reducing the carbon footprints and use of renewable resources. 
	Company follow rules and acts of government. 


Objectives

SMART target: 
· To provide superior quality of services at affordable cost to the customers in order to create value for them.

· Company also work for enhancing the living standards of people by providing them ranges of services. 

The main objective of the organisation is to provide quality services at affordable cost to their customers. 
Strategy
The value proposition of the premier inn will be to care about their customers in creating value for them. They worked hard for providing best experiences to their customers.  Premier inn will focus on the people who can afford their services and they use different channels to reach them. This helps the company to set the standards for their customers according to their neds and preferences.  Company will make use of the social media channels to reach to their customers and attracts them towards the brand. Delivering of quality of services at affordable cost will helps the organisation to fulfil requirements of their potential customers and builds loyalty in them. According to the Bowmans strategy clock, organisation should use the strategic position from offers which will give best competitive advantage. 

Tactics

Marketing mix:  In order to reach to the target customers, company will use the marketing mix for their services.  There is following description about the elements of the marketing mix: 

Product -  Premier in offering wide ranges of services and facilities like room services, food and peerages, indoors and outdoor activities, and many more.  Offering quality of products will help in creating value for the customers and increase the market share of the brand.  This will reduce the switching cost of the customers towards the competitors’ products and services and increase the chances of the higher revenue generation. It will help in attracting the attention of customers and will leads them to experience the services. 

Place (Distribution) –  In order to deliver the services to the customers, company will use the offline channel as their first preferences which will help in attracting the audiences of the UK. Also company will reach to their customers through the use of online channels so that customers get ware about the brand. online and offline channels.  Along with that, Company will prefer to use the direct channel with their customers in order to build good relation and trust in them. 

Price –  The prices for the services of the hotel will be affordable so, that large number of customers can be attracted. Company will use the competitive based pricing strategies and decide the prices as per the demand in the market. This will help the organisation to create value for the customers and increase their market share. Affordable prices will help the organisation to reduce the chances of the customer’s top shift over the competitors and enhance their business growth. 

Promotion –  For promoting the brand in to the market, company will use the marketing strategies like content marketing, social media marketing, digital and SEO marketing. This will help in attracting the large number of customers to the organisation. Also will maintain the communication network with them that will help in building relationship with them.  Through effective use of the promotional tool company will able to increase their sales revue which directly enhance the profitability. 

Action

-Gannt chart of marketing activities:  By applying the Gannt chart it will be easy to complete the activities within the set of time period. 
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Control

USP- The USP of the premier inn is quality and comfort. They focus on providing the services which can provide comfort and quality to their customers. 
Features and benefits-
· Company provide quality of services to their customers.

· Prices of the foods and beverages and services are at affordable cost. 

· Organisation focus on performing ethically, morally and socially good towards their customers. 

· Contribution of some part of profit will help in development of the society. 

Discuss how we will measure success? New customers? Positive attitudes towards brand? Increase profits? Etc..

The success of the brand will be measure on the basis of the customer’s experiences. In order to find the attitude of the customers towards the brand, Company will take feedbacks from the customers about their past journey with the organisation.  Through this company will able to focus on the areas which needs improvement for better future customer’s experiences.  It will help the firm in converting the negative into the positive one by taking necessary steps that will help in creating value for the customers and enhance the customer’s retention. Profitability of the business can be improved and it can be beneficial for the organisation in their long term success. 

Conclusion


From the above report, it has been analysed that organisations should focus on the marketing of their brands. Marketing plan refers to the roadmap which provides proper strategies and steps which firm need to follow for executing their business activities. It helps in increasing the efficiency level of the organisation and enables the organisation to achieve their objective. Also discussed about the SOSTAC model which enables the organisations to focus on the key areas. SWOT and PESTEL analysis have been discussed in order to identify the effect of macro and micro environment on the business. In the end of the report, Gannt chart and USP of the organisation have been discussed which is a very important concept. 
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