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I. Introduction/ Overview of the company 
This paper is part of a study commissioned by The Birmingham Chambers of Commerce. Having the task of analyzing the feasibility of Premier Inn Hotels based in Birmingham, I will approach in this paperwork the product-service component of the hospitality marketing mix, through the theoretical prism, and the practical application of this component at the Premier Inn Hotel. Also, I will come with an analysis of the opportunities and challenges of product-services mix for Premier Inn Hotels.
With more than 40k accommodations over more than 578 properties, Premier Inn is the largest hotel brand in the UK. With the primary objectives of "eat, sleep, and drink" throughout its entire operation, Whitbread has owned Premier. The majority of Premier Inn hotels can be found in city centres or along busy A-roads. Due to Whitbread's heritage as a brewery, the business also operates restaurants and bars.
II. Theory from academic resources about Product-service mix  
A product is any good or service that suppliers can provide to potential clients to get their attention, request it, find it, buy it, and use it to satisfy their requirements and those of the relevant market. The product part of the marketing mix includes the tangible good and all of the services that go along with it to produce the finished product, or that go independently as an intangible product. The value of a product in the hotel industry is customer service. (Kotler, 2008)
For example, when you book an accommodation, you also benefit of a range of complementary services as parking, in-room service, restaurants, housekeeping, fitness facilities, pool, etc. A restaurant meal is made up of the cuisine itself, the host or hostess, the wait staff, etc. The last component of a travel experience is a collection of goods and services that start at the time of purchase and end when the traveller returns. All these complimentary services, such as restaurant service, hotel personnel, form of transfers, and mode of transportation, have an impact on the experience as a whole (including taxis and buses).
Numerous factors go into choosing a "product," including selection, quality, style, features and amenities, brand name, packaging, ancillary services, and warranties. As previously said, the decision regarding the ideal combination of goods and services is based on the requirements and preferences of the consumer. It is necessary to choose a trade-off that offers consumers the greatest utility at a cost that is profitable for the company selling the product. Full service and limited-service hotels are divided based on the range of amenities and services they provide. Hotels with limited services are devoid of amenities like restaurants, valet parking, and concierge. 
III. Practical application of product-service mix for Premier Inn  
The Premier Inn provides a range of lodging choices for all types of visitors. For instance, their family suites have a king-size bed for the parents as well as two pull-out or couch beds for children, a travel cot, and a baby. Many hotels offer linked rooms so parents can keep an eye on their kids. The three common room categories are single, double, and accessible. 
The luxurious king-size Hypnos beds at the Premier Hotel are first-rate. The comfort of the guests' stay is increased by the availability of a hairdryer, Freeview TV, unlimited internet connection, tea and coffee, and in-room services. Most Premier Inn hotels have a bar and a restaurant on-site to save visitors from having to drive far for meals and drinks. All hotels allow bikes and maintain a rigorous routine cleaning for the visitors' safety and wellbeing. (Premier Inn, 2022)
IV. Opportunities and ingenious ideas within product-service mix for Premier Inn 
The challenges the hotel and service business is currently facing are mostly due to changes in culture, lifestyle, and electronics, but if these changes are well maintained, they can also present possibilities and market opportunities. Since the Internet's creation, hoteliers must now consider putting Internet access in every room, especially those designed for business travellers. As a result, any hotelier faces the task of constantly adapting to meet customer demand and gain an advantage over competitors. With interest in celebrity life at an all-time high, Premier Inn hotels would be smart to add famous apartments to their locations in Birmingham. 
Since that hotel guests are known to have far larger spending habits than the general public, this will undoubtedly benefit the industry.
Considering the development of the Internet, hoteliers must now consider including Internet access throughout each room, which could present a chance for the Premier Inn Hotel to draw in more business travellers.
V. Challenges within product-service mix for Premier Inn
The world is now open for business following the disruption of business travel during the pandemic, and business travellers are eager to return to their destinations. New obstacles have, however, evolved from all the movement, as recent research into what constitutes the ideal business travel demonstrates. Certainty served as the main theme of the first Premier Inn post-pandemic commercial, which debuted in April of last year. In anticipation of changing consumer tastes and changes in the market, the hotel chain changed the concept for the descendants of its "Rest Easy" sales channel, emphasising dependability more.
To accomplish this in a user purchasing process that is becoming more disjointed is a challenge for Premier Inn. If you don't evolve with the industry's ongoing evolution, you risk falling below.
 Users do much more research. There are many more touch points and new ways to research travel possibilities. Being there when it matters is important because each of these touch points is an ongoing aspect of the connection.
According to a study by Premier Inn, 77% of travellers think that generational expectations are shifting along with their needs and wants when it comes to business travel. Senior management and lower personnel have quite diverse objectives, according to their poll, thus travel managers must take into account these distinctions when making their reservations. 
Premier Inn Hotels committed to doing everything they can through their Force for Good sustainability programme to ensure this because they are the largest hotel chain in the UK and have a duty to minimise their environmental impact.  They have pledged to do away with single-use plastic in their hotels and eateries by the year 2025 as part of their commitment. To identify every plastic product used by the company and, where appropriate, locate substitutes, they have already established close working relationships with their suppliers.
VI. Improvement solutions, and ideas for Premier Inn  product-service mix 
 The Premier Inn has utilised what3words system operates to send clients to the appropriate door. Visitors will be given a what3words address after booking their stay. Guests will be directed to the precise 3m x 3m square space where the entry is situated by these three seemingly random words.
Faster and easier hotel navigation gives guests more time to relax during their stay.
After standard snack and beverage vending was successfully implemented over a large portion of the London Premier Inn estate, Vend Ease and the Premier Inn Ancillary Revenue Team saw an opportunity to create an exclusive, digitally based alcohol vending product. They worked together with top licencing attorneys and local authorities to develop a safe and controlled way to sell alcohol from new digital machines using their 42" touch screen.
The development of the User Interface has allowed guests to pay for parking, purchase pillows, and learn about internal Premier Inn messaging and specials. This project has been hailed as a great success. The notoriety that this project generated opened up more hotel industry options and might be a great opportunity for Birmingham branches.
VII. Conclusion about product- service mix at Premier Inn 
 Overall, the Premier Inn hotel group deserves praise for upholding its image of first-class service and affordable prices. And while Premier Inn has plenty of flaws, it's still the most popular hotel chain in the UK even though there are things that can be worked on. Despite this, it is far from perfect. The problems that affect the hotel and service sector are largely attributed to changes in society, trends and innovation. People have the ability to change their preference towards one company in this segment and go to another because of changes or no changes, actions or inaction.
The need to constantly adapt to the times to meet consumer demands and gain an advantage over competitors represents a challenge for any hotel system, as it requires resources and time for an innovation or development in the hospitality industry. 
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