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[bookmark: _Toc112948404]1. IntroductionThe business evaluation factors of one of the renowned British Hotel chains, Premier Inn would be developed in this study. The background of the hotel and its preliminary overview would be demonstrated by analysing the effectiveness of business functions developed by the organisation. Not only the background but also the challenging circumstances from which the company is flourishing its business with ratings would also be indicated in the study. Moreover, the marketing strategy of Premier Inn and its value propositions would be discussed with relevant information. A huge collection of data regarding innovative marketing strategies would be shared in this report. The communication channels of Premier Inn are one of the most influential factors that would generate extensive knowledge regarding the evaluation of customers’ engagement in the business. This report would deliver effective recommended strategies for enlightening the purpose of Premier Inn for serving their potential customers and organisational people in a better way. 
[bookmark: _Toc112948405]2. Overview of Premier InnPremier is the largest Hotel brand in the United Kingdom. The organisation is facilitating its regular costumes with an exponential service structure.  Embracing the luxurious lifestyle of people, the hotel has introduced more than 72000 rooms in 800 hotels throughout the Globe (Filimonau and Magklaropoulou 2020). The hotel chain has routes outside the UK such as in Germany, Qatar, Arab, Ireland and other countries. This global hotel chain has been historically famous in the world since 1987 (Premierinn.com 2022). Starting the journey from the UK in the name of Travel Inn, the hotel brought Premier Inn Lodge and named it Premier Inn. The affiliate marketing structure of Premier Inn is graceful with the authentication structure of guesthouses and restaurants worldwide. 
Premier Inn has modified its business structure several times to manage risks. This is the most attractive brand of Whitbread PLC (Terence 2022). The brand believes in comfort and quality and provides luxurious leisure facilities to its customers. With the approach of vertical integration, Whitbread has developed growth through Premier Inn. According to the report for 2020, almost 11% of the market share in the UK is held by Premier Inn rooms. Grabbing different market opportunities has been under the high pressure of Covid-19 Premier Inn has integrated its business model of creating value among customers. It is found as the number of budget hotels in Germany and has ensured 1% of market share in the country after imposing the strongest effect in the United Kingdom (Premierinn.com 2022). With low supply, Premier Inn has effectively enhanced its occupancy in the UK market by around 48%. 
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Figure 1: Premier Inn’s Covid-19 Framework
(Source: Whitbread.co.uk, 2020)
The most influential factor managed by Premier Inn is the strategic implementation of the long-term sustainability of the business. During the Pandemic, the bread has sustained its value among teams and customers by supporting the business with the internal strength of people. The brand is emerging with a plan for saving £300 million in costs in the next three years  (Premierinn.com 2022). Online travelling and booking of rooms and widespread self-service technologies are embracing the changes indulged by the hotel chain for meeting customers’ demands (Giousmpasoglou and Hua 2020). 
[bookmark: _Toc112948406]3. Challenges faced by the organisation: Premier InnThere are several challenges faced by Premier Inn in conducting business with the same pace of growth after the pandemic took place worldwide. Moreover, some issues are intense and long-term in the organisation as per the word of the owner of Premier Inn, Whitbread. The issues are described below with proper justification. 
· Issues in the supply chain
Supply is very low in Premier Inn, which is imposing a lack of supply chain network. Deficiency in labour supply is the factor that inputs a lack of fluent performance in Premier Inn. Internal control is getting scratches from the Supply Chain department since last year. Almost 48% of the supply in Premier Inn is managed by the independent sectors (Whitbread.co.uk 2020). During the pandemic, those sectors lacked the strength of doing effective business and providing supplies to the brand. 
· High level of occupancy
Occupancy level in Premier Inn is another lack of competency of Whitbread. The brand is lacking the strength internally to reserve its place in the global market. The band is already paying £10 million for managing and hiring processes, which is expected to rise by 2% (bbc.com 2021). The high occupancy level is arousing demand for labour in the managerial structure, which is creating a vacant structure for Premier Inn.  
· Staff shortage
Staff shortage is the key issue in Premier Inn that is giving rise to internal issues in other departments. As Staff, the pillars of internal control of any business, Premier Inn in its UK market is having a staff shortage after the pandemic. Vacancies in the UK have risen by 1.1 million by 2021. This factor is pushing industries like Hospitality to face crooked internal systems. Premier Inn is at the top of the list, which needs to engage at least 2000 staff to manage the organisational workflow (bbc.com 2021). 
· Environmental challenges 
Environmental challenges are there due to the empirical factor of the Pandemic’s power. This situation has developed huge tension in the hospitality sector in the UK. Environmental changes are affecting the tax rate for Premier Inn. The brand had almost £219.9 million before the pandemic whereas the revenue went down in the last year by 39% (bbc.com 2021). Climate change and people’s perspective about the hospitality sector is working behind environmental issues in Premier Inn. 
· Issues in the hiring process
[bookmark: _heading=h.2et92p0]The hiring process for Premier Inn has been identified to face issues to the high cost of living. This issue has been aroused in the company since the pandemic. Overall, labour costs in Premier Inn have increased from £20 million to £30 million (Jones 2022). Now in this endemic era, the lack of labour supply is a big problem for Premier Inn. Reengineering the structure of the internal strength of the brand became highly important to sustain the image in the market.
[bookmark: _heading=h.kre3lr4y3gld][bookmark: _Toc112948407]4. Present and efficient marketing strategies and system of Premier Inn[bookmark: _heading=h.im2adin19c0j][bookmark: _Toc112948408]4.1 Efficient marketing system and strategiesPremier Inn is a popular hospitality brand in the UK under Whitebread PLC. The purpose of the brand is the assurance of quality through affordable hotels for their customers for working and living that impacts the world with positivity. Their innovative marketing system mainly accolades for creating a presence all across the UK with more than 800 hotels (Premierinn.com 2021). Premier Inn has displayed its flexibility by procuring accommodation for families, loners, students and professionals with an environment including 24*7 Wi-Fi with the inhibition of the cycles or bikes to go for a tour around the hotel. Additionally, the brand provides the customers with tasty cuisine varieties and a menu for the customers to binge on (Premierinn.com 2021). Under the organisation Whitebread, the company Premier Inn have ventured into having a competitive business model that procures specific competitive advantage. Moreover, the vertical integration in the business model has optimised attractive design and layout, significant consistency in enhancing the experience of the customers with strong inventory distribution (Whitbread.co.uk 2021).  Due to their beneficial infrastructure, it is observed that the company or brand had £266.5m as the operational profit in the year 2019. However, there was a visible change in the profit after the spread of the pandemic causing untimely lockdowns (Cdn.whitbread.co.uk 2021). 
The present and efficient marketing strategies and system of Premier Inn are all about flexibility, creativity and innovation that have imparted the customers with greater texture in the providence of services. Additionally, the marketing strategies and systems have taken into account the needs and want of the customers to make their stay more comfortable and free-flowing. They have a bike policy that applies to the customers who can keep their cycle in their room and take the help of the local facilities of the hotel for cleaning it up for good (Premierinn.com 2021). From the statement of Premierinn.com (2019), 62% of business travellers have stated that they faced problems in locating the hotel during the time of travelling. Premier Inn has adopted the location technology called what3words. The application is linguistic in style with availability in 37 languages. The preciseness of the technology comes into the light when it points to a particular part of the actual address for the promotion of easier, better and safer travel for the customers to reach Premier Inn. Through this, the brand or company has been able to save time for the customers to enjoy their trip rather than wasting time in locating a particular direction. Secondly, the what3words symbolises the flexible technology that can work offline as well thus letting the customers face zero difficulties (Premierinn.com, 2019). On a similar note, it is observed from Terrelonge (2016) that Premier Inn has embarked on the path of innovation by collaborating with Apple Watch support. Monitise Create was approached by Premier Inn for the development of the hub application on the Apple Watch. It has allowed the guests to control their room settings, for example, the lighting, TV, heating, check-in and tracking of the estimated delivery of the food to their rooms. Through this, the company has created an intuitive engagement between the physical environment and the mobile especially through smart devices (Terrelonge, 2016). This has created a strong brand reputation for the company among the customers along with enhancing their experience to a new level. The brand equity model of Keller holds a massive significance with the innovative marketing strategies of the company. Concerning the statement of Sinčić Ćorić and Jelić (2015), Keller's brand equity model is known as the customer-based brand equity model that concentrates on the creation of the right brand image for the construction of the ideal experience for the customers. The accentuation of the needs wants and preferences of the employees is the most serious factor. This model has garnered suitability with Premier Inn's innovative marketing strategy. The customers are the heart of the company which they have evidenced through the Force for Good strategy that enables the consumers to live and work well. Their second strategy is the hotel advertisements through Google that encumbrances on reaching out to new customers, increasing high-qualitative traffic for alleviating the booking options. Then the company holds family-centric competitions and uses social media platforms for the promotion of their hotels cascading a strong brand image (Premierinn.com 2021; Thinkwithgoogle.com 2018). Therefore, it is observed that the present and efficient marketing strategies and systems of Premier Inn are encapsulated with customer differentiation, innovation, and creativity along with family-centric interactions and social media versus condemning a strong brand image and presence throughout. 
[bookmark: _heading=h.74o84k6bbkgw][bookmark: _Toc112948409]4.2 SWOT analysis	Strengths 
· Highest occupancy rate. 
· Leading hotel chain in the UK (Lock, 2022). 
· Strong brand image. 
· Innovative strategies in attracting customers. 
	Weakness
· Limitation in the globalisation of business. 
· Higher competition comes from the other brands (Muvija and Peters, 2021). 
· The negative impact of the UK exiting from BREXIT. 
· Shortage of labour. 

	Opportunities 
· Increase in the brand's value enthralling the customers' experience. 
· Higher investment in digitalisation. 
· Strategic marketing system. 
	Threats
· Co-working and co-living hotels at cheaper pricing. 
· Rise of inflation (Muvija and Peters, 2021). 
·  Omicron hits and pandemic. 


Table 1: SWOT analysis 
(Source: Created by the Learner with Lock, 2022 and Muvija and Peters, 2021)
Analysis 
Premier Inn prioritises the needs of the customers heavily and they always make sure that the consumers are comfortable and enjoy their staycation in the most affluent manner. Through the evaluation of the strengths, it is observed that the company or brand has a higher occupancy rate of approximately 67% to 68% in the UK. Additionally, Premier Inn is considered to be the biggest brand of hotel with over 70 thousand rooms across different parts of the United Kingdom (Lock, 2021; Lock, 2022). In addition to this, the company has also acquired a strong brand image through their force for good strategy, family-centric associations, and comfortable rooms which are also bike-friendly. The organisation has come across different campaigns for providing accommodations for the customers and catering for a strong brand presence (Premierinn.com 2021). The weakness of the company lies in the limitation of expanding business through globalisation. This diminishes its competitive advantage over its competitors like Travelodge Hotels Ltd, Jurrys Inn and Hyatt corporations. The brand value of the company has increased through the development of the campaigns for utmost engagement of the customers. They also invested in digitalisation for improving their strategic marketing system evenly. However, Premier Inn has consecutive threats from the rise of the more affordable coworking and co-living hotels. Then the hit of the pandemic and omicron that gave rise to inflation dented the profitability of the company immensely (Muvija and Peters, 2021). Thus, it is observed that the company has strong marketing strategies that have filled them with profitability but their limitations to digitalisation have created slight dents in the brand image of the company. 
[bookmark: _heading=h.4luh75sltcow][bookmark: _Toc112948410]5. Differentiation of the value proposition of the organisation[image: ]
Figure 2: Value Positioning Canvas 
(Source: Created by the Learner with the help of Premierinn.com 2022)
Mahdavimazdeh, Falkenberg and Stackhouse (2019) stated in their statement that the value positioning canvas is known to be a framework that ensures the positioning of the services and products of a particular organisation around the needs and wants of the customers. Additionally, the value positioning also coincides with the overall marketing strategy of a firm in association with the needs and wants of its target and existing customers. The importance of this factor lies in detecting the best product that fits with the marketing stances revolving around the customers. Therefore, in the case of the Premier Inn, it is observed that their product and services are known to be the epitome of comfortable and smart technology-equipped hotel rooms where the customers like families, individuals and business travellers could accolade their needs and track their food orders. The maintenance of hygiene is high for the brand along with the allowance of keeping their cycles in their rooms and op for local facilitation for cleaning them. The products and services of the Premier Inn are mainly persuaded by the customers because of their high-quality rooms, the facilitation of helping the local communities, exploring the nearby beaches, national parks and family breaks. Thirdly, the strong dedication towards group booking, connectivity, comfort and convenience with sustainable responsibility towards the communities have made the hotel number one among its customers (Premierinn.com 2022). The value positioning of the Premier Inn is attached to the needs of the customers towards simplistic and comfortable hotel rooms with better decors and food quality. The pain or the worry of the customers is towards the pricing structure which the company has taken into account dearly. Premier Inn have taken into account average pricing for expansion of the customers with 56.7 British pounds/night (Premierinn.com 2022). The job of the customers is to analyse the services provided by Premier Inn and inscribe their reviews according to the short form describing their experiences during their staycation. Thus the value positioning of the company accentuates the needs of the customers through differentiation of the products according to their suitability. 
[bookmark: _heading=h.zhki5f8hfyyu][bookmark: _Toc112948411]6. Recommendations on strategies to create innovative marketing strategies for increasing brand awarenessBy analysing the above-mentioned statements, it is observed that Premier Inn has a strong brand presence especially in attending to the needs of the customers and providing them with a comfortable staycation. Surrounding the hotel, there are many beautiful areas to explore for the customers that have enthralled their experiences tenfold. As a part of their innovation strategy, the accentuation of customer preferences is remarkable in this area. Contrarily, the hotel does not attract all types of customers, especially those who are associated with pets. Therefore, the set of customers that the hotel targets are families, business travellers and individuals who are loners or on solo travelling. As a part of recommending innovative marketing strategies for increasing brand awareness, the following could be taken into account:
· Targeting new types of customers who are engaged with pets. 
· Tending to globalisation to for expansion of business and customers. 
· Upgradation and maximising the incorporation of emerging technologies in the supply chain and inventory of the hotel. 
· Increasing the collaboration and engagement parody with the customers through the frequent presence on the social media platforms. 
· Nurturing the flow of feedback from the customers to identify the mistakes that the hotel has condemned in serving the customers. 
· Despite campaigns, include traditional mediums of marketing that advertise through televisions, and radio stations for attracting different targets and future customers. 
· Maximisation of the promotional offers for the existing and new customers is important to include in their innovation strategies. 
· The inclusion of the co-working and co-living environment for university goers at cheaper prices could increase the brand awareness of Premier Inn. 
[bookmark: _heading=h.7a6sqgsdzedh][bookmark: _Toc112948412]7. Evaluation of the customer journey across various communication channelsPremier Inn encourages its customers to provide feedback regarding their services and products as a way to understand the area in which they made mistakes (Secure2.premierinn.com 2022). Secondly, they have taken into account the art of constructing market campaigns, especially after the pandemic to attract current and future customers. Thirdly, they have made their presence visible on the social media accounts like Twitter, Facebook and Instagram to connect with the customers and display their products at the same point in time. Jefferson (2021); Johnson (2017) stated in their statement that in the year 2020 to 2021, the company Premier Inn has been accoladed with huge losses due to the pandemic and lockdowns. Once after the ease of the travel restrictions and lockdowns, the company have come up with the "Rest easy" campaign that presents the voice of Lenny Henry, the synonymous of the brand curtailing the ease of the brand from booking to reaching the hotel room as a part of enhancing the experience of the customers. The creation of an emotional relationship with the customers through the enhancement of digital marketing was the main aim of this campaign. The campaign has used the “invest to win” strategy in the initiatives of the commercial by reimbursing the rooms with the display of different beautiful locations outside and imparting a Goodnight Guarantee to the customers. The campaign has been showered with a 70% rise in sales and a 40% increase in bookings. This is highly influenced by the rising web traffic from Google advertisements. 
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Figure 3: The Instagram account of Premier Inn
(Source: Instagram.com 2022)
The figure presents the Instagram account of Premier Inn with 27100 followers and 73 followings with 337 posts inhibiting the promotion of the current and newly launched services along with the rooms. 
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Figure 4: Engulfment of reels to promote the services and products of Premier Inn
(Source: Instagram.com 2022)
The company has taken it upon itself to post reels about its products and services whenever possible and posted them on social media platforms for the expansion of its customer base composed of new and old ones. 
[bookmark: _heading=h.vspuz7822clw][bookmark: _Toc112948413]8. Construction of strategies to meet the current and future stakeholders’ expectationsThrough the series of events, it is observed that Premier Inn has put customers at the heart of their innovation and reimbursed their products and services accordingly for alleviating the experiences of the customers. However, the following factors could be analysed for the development of the strategies to meet the current and future expectations of the stakeholders:
· Incorporation of virtual reality for the generation of the 3D view of the hotel's rooms before making any purchase decisions. 
· Inclusion of artificial intelligence and machine learning in the inventory and supply chain for analysing the change in the purchase behaviour of the customers and catering innovation at the same time. 
· Maximising the inclusion of sustainability in the business for the attraction of the investors. 
· Acknowledgement of green technology, Mejia (2018), is also another part of attracting investors to invest in the process that in turn is going to strengthen the financial institution of the company. 
· Introduction of surveys by the company to be continued on the current stakeholders to understand any particular issue they are facing and the reason behind it. 
· Despite the travellers with families, businessmen and individuals, there are those customers who are considered to be university students. The development of co-working and co-living condos that are technologically equipped could enhance the product differentiation stances for the company as well. 
Thus, apart from the mentioned strategies to meet the expectations of the current and future stakeholders, the company needs to carry out a risk assessment in their functionality for the detection of the issues and coming up with mitigation solutions in the shortest period. Collaboration of the stakeholders in the development of the marketing campaigns for the company could be beneficial in the smooth flow of information, suggestions and ideas in its development. Finally, decreasing and controlling the management of wastes Amicarelli et al. (2021) often procured from the hotels is another method through which the company could be able to attract investors who are considered to be the stakeholders of Premier Inn along with partnerships and collaborations. 
[bookmark: _heading=h.qx40sztn9j4j][bookmark: _Toc112948414]9. ConclusionBased on the above-mentioned statement, it is concluded that Premier Inn has a strong market positioning despite it being dented from the shadows of a pandemic. This is strong due to their ability to prioritise the needs of the customers and include them in the development of the services and products. Premier Inn have also outlined product differentiation through the categorisation of the customers through normal and premium booking customers with different pricing. Through this, the company has been able to attract different types of customers. Finally, the company has articulated their digital reach extremely fast which led to an increase in the booking of rooms. However, Premier Inn needs to expand its business globally for coming across different opportunities. 
[bookmark: _heading=h.cm70ibn48uwj]
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