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Good afternoon. My name is Fruzsina Valoczki. The focus of this presentation is Premier Inn’s marketing approach in the digital era. It explores the factors influencing organisational performance, marketing change and future strategic direction.
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Before looking at the analysis, it is worth considering Premier Inn’s current market position. The brand benefits from a well-established presence and strong recognition across the UK hospitality market. Baker (2026) estimates its share of the domestic hotel market at around 12 percent. It also ranks first in YouGov’s value rankings (Fernandes, 2025). 
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The SWOT analysis highlights several important strategic themes. Its main strengths include strong brand recognition, consistent service delivery and Whitbread’s financial support. However, the standardised service model may also limit differentiation from competitors (Dev, 2024).
Its operations continue to be centred on the UK, resulting in a smaller international presence than Ibis and Holiday Inn Express. Opportunities remain to increase customer loyalty while making more effective use of customer data (Gubiniova et al., 2023). Future growth may also depend on attracting new customer segments.
Finally, increasing competition across the budget hotel market may make competitive advantage more difficult to sustain (Angelini, Costa and Guizzardi, 2025). Additional pressure also comes from online travel agencies and alternative accommodation platforms such as Airbnb (O’Connor, Assaker and Haddad, 2025; Lin et al., 2024).
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Applying the STP framework provides a clearer understanding of Premier Inn’s marketing strategy. Market segmentation covers both business and leisure travellers, while the brand is associated with simple, reliable and affordable accommodation. As noted by Strudley (2022), the brand attracts its highest level of interest from customers aged between 50 and 59. Even so, serving many different customer groups may reduce the clarity of the brand’s market position.
Premier Inn targets both business and leisure travellers by adjusting its marketing communication to match the needs of each group (Perez-Ricardo and Garcia-Mestanza, 2025). The differences, however, are reflected more in the marketing than in the hotel experience itself, resulting in limited product differentiation.
In terms of positioning, the brand competes through value for money, predictable service quality and the Good Night Guarantee (Strudley, 2022). Although customer expectations continue to evolve, this consistent positioning remains a competitive advantage.
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Turning to the marketing mix, Premier Inn offers both standardised accommodation and the Hub concept for urban travellers, although product differentiation remains relatively limited across the portfolio (Whitbread PLC, 2021).
The pricing strategy continues to rely on dynamic pricing. However, this approach may make room prices less transparent for some customers (Stephenson, 2023).
For place, customers can book directly through the company’s own website and app, although online travel agencies continue to generate additional commission costs (Ennis, Ivaldi and Lagos, 2023).
The promotional strategy includes television advertising as well as targeted digital campaigns. Attracting audiences through traditional media has become more challenging because media habits continue to change.
For people, reception and housekeeping teams remain central to daily hotel operations. However, keeping experienced employees continues to be a challenge across hospitality.
Within processes, integrated digital booking systems improve operational efficiency but may create difficulties for guests who prefer more traditional service.
Finally, physical evidence is reflected through consistent branding and standardised room design, which reinforce a predictable guest experience. However, this level of uniformity may become less attractive to younger travellers (Strudley, 2022).
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Based on the company’s most recent performance data, occupancy stood at 79.1 percent, with an average daily rate of £81.95 and RevPAR growth of 1 percent during 2025/26, according to Whitbread PLC (2026). The same report also shows that RevPAR growth exceeded the wider market.
According to Hobbs (2025), customer satisfaction reached 73 percent in a Which? consumer survey. While this reflects solid performance, it provides only limited differentiation from competing hotel brands.
Finally, attribution modelling remains a recognised challenge within digital marketing (BenMrad and Hnich, 2024). For Premier Inn, this makes it more difficult to identify how individual marketing campaigns contribute to final conversions.
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Ethical, cultural and sustainability considerations form an important part of responsible marketing in addition to commercial performance.
The ethical dimension of marketing requires Premier Inn to communicate in line with ASA advertising standards. Misleading promotions may reduce customer trust, making honest communication particularly important.
Culture also influences marketing. Communication should reflect the expectations of different customer groups while encouraging inclusion. Another challenge is providing a consistent brand experience while recognising that local expectations are not always the same.
Finally, sustainability covers responsible sourcing together with support for Great Ormond Street Hospital Charity and initiatives aimed at reducing energy consumption and waste. Environmental claims should be supported by genuine action to avoid greenwashing (Persakis et al., 2025).
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Building on these external influences, three key drivers are expected to shape the future of hospitality marketing.
The first is disruptive technology. AI, big data, mobile-first booking and smart room technologies are transforming marketing and service delivery (Al-Hyari, Al-Smadi and Weshah, 2023). Metasearch platforms are also increasing price transparency and competition.
The second is regulation and sustainability. GDPR increases the importance of responsible data management (ICO, 2023). At the same time, greenwashing and greenhushing create new challenges for marketing communication.
The third is changing consumer behaviour. Travellers increasingly use several devices before booking (Zarezadeh, Benckendorff and Gretzel, 2023). Flexible booking, together with visual and social media content, plays a greater role in travel decisions.
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Several developments are expected to influence hospitality marketing in the coming years.
Generative AI will support personalised content creation and customer communication, although AI-generated content should be reviewed before publication.
Context-aware personalisation will allow hotels to respond to changing guest preferences, while increasing the importance of data protection and privacy.
Metaverse technology may allow customers to explore hotels before booking, although the financial return for budget hotels remains uncertain.
Under regenerative marketing, environmental actions become more important than sustainability messages. Organisations therefore need to demonstrate that environmental commitments are reflected in practice.
Finally, Zero-Party Data supports personalisation, provided that customers choose to share their information.
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Based on these findings, three strategic recommendations are proposed for Premier Inn.
The short-term recommendation, over the next 6 to 8 months, is to introduce a Zero-Party Data Programme. The business could encourage voluntary sharing of guest preferences by offering personalised rewards. Customers would continue to choose which personal details they are comfortable sharing (Fakfare et al., 2024). Success would be measured through higher loyalty enrolment and increased direct bookings.
The medium-term recommendation, over approximately 12 months, is to develop data competency within the marketing team. McKinsey & Company (2021) identifies data-driven marketing as an approach capable of improving marketing efficiency by between 10 and 20 percent. Success would be reflected through better campaign ROI and improved attribution accuracy (Nguanson and Jarumaneerat, 2024).
The long-term recommendation, over the next 18 to 24 months, is to introduce an Adaptive Smart Room Pilot. Testing smart room technologies across 20 to 30 rooms would allow Premier Inn to evaluate the concept before wider implementation. Connected room technologies have the potential to improve the guest experience while supporting competitive advantage within hospitality (Gajic, Vukolic and Veljovic, 2026). Success would be measured through higher guest satisfaction and increased repeat bookings.
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To conclude, Premier Inn continues to compete from a strong position within the UK budget hotel sector. The years ahead are likely to place greater importance on flexibility and customer relationships. The recommendations presented provide practical direction for innovation and responsible marketing.
Thank you for listening.
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