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Premier Inn, the largest hotel chain in the United Kingdom, was established in 1987. Whitbread PLC is the parent company of Premier Inn. The giant hotel chain is headquartered at Dunstable in England. It provides wide range of accommodation and travel services to both business and family clients at budget range. Premier Inn introduces itself as a provider of good night's sleep. Its comfortable beds and pillows are specially made for comfortable sleep of its guests. The hotel chain has operations in different countries of the world with more than eight hundred hotels containing seventy-two thousand rooms (Force for Good, 2022). The hotel chain faced downturn in revenues during the COVID-19 pandemic and is still striving to regain its pre pandemic profitability (Premier Inn Hotels, 2022). This paper prepares a marketing plan for the company to attract new customers so that it can earn more revenues like before the pandemic period.
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Company: 
SWOT analysis (Micro analysis)
Premier Inn's SWOT analysis examines the brand's advantages, disadvantages, opportunities, and threats. The internal components in a SWOT analysis for Premier Inn are its strengths and weaknesses, while the external factors are its opportunities and threats.
SWOT Analysis is a tried-and-true management paradigm that allows a company like Premier Inn to compare its operations and performance to those of its rivals (Clow & Baack, 2013). 
Strength: The major elements of Premier Inn's business that provide it a competitive edge in the market are examined in terms of the hotel's strengths (Carlo, 2021). The strength of a brand can be attributed to a variety of things, such as its financial standing, skilled personnel, the distinctiveness of its products, and intangible assets like brand value. The Premier Inn's SWOT Analysis's strengths are shown below:
· The British Travel Awards' Hotel Chain of the Year
· Hotels with extensive advertising
· Hotels with premium brands
Weakness: A brand's shortcomings are specific areas of its business that can be improved to strengthen its position. Some flaws can be described as qualities that the business lacks or in which the competition excels. The Premier Inn SWOT Analysis has the following weaknesses:
· The brand faces fierce competition, which results in limited margins
· Global reach is less complex than that of international hotel networks
Opportunities: Any brand has the potential to improve in certain areas to grow its customer base. Opportunities for a brand can include geographic expansion, product enhancements, improved communication etc.
· Strategic tie ups 
· Use digital platform by investing more

Threats: There are many threats in this hotel business because of competitors, political instability, alternative low-cost services which provide by other Competitors. the same targeted customers for the competitors which are ACCOR, DAYS INN worldwide Inc, Travelodge hotels ltd
Customer: To increase its consumer base, any brand has the capacity to make some improvements (Parvez and others, 2018). A brand may have opportunities for geographic expansion, product improvements, better communication etc. 
Competitors:
· The hotel industry is globally known as the high capital business. so, the new entrants are low at this sector
· The power of supply is also low, the power of labour skilful staffs and personnel has the large number of demands in this sector 
· The power of buyers is relatively high than the suppliers because of the service taken have the chosen options 
Collaborators: the combination of two or more hotel company can provide best services than the alone activities. the name of branded company could do this in B2B Relationships, Partnerships, Franchises.
Climate:
Political: The tourism industry is largely affected by the government tax policy, immigration, and other legislations. Governments' restrictions on travel due to COVID-19 is a significant influence on the revenue of tourism businesses (OECD, 2020). 
Economic: The travel bans and health risks during COVID-19 pandemic made people travel less. Additionally, the strong pound sterling is also influencing people to travel less (Ianioglo and Rissanen, 2020).
Social: The emerging social trend of local travel is negatively impacting Premier Inn as foreign tourists are travelling less than before. The pandemic has also brought health consciousness of people and tourists are prioritising hospitality services like gyms, sports, outdoor activities, massage and spa (Putra et al., 2020).
Technological: Health risks during the COVID-19 pandemic because of spread of corona virus requires the tourism and hospitality businesses to introduce contactless and online booking, check out, booking cancellation, and other services. These services are also important in the post pandemic period for satisfying customers by providing increased convenience. It is important to secure the customer data provided online from any unauthorised use.
Legal: Data Protection Regulation Act is an important law which Premier Inn need to abide by. Increasing concern on environmental sustainability requires the company to follow the environment regulations strictly. 
Environmental: Sustainable tourism practices are essential for Premier Inn to follow. Its endeavor to use energy efficient devices and sourcing from sustainable sources need to be continued (Force for Good, 2022). Its commitment to reduce carbon emission should be met by the target time to be known as a environmentally friendly company to the customers (World Earth Day, 2022). 
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The SMART target of marketing plan is to increase the profit margin of Premier Inn at 5%. As the company has a huge brand image the target can be attainable. By adopting relevant promotional tools, this target can be grabbed. Therefore, it is relevant to attain 5% growth in net earnings of Premier Inn. This target can be achieved within one year. 
[bookmark: _Toc120914238]Strategy 
The service should be the best than the others provide in the market, value proposition is help to reach more customers and the Premier Inn hotels company should aware of their value proposition (Parvez and others, 2018). They can provide the booking system in the online with easy excess and lowest time for this they will spend. the value proposition would be the segmentation of different service providing to the targeted customers. for example, in a year a traveller can get the discount for two or more booking the rooms.
Bowman’s strategy: Three of the various slots in the Bowman Strategic Clock do not have competition. It relates to positions of low-cost, high-quality services, online marketing, traveling services etc. when the cost exceeds the value that the buyer perceives. However, there will always be rivals that provide a higher perceived value at a lower cost.
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Marketing Mix
According to Chaffey and Ellis- Chadwick (2019), the strategic marketing tools of a business are combinedly known as marketing mix. In general, the marketing mix consists of four major marketing strategies which are known as 4Ps of marketing. These are product, price, place (distribution), and promotion (Wahyuntari et al., 2020). The marketing mix of Premier Inn hotels is described below.
Product: The products of Premier Inn are its hospitality and travel services. It has hospitality and travel services for business and family clients. The hotel rooms, restaurants, lawn, swimming pools, etc. are the facilities offered to the customers as services. The guests (customers) use these facilities for a certain time period and pay to the company.
Price: Premier Inn follows a best cost provider strategy. It offers better services at low price to its clients. The hotel company has wide range of accommodation and hospitality services at exclusive and flexible rates. Its room rate starts from as low as £50 per night. Rates varies according to location and package (Force for Good, 2022). 
Place: The hotels of Premier Inn are available in major tourism destinations, in the towns, suburbs, and near airports in the United Kingdom, Ireland, Germany, and some other European countries. Customers can book through website, app or phone call. 
Promotion: Premier Inn promotes its business and services television commercials, social media advertising, and targeted email marketing. The website and app of the company are also its promotional channels (Chaffey and others, 2019). 
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Gannt chart of marketing activities:  It will take 4 to 5 days to prepare the marketing campaign of Premier Inn. A survey will be conducted among the target customers through using primary and secondary data. It will take 7 days to gather all the information from the target customers. Based on the data, a marketing channel will be scheduled. It will be conducted for 15 days. Then feedback will be received. Based on the feedback necessary correction will be made. 
[bookmark: _Toc120914241]Control
The unique selling proposition (USP) is the feature or advantage that distinguishes the Premier Inn company product from similarly priced alternatives on the market (Jobber, 2020). One product might employ small-batch processing, as opposed to its rivals, for instance. If it provides a service instead of a product, it may decide that its USP is the fact that it travel to the client rather than having them come to its office. The terms "USP" or "unique selling position statement" may also be used interchangeably.
How to measure 
· The customer is willing to get the services again 
· The better service are providing the competitors 
· [bookmark: _Toc120914242]The same things are doing which the competitors are doing 
Conclusion
The strategies and tactics discussed in the marketing plan are costly and some are time consuming. However, these are expected to bring revenue and profitability in the long run. Premier Inn should invest in the short run to get a multifold outcome in the future which will ensure its business sustainability, profitability, and growth as well as customer satisfaction and engagement. Besides implementing these marketing strategies and tactics, the company should also conduct regular market research to know the current and potential market trends to keep ahead of the competition. 
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INTRODUCTION
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MARKETING MIX
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MICRO ENVIRONMENT (SWOT) ANALYSIS
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MACRO ENVIRONMENT ANALYSIS (PESTLE)
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EFFECTIVE USE OF DIGITAL MARKETING
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CONCLUSION

The strategies and tactics discussed in the marketing plan are costly and some are fime
consuming. However, these are expected to bring revenue and profitability in the long
run. Premier Inn should invest in the short run to get a multifold outcome in the future
which will ensure its business sustainability, profitability, and growth as well as
customer safisfaction and engagement. Besides implementing these marketing
strategies and tactics, the company should also conduct regular market research to

know the current and potential market trends to keep ahead of the competition.
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