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Introduction 
The marketing technique is that a business, whether new or established, uses to gauge its success rate. Every corporate organisation's soul is its marketing strategy. Market Essential aids are in making a lasting impact of the items on the target market and in cultivating a base of devoted clients. Organisations need to remember that the location and marketing strategy used to target that region's interests are what determine that region's success the most. The efficacy of digital marketing, customer value and engagement, marketing mixing, and the marketing environment of Premier Inn will all be understood after reading this research (Lahtinen et al, 2020). Premier Inn is a British limited service hotel chain and the UK's largest hotel brand, with more than 72,000 rooms and 800 hotels (Thabit et al, 2018).


Figure: “Premier Inn” (Lahtinen et al, 2020).  

The Marketing Mix of “Premier Inn”:
The actions or techniques employed by businesses to sell their goods and services are referred to as a marketing mix. The four Ps— Price, Place, Product, and Promotion—make up the marketing mix fundamentally. However, in more recent times, market experts have suggested some Ps, including People, Positioning, Packaging, and so on. The following will be a description of "Premier Inn's" marketing mix (Thabit et al, 2018).
Product: One company's operations are described by its product. This element of the marketing mix is used for product branding, quality control, and product design. For instance, "Premier Inn" is worried about their product and believes that if they can maintain the product's quality, they would be able to make a lot of money (Thabit et al, 2018).
Price: To attract guests, "Premier Inn" keeps its prices competitive. They are aware that a competitive price will raise customer demand, enabling "Premier Inn" to reach the desired audience and seize the market 
Place: Place has a vital role in the marketing mix. To make them accessible to consumers, "Premier Inn" concentrates on this aspect. In this instance, "Premier Inn" has a great location where it can manage the business properly. (Ndofirepi et al, 2020).
Promotion: Getting a customer's attention requires promotion. This is how businesses may spread the word about their goods and services. For instance, "Premier Inn" market its goods in such a manner as to capture the attention of the target audience (Ndofirepi et al, 2020). 

 

The Marketing Environment (Micro):
SWOT ANALYSIS:
SWOT analysis helps "Premier Inn" comprehend its strengths, weaknesses, opportunities, and potential threats (Rosokhata et al, 2020). 
	SWOT ANALYSIS
	

	Strength:

	With the use of this study, "Premier Inn" may recognise its strengths and make plans to capitalise on them (Namugenyi et al, 2019).

	Weakness:

	"Premier Inn" has to be aware of its limitations and work to overcome them to create a solid marketing strategy.

	Opportunity:

	"Premier Inn" must be aware of their opportunities to build trusting relationships with their clients and operate successfully over the long term (Namugenyi et al, 2019).

	Threat:

	The firm faces a lot of obstacles. Organisations like "Premier Inn" must recognise any potential obstacles and must act properly to eliminate such dangers.





 

The Marketing Environment (Macro)
PESTEL ANALYSIS 
This study assesses the company's performance. Organisations may analyse several elements including political, technical, environmental, economic, social, and legal with the use of this study (Namugenyi et al, 2019). 
Political Factor: The firm is impacted by certain political factors. Government policy, tax and trade policy, political problems, as well as other legislation all influence "Premier Inn" (Song et al, 2017).
Economic Factors: Economic considerations include economic growth, exchange and interest rates, inflation rates, and other variables that help "Premier Inn" determine their financial situation.
Social Factors: These factors include things like client age population density, distribution, and health concerns.
Technological Factors: By taking into account these elements; Premier Inn can pinpoint its technological presence in the target market.
Environmental Factors: These aspects make "Premier Inn" conscious of the resources' scarcity and aid in their efficient use of it (Song et al, 2017).
Legal Factors: "Premier Inn" may allude to legal problems due to these factors. By these variables, they will also be aware of their CSR (Lahtinen et al, 2020).



 

Creating Customer Value and Engagement:
Creating Customer Value and Engagement: To provide sufficient value to customers and foster engagement, "Premier Inn" must provide some amenities. To build customer value, they must pay attention to the wants and desires of the consumer. To interact with consumers and win their loyalty to the business, it is essential to provide additional incentives to clients (Othman et al, 2020). Even though "Premier Inn" has effectively operated its company, the pandemic situation has presented some difficulties for them. Covid-19 made it difficult for "Premier Inn" to draw in clients as it used to (Powering, 2017).
When a visitor comes to their location, "Premier Inn" has the opportunity to interact with their sincere and devoted clients. To entice customers, they may provide the greatest features and services. People are more likely to remain at home during this epidemic than to take a trip or go sightseeing. Therefore, "Premier Inn" finds it challenging to establish a trusting connection with their clients and turn them into future consumers (Powering, 2017). 
The benefit of social media communication, such as Instagram, Facebook, or Twitter, may be used by "Premier Inn" to rectify this dilemma. To bring meals to consumers' locations, they may also benefit from food delivery applications. By doing this, "Premier Inn" may regain their clients' attention and raise the value of their clientele via effective interaction (Yen et al, 2020). 


Figure: Effective (Abadi et al, 2020).
Effective Use of Digital Marketing:
Use of digital marketing effectively: Businesses must make sure to let their clients know when they are available to attract prospective clients. To establish a solid customer connection, start with this assignment. Organisations must then determine which digital media the clients are using and adapt their strategies appropriately. Digital media may provide the best opportunity in this pandemic circumstance to carefully create a marketing strategy and effectively manage the company (Abadi et al, 2020). 
By employing digital marketing wisely, "Premier Inn" may benefit from it. They must identify their target market and have a thorough understanding of both consumer needs and online search trends. They must develop an SEO strategy, pay-per-click campaigns, and other marketing strategies. With the help of digital marketing, "Premier Inn" may attract worthwhile clients and accelerate its development (Mowla et al, 2018). 


Figure: Effective (Abadi et al, 2020).

 

Conclusion:
In summary, "Premier Inn" is a reputable business that has been around for a while. To provide consumers with the finest services possible is their primary goal. This component enables businesses to specify the promotion strategy for their goods that they give to clients as well as their marketing strategies. Their engaging behaviour and effective use of digital marketing strategies draw in consumers. As a result, this firm can hold its own in the cutthroat business environment and prosper over the long term (Song et al, 2017).
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Appendix
Competent B



The marketing expert must have sturdy language talents and be an powerful communicator on a mess of systems. The ability to offer superb customer service is a need, and business and enterprise knowledge is an advantage. (Ratnatunga et al, 2019). 


Experts with experience in a variety of advertising and marketing techniques and venues ought to be drawn to marketing activity descriptions


Marketing specialists outline the techniques and procedures used to attract clients to a corporation. They help a agency optimise earnings, boom market share, and set price based on deliver and call for the product. In addition they offer recommendation on developing new products and examine enterprise trends. (Novin et al, 2021). Experts with experience in a variety of advertising and marketing techniques and venues ought to be drawn to marketing activity descriptions. In a corporate or marketing company placing, most people of advertising responsibilities and responsibilities include running with teams to finish precise initiatives. Advertising specialists may additionally operate as freelancers or lone owners from their homes. (Ogunmokun et al, 2022). 


They should be able to interpret the information that supports a certain marketing plan, have an eye fixed for branding, and recognise customer behaviour certainly. (Novin et al, 2021). In view that advertising experts often deal with clients from distinct sectors, having a nice manner, being patient, and being organised are vital. They ought to excel in analyzing comprehension, have robust logical reasoning skills, and be engaged and lively listeners. 


They regularly talk on the telephone or spend a number of time in the front of computer systems. It's essential to recognise the numerous methods that media are produced, inclusive of written, oral, and visible. (Roslender et al, 2022). 
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