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Introduction        
The purpose of this marketing plan is to attract and increase new customers the hotel receives by implementing a children’s area within Premier Inn. The target market for this plan will be families with young children and families on a budget, having children enjoy their time staying at the hotel without needing to go out giving parents peace of mind whilst their stay as the children will be satisfied. This marketing plan will be framed using SOSTAC, frameworks within the plan: 4 P’s, micro-macro analysis, SMART, bowman’s strategy, Gannt chart. 
Situation Analysis
Looking at the situation analysis of a company, the first step is internal analysis, examining data from within the company. The second component contains outside research and facts about a business. (Denault, 2020). Conducting a SWOT analysis Premier Inn can identify and examine their brand which will then allow to make improvements and achieve their current goal (Please see Appendix 1). 
All organisations must decide on their external environment in terms of strategy. Customer, competitor, and market trend considerations are all part of strategy. Strategy can detect and influence changes in the business environment in this manner. As a result, all strategic planning, to varying degrees, necessitates a marketing component. Organizations can only become strategically responsive to customer needs by understanding customer base and be attentive to their requirements. Consider loyal customers to be assets and strive to establish ongoing and long-term relationships. Monitor customer satisfaction and retention on a regular basis. To accomplish this companies must first define their markets, then effectively segment/target customers, listen to customers (Drummond, Ensor and Ashford, 2007, p.10-11). Working closely with a technically capable data processing and analysis specialist, Whitbread proposed the design and build of an actionable Customer Segmentation with which Whitbread & Premier Inn could understand, manage, and engage with customers by segment (bigdifferencemarketing.com, 2022). Premier Inns current segmented target market is most commonly customers that are budget sensitive people, in city locations, families, business travellers (Premier Inn, 2022c).
Being a budget hotel Premier Inn face many competitors as there are many budget hotels operating alongside Premier Inn in the hotel industry. One of the greatest competitors of Premier Inn is thought to be Travelodge generating more revenue (Owler,2022). Analysis of the factors affecting competition and profitability is expanded and organised into Porter's Five Forces of Competition framework, which is a thorough and extremely useful tool for comprehending and forecasting an industry's profitability (Please see Appendix 2). It could also be used to evaluate the market segment's profit potential within an industry (Grant, 2022).
Premier Inn collaborates with many industries internally and externally, Premier Inn's employees are critical internal stakeholders. The hotel cannot function without them. Customers who book rooms are Premier Inn's most important external stakeholders (Rahman, 2022). They are partnered with a variety of Travel Management Companies and Hotel Booking Agents such as Clarity, booking.com and more providing connectivity through online booking tools and expense management platforms, supporting GOSH charity, partnership with fare-share and TRJFP (Premier inn, 2022h). They have a primary focus on comfort, quality, and sustainability, they collaborate for XCO2 (XCO2, 2022) and Anesco delivering rooftop solar schemes (Anesco, 2022).
Pestle analysis identifies different types of threats that an organisation face. This helps strategic planners devise strategies to address those threats and take advantages of the opportunities (Please see Appendix 3).
 
Objectives
Aim of this plan is introducing a new facility, a children’s area within the hotel to attract and boost the number of customers by up to 5-10% a month and make the stay more enjoyable for parents and children. People involved in this plan will be staff and customers, hiring extra staff; cleaners and children’s supervisors, requiring mandatory safeguarding and child protection training. Being a budget family friendly hotel, this plan is achievable as Premier Inn offer promotions for families with children generating sales. The timeframe for this plan is 24 months and the public will be made aware through advertisement: tv, online, radio, print, digital, social media, these will be used to measure success looking at the metrics used, keeping a log of this through the bookings to ensure this has been accomplished.
Strategy
Currently, Premier Inn’s value proposition is striving to be the best at what they do which is to provide an affordable stay for their customers. Not only an affordable stay, but also providing high quality food and drink, ensuring that all customers dietary needs are met (Premier Inn, 2022a). By implementing a children’s play area, not only will Premier Inn ensure that adults have a comfortable stay, they’ll strive to make children have a good experience and an enjoyable stay too. This can be done by applying Bowman’s strategy clock ensuring that all the areas of implementing are covered for example, cost effective, having low price point to attract customers and being different from competitors. (Bowman and Helfat 2000) (Please see appendix 4). Premier Inn differentiates with their competitor Travelodge, they provide more services compared against Travelodge (Please see appendix 5). Premier Inn’s value proposition links to the customer segment as the product targets families on a budget, the value proposition will be communicated through omnichannel marketing.

  
Tactics 
Marketing is the management task that connects the business to the customer by identifying and profitably meeting the needs of customers - it does this by promoting the right product at the right price to the right customers in the right place. Any organization's marketing department will have an integrated strategy/strategies regarding the marketing mix - the four Ps: Product, Place, Price, Promotion (IBBusinessManagement, 2022). Premier Inn currently offer many products and services and differentiate themselves by providing various types of rooms for various customer needs. Almost all Premier Inn hotels have a bar and a restaurant on-site, so guests do not have to travel far for food and beverages. “Premier Inn Clean Protect” is a strict daily cleaning schedule in place to ensure safety of their guests (Premier Inn, 2022b). Premier Inn’s new product is to introduce a children’s area featuring many benefits of a supervised soft play area, health and safety checked suitable for all ages.                                                                                                                                             Premier Inn are located all over the UK and situated around key attractions, airports, and transportation hubs, major cities and historic towns which make them easily attractable (Premier Inn, 2022e). The channels used to locate hotels are through Premier Inn’s distribution partners which are a variety of Travel Management Companies, Hotel Booking Agents and their direct website making services easily accessible for customers (Premier Inn, 2022g). According to (Premier Inn, 2022d) there is a differentiation between their rates depending on room purchased, ensuring all rates are great value for money. Premier Inn offer free stay for 2 children with two paying adults, this is a great attraction for the children’s area as having offers for kids will attract the segmented target market for this plan, prices for the new product will be shared on the website and through omnichannel advertising. Premier Inns room prices range from £35+ (Bestbookingdirect.com, 2022). The purpose of communication is promoting the new product and advertising using the RACE strategy this will promote through social media, email, online, direct website, review sites, tv, google hotel ads; allowing to reach and engage with the customers and then to convert into sales.                     


Action 
Using the gannt chart the hotel will be able to organise and manage the task to monitor the progress of advertisement. Looking at the channels used and metrics the quantifiable method to ensure the effectiveness of the campaign, for example how many views and shares received, the timeline the period in which to have these channels running (Please see Appendix 5).  

Control
USP of Premier Inn is their Brand name and providing comfort and quality, having a huge brand equity will help advertise the children’s area as the Brand itself is a selling point. The final point of this plan is measuring success, this looks at the metrics used in the gannt chart to gather feedback, monitoring success by looking at the number of clicks made on social media to determine if the task has been completed this will generate revenue for the hotel, if the methods are not successful then this should be stopped and look at other ways of improvement. 


Conclusion
The aim of the children’s area will have great advantages as the increase of customers will generate more revenue. This will build more brand value and gain more retention visitors. It satisfies the needs of parents allowing some time to themselves as the children enjoy while being supervised by hotel staff. This will also be a competitive advantage.   
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Appendices
Appendix 1: A table of Premier inn’s swot analysis.
	Strengths:

· Premier Inn is in a very good position in its industry with an occupancy rate of more than 76.3%. (Lock, 2022).
· Brand image: received many awards; Best budget hotel brand, Business Traveller Awards, (Premier Inn, 2022f)
· Rated the UK’s top hotel chain (Premier inn, 2022)
· Family Friendly Hotel (Premier inn, 2022b).
· Strong Presence in the UK (Whitbread, 2022).
· Locations (Veeren, 2022).
· Premier Inn has 800 hotels with nearly 80,000 hotel rooms and accessible rooms- for guests with limited mobility or disabilities (Bestbookdirect.com, 2022).
· UK’s top rated hotel chain in the Which? Hotel Report 2021 scoring top marks for value for money, customer satisfaction, cleanliness and bed comfort (Bestbookdirect.com 2022).

	Weaknesses:

· Refund issues (Trustpilot, 2022).
· Cleanliness and hygiene (Trustpilot, 2022).
· Limited global presence (Veeren, 2022).


	Opportunities:

· Building brand value through customer experience, they have many happy customers and have many good reviews on review websites (Trustpilot, 2022).
	Threats:
· Competitors are a threat to Premier Inn, while the main competitors of Premier Inn are Holiday inn, Easy hotel, Travelodge and Ibis within the same category of budget hotel segment, there is strong competition from Marriott as well as many other small and independent hotels (Veeren, 2022). 
· Premier Inn could face legal threats: due to some of the issues mentioned in the weaknesses section, Premier Inn may face legal action if it does not act when required, potentially from trade unions and health and safety executives. They have threat of losing customers and unhappy customers due to lack of hygiene and refund issues if these are left unresolved.
· One of the major threats are Air BnB



Appendix 2: Porter’s Five Forces:
	Threat of new entrants
The threat to new entrants high due to competition in the hotel industry (Adamkasi, 2017).

· High initial investment cost 
· Brand image and customer loyalty (Whitbread, 2022).

	Threat of substitutes
Threat of substitutes is relatively low except in times of recession, which can be opted to (Adamkasi, 2017): 
· Air BnB
· Motels 
As consumers are budget sensitive, they could switch to a cheaper alternative.
	Bargaining power of buyers
Threat of this is moderate as price sensitive consumers may start to look around for offers.

	Bargaining power of suppliers
The power of suppliers is low (Adamkasi, 2017)
· Large number of suppliers
· Switching cost is low

	Degree of rivalry
The degree of rivalry is high in the hotel industry (Adamkasi, 2017). 
· Competitors who are budget hotels in the industry. For example, the major competitors of Premier Inn are Travelodge being one of the top competitors and Holiday Inn (Bestbookingdirect.com, 2022).




A Perceptual positioning map to position Premier Inn:[image: No photo description available.]                                                                                                (Facebook,2022)
Appendix 3: Pestel analysis
	POLITICAL
	· Government policies and regulations can change quickly, affecting hotel management's business decisions.
· Premier Inn is a British brand with headquarters in the United Kingdom. Most people around the world are well aware that obtaining a holiday visa to visit the UK is difficult. The hotel's occupancy rate would have improved if the process had been more flexible.
· Premier Inn has locations in the United Kingdom (UK), Ireland, Germany, the United Arab Emirates (UAE), and Qatar. Internal political stability is a feature shared by these countries; however, legal systems and rules governing the hotel industry differ (How and What, 2022).


	ECONOMICAL
	· The expenses of utilities, labour, building leases, business rates, and other economic considerations all have an impact on the hotel. The UK's recent exponential rise in utility costs will undoubtedly have a significant impact on the business.
· Like all other hotels, Premier Inn is likewise impacted by the rising rate of inflation. The UK Hospitality, referenced in Lawrence (2022), claims that many hotels will be compelled to raise guest fees by more than 10%. Given that taking vacations is not a necessity, price hikes may have a detrimental impact on customer purchasing decisions even though they should help Premier Inn keep up with inflation. In this situation, the majority of individuals will choose daily needs like food and necessities over vacations.
· In general, countries like the UK, Ireland, and Germany have expensive labour costs. Premier Inn would have benefited from lower labour costs and rent if it had operations in other nations, especially emerging nations (How and What, 2022).


	SOCIAL
	· Being a budget hotel Premier Inn thus targets customers who frequently search for excellent bargains. Customers adore the hotel because of the reasonable room rates that come with free tea and coffee, free wi-fi, and other perks, according to Craig and Edwards (2022).
· Most UK hotels struggle with a staffing shortage. There are several reasons why people may not want to work in the hotel sector, including the poor pay, long hours, and few career options. There are already staffing issues at Premier Inn in the kitchens, reception, and housekeeping (How and What, 2022).


	TECHNOLOGICAL
	· Premier Inn recently implemented what3words location technology to direct guests to the proper entrance. Guests should be able to find their hotel more quickly and easily with three random words, giving them more time to enjoy a relaxing and cosy stay (Premier Inn, 2022).
· Technology has been employed by Premier Inn to lower operating expenses and enhance the guest experience. Its digital key technology has proven to be incredibly trustworthy and secure. It has also had success with its booking smartphone app.


	ENVIRONMENTAL
	Carbon emissions and waste, the cleanliness of the area where its properties are located, and the amount of traffic drawn to the local areas are all environmental factors affecting Premier Inn. It should be noted, however, that it has made an industry-leading sustainability commitment to cut carbon emissions intensity in half by 2025 (Premier Inn, 2022).


	LEGAL
	Premier Inn must follow city planning and building regulations, health and safety regulations, minimum wage regulations, and many more. Any violation of the rules may result in lawsuits from guests, employees, and government agencies 



Appendix 4: Bowman’s strategy clock:








(Marketing91,2022).

Appendix 5: Premier Inn’s competitor Travelodge:
	PREMIER INN
	VS
	TRAVELODGE

	830
	NUMBER OF HOTELS
	600

	2000+ Premium plus rooms
	PREMIUIM COMFORT ROOMS
	2000+ super rooms

	Every hotel
	ON-SITE RESTAURANT
	Currently at 200 hotels

	Every hotel
	FULL BREAKFAST 
SERVICE
	200 hotels with bar café
(otherwise breakfast box)

	Yes
(in all hotels)
	ACCESSIBLE
ROOMS
	Yes
(most hotels)

	Free 24/7
	BASIC WIFI
	Free for 30 minutes

	£5 per 24 hour
	UPGRADED WIFI
	£3 per 24 hour

	No
(unless assistant dogs)
	PETS ALLOWED
	Yes up to 2 per room
(additional charge applies)

	No
(except some airport hotels)
	FLEXIBLE CHECK-IN/OUT
	Yes, arrive 10am depart 4 pm,
(additional charges apply)

	Rooms from £35
	PRICE
	Rooms from £32

	Some-chargeable
	PARKING CITY CENTRE HOTELS
	Some-chargeable

	Yes-free
	PARKING OUT OF TOWN HOTELS
	Yes-free

	78%
	WHICH? HOTEL RATING 2022
	63%

	


(bestbookdirect.com)







Appendix 6: Gannt Chart: 








Commercials aired on radio and tv are essential part of broadcast advertising. This is an effective way of promoting a brand and product. The channels used for advertising, through these channels are TV, radio, video ads and the metrics used to measure these will be how many people viewed the ads, how many used the promotion codes to purchase and the click rates, the timeline used is to mainly attract the customers during holiday break times as the product is a children’s area and the target market being families. 
Personal selling would be done through hotel representatives, when the customers will be coming into the hotels, they will be given a leaflet with a unique code to be able to use during purchase this is the metric that will be used to measure success. The timeline for this will be during Christmas break, summer break the week coming up to the holiday as this is when the hotel will be receiving more families who will staying due to school breaks.
The best advantage of using direct marketing is to be able to directly target the segmented target market the specific audience with personalised messages, identifying the consumers that are most likely to convert, this will allow to set realistic goals and improve sales on a budget by optimising audience in campaign can achieve this goal using a small percentage of cost. Allows to keep in contact with current customers and reaching back out to former customers to generate new sale ideas. This a great way to use the RACE framework. The channels used will be Emails, texts, social media, Social media- using posts and ads, the metrics used to measure success will be looking at views, likes and shares how many times our posts have been liked and shared as this is cost-effective the timeline on these will be longer to build and advertise brand and product awareness.                 Emails- the metrics used will be questionnaires/surveys this is an easy way to measure as this will be sent direct to consumers and can look at how many responses to these emails. These will be sent every 6 months and before product launch to generate awareness of the new product, most preferably advertised before school holidays as this is when the target market will be looking into hotels.                                                                                                                                              Texts- is a great way to direct market giving codes offering special promotions this can be measured by seeing how many people used the code, the timeline of this will be again looking at just before school holidays to remind our consumers of our product and get sales in the upcoming holiday.
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