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[bookmark: _Toc118730453]Executive summary
The main aim of this consultancy report was to discuss and analyse the corporate performance of the Premier Inn with a detailed description of the operation and services offered by this giant company by taking the consideration of its operation in the UK. The report has provided a statement regarding the issues of how the company has created its distinct position in the market with premium services and lucrative luxury hospitality accommodation over its 6 countries' operations. To set the ground for conceptual discussion and understanding of the operation of the Premier Inn, the discussion section has discussed the recent customer complaints regarding aggressive behaviour and communication in the offline and desk service. Besides, the discussion has followed the issues of overwork and forcing the employees to work for a higher than normal working period. The use of SWOT and PESTLE model has helped to find that though the company has a long-lasting legacy of experienced employees and servers in the workplace they are less inclined to the actual diversity which resulted in the narrow recruitment only from the UK and European regions. Besides, less motivation for open global expansion, social media integration and cultural adaptation has triggered the report with the main findings. 
The analysis in the main body has indicated that the company has successively offered their decoration and hospitality services without compromising their parent strategy of uniform and common service method where they produced a good combination of their logo, purple colour combination and backlight to provide the uniform and same experiences to global customers which helped them to retain their loyal customers in the competitive market. They also progressed in the environmental concern with the investment in recycling technology, Efficient Water Treatment Plan and Solar Panel based energy production and supply to save the costs of operation. Thus, in the essence sustainable hotel and hospitality model, they are less focused on global expansion and less inclined to enter into social media integration on online bases. Besides, the analysis has found that the company is limited to the bounded diversity where they are becoming dependent and concentrated on the employees and individuals only from the UK and European regions which made them inefficient in the attraction of global managers and employees from the outside of the UK. 
Here, the recommended strategies have included the target of south Asian countries and African regions with the offers of price-sensitive packages in the hotels and hospitality services. Besides, it has been recommended to adopt investments in social media integration by focusing on Facebook, Twitter, YouTube and TikTok influencers while the extended diversity programs should attract employees from diverse countries outside of the UK. The later discussion has shown the company’s action plans and solutions to the areas of Less cultural adaptation in decoration, Entering into new customer segments, Poor diversity due to bounded recruitment and Poor social media integration. The concluding section has successively pointed out the gratitude to the company and its board of directors for the utmost assistance in the collaboration and cooperation for completing the consultancy report and hoping for a future relationship. 

Table of Contents
Executive summary	2
Introduction	5
Scope & analysis	6
Scope of the operation of the Premier Inn	6
Positive and negative aspects of the analysis	12
Findings and results	17
Action plan	20
Recommendations	23
Conclusion	24
References	25



[bookmark: _Toc118730454]Introduction
The objective of this report is to provide a detailed consultancy analysis of the current performances and market state of the Premier Inn considering its operation in the UK. With the successful demonstration of the models such as SWOT and PESTLE in the main body, the discussion would enhance the findings of the analysis to link the recommendations in the later part of the report (Premier Inn, 2022). In this report, the consultant would use the SWOT and PESTLE model with the aim of analysing the attractiveness of both its internal and external market forces. The reason behind using the SWOT model is to identify what resources the Premier Inn has triggered their sustainability in its hotel and hospitality market and what areas have been threatened and pressurised by the market forces. The PESTLE model has been chosen for accompanying a discussion on the 6 external market factors with both positive and negative impacts on the operation of the Premier Inn (O'Mahoney et al., 2021). 
The discussion in the main body would be acknowledged by the adoption and application of the market data, reputation, financial performance, locational advantage, customers loyalty and Human resources management in the Premier Inn to excel in how the company has suitably created their leading position in the hotel and hospitality industry of the UK (Sokol, 2020). At the end of the discussion, the report would deal with the representation of the main findings and key points generated in the usage of the SWOT and PESTLE model. The later discussion would produce the ground of several effective recommendations for the Premier Inn in restructuring their operation and performance by drawing the attention of the board of directors of this company (Lehane, 2021). The last discussion would conclude the consultancy report with a summary of the main body and recommended strategies. 


[bookmark: _Toc118730455]Scope & analysis
In this section, the discussion has included an overview of the operation of the Premier Inn in the UK with a detailed description of the company’s current performance and reviews on social media sites to set an understanding regarding the company’s contemporary operation. 
[bookmark: _Toc118730456]Scope of the operation of the Premier Inn
Premier Inn is a leading hotel and hospitality organisation which has been established in 1987. This organisation has been headquartered in Dunstable, England, UK while the hotels and hospitality business of this company has accounted for 70% of the annual income of its parent company named “Whitbread Plc”. The company has created a strong base of hospitality experience in the UK with more than 800 hotels while innovative and modern facilities have emerged over time to equip its more than 72000 rooms in the market (Rañeses et al., 2022). With an expansion-based strategy, the Premier Inn has already created an international presence by creating its effective hotel services available in the UK, Ireland, UAE, Qatar and Germany. When the company has been running with full motion and service in the country for about 34 years of hospitality experience, and it has created employment for more than 35000 employees (Morgan et al., 2019). 
When the company gained about 48% market share in the UK it experienced a number of adverse issues in customer relationship management when the customers have triggered in their social media accounts regarding how the lack of complaint resolution and aggressive behaviour from the agents and employees over customer phone calls created negative pressure on the company reputation. In mid of 2022, the company has been sued for forcing their employees to work overtime without disclosing the overtime pay and compensation packages (Hu et al., 2019). Darics (2020) interviewed the Whitbread directors regarding the complaint where the findings indicated that the company has been under the tension of high occupancy rate and a higher degree of pressure from the clients and tourists after the flexible tour and hospitality guidelines by the UK government. As a result, they have focused highly on the area of customer management and room management which falls them under the pressure of deciding on an overtime schedule. Thus, they have assured that they are going to announce attractive overpayment packages for the employees who are working diligently under the pressure schedule. 
Sturdy et al. (2022) have indicated that when more than half of the companies in the UK which operated in sound progress in the hospitality market faced a negative return due to the Covid-19 intervention and shutdown restriction from the UK government. O'Leary & Dillane (2022) reported that amid the undesirable influences of the Covid-19 issues on the company, Premier Inn has introduced innovative strategies such as Online AI based Augmented reality in providing tour and hospitality experiences in the online version to the customers by the association of Virtual reality. Garrido-Moreno et al. (2021) conveyed that about 67% of the customers during the Covid-19 period have shown their interest in booking this service to get the tour and hospitality services from their home which helped this giant company to vanguard their existence in the market. 
SWOT analysis on Premier Inn
According to Law (2019), SWOT analysis is used in the scrutiny of the internal setting with the closer investigation of Internal Strengths and Weaknesses and External Opportunities and Threats to the company.
	Strengths
	The major strengths of the Premier Inn can include a Reputation of Innovation, Experienced Human Resources for teamwork, Good Financial records, Occupancy rate and Coverage.

	Weaknesses
	The major weaknesses of the Premier Inn can include Customer complaints, Hygiene issues and a lower global presence. 

	Opportunities
	The key opportunities of the Premier Inn can include New global locations, Rebranding with new decoration, Automation and Franchising.

	Threats
	The major threats to the Premier Inn can include new entrants, Rivalry in the market and Government intervention.



Strengths
In the internal management and supporting the daily operation with the company resources, the table has indicated that Premier company has suitably in an advantageous position because of its strong brand image in the market where they have triggered the premium services for the customers for less payment condition (Alvarez-Risco et al., 2020). They have a good base of experienced servers and service managers in their all hotels who are highly knowledgeable and practical in giving quick service and hotel check-in. The strong occupancy rate of about 87% all over the year has triggered their financial position with about 35% average positive growth in the company financial position (Garrido-Moreno et al., 2021). Besides, they have expanded their coverage to more than 6 countries to attract more premium customers. 
Weaknesses
When the company has a high occupancy rate for positive annual returns, Premier Inn has been criticised for its alarming rate of negative customer feedback regarding their customer complaint and refunding issues due to aggressive behaviour and delay in refunding (Xu et al., 2020). The company has weaknesses in its Hygiene system they have complaints regarding the lack of cleaning services for dirty clothes and poor food management in outdated food items in the hotel.   
Opportunities
The market opportunities ahead to the Premier Inn have indicated that the company has a good scope of entering the market of Asian and south Asian countries such as India, Japan and Bangladesh where the new group of luxury customers and price-sensitive customers are increasing over time (Le & Phi, 2021). Besides, the Franchising strategy can help the company move in the market with the lower cost strategy while automation can help them to endorse the service with the robotics for lowering the staff costs. 
Threats
The increasing pattern and trend of the new companies such as Petro hotel, blue ground and YOOLOX with innovative tour packages targeting the price-sensitive customer bases who are in the volume zone. Besides, rival firms such as Marriott International and Hyatt Corp are offering affordable packages for discount and cashback offers which are making the customer switch (Filimonau et al., 2020). In the last Covid-19 epidemic, the pressure and intervention in the area of health and safety protocols and extra hygiene rules have indicated an external threat to the company. 


PESTLE analysis on Premier Inn
PESTLE analysis indicates the investigation of the 6 crucial external market factors including Political, Economic, Social, Technological, Legal and Environmental factors in the light of Premier Inn. In the following, the tabular form of the main points has combined the optimistic and adverse impacts of each of the six factors while the underneath discussion has supported the fuller description of how the factors have affected the operation of the Premier Inn.
	Political factors
	The positive factors are business-friendly government and incentives for resilience management. The negative factors can include tax increments and government restrictions on hotel check-in. 

	Economic factors
	Positive factors can include higher purchasing power parity and increased GDP growth while negative factors can include inflationary impacts and lower value of money in the economy.

	Social factors
	Positive factors are customer behaviour towards hospitality for leisure time and negative factors can include cost-saving tendencies.

	Technological factors
	Automation and social media integration are positive for the company. Complaints about customer privacy and data protection are negative. 

	Legal factors
	Positive legal factors can include Competition law for the protection and negative legal factors can include delays in the expansion of locations and the customers' protection act. 

	Environmental factors
	Positive factors are the motivation for recycling and effective waste management and negative factors can include strict environmental laws. 



Political factors have included trade and business-friendly government incentives to the industry which has added the vanguard to the finance and resilient support to the business after the Covid-19 negative impacts. Thus, the restriction towards the additional health consciousness and hygiene issues has increased the strict regulations in the business (Hao et al., 2020). Though the market has been pressurised by the increased inflation of above 9% which has reduced the value of the money in the UK, the increased rate of 0.7% increment in the Purchasing power parity has indicated that customers are starting to have good economic power for booking hotels in Premier Inn (Köseoglu et al., 2020). The increased demand for passing the leisure period with the affordable services from the Premier Inn has increased while the economic downturn has produced the habit of cost saving and less consumption in the economy. 
The use of automation and virtual reality has increased in the economy with good impacts on the Premier Inn while the negative impacts due to complaints in the online data management and customer privacy have produced negative impressions on the Premier Inn (Cunill et al., 2019). The legal issues concerning the adoption of the UK Competition Act 1998 have saved the companies such as Premier from being affected by monopolistic behaviour in the economy while the strict customer rights acts have increased the pressure on Premier Inn to be active in customer relationships (García-Rodríguez et al., 2020). The environmental factors have produced the motivation for installing the recycling technology in the Premier Inn while the increased campaigns for saving after COP26 have increased the pressure on innovative and efficient waste management and less water consumption. 
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In this section, the confident and damaging aspects of the analysis in light of management and financial techniques would be discussed and reported to the board of directors. 
Staff training program
In the Staff training program initiated by the Premier Inn, the company has triggered their success and sustainability through the adoption of legacy based experienced based recruitment in the organisation who are vital for effective customer management (Stylos et al., 2021). Thus, the bounded diversity has indicated that the employees are significantly recruited from the UK who are bounded to a specific type of culture and sometimes, the customers from the overseas market make complaints regarding the difficulties in the communication when they want the services in the region of UAE and related regions. In this regard, the company has a negative impression when they attempt to go for the overseas market for expansion. Agarwal (2021) has reported that more than 56% of the employees of the Premier Inn are recruited from the same ethnicity and culture who are creating dominance over time in the decision-making. As a result, the real exemplary success and benefits of diversity in the workforce have not been met by the companies. 
Team working culture
The above analysis has reported the strong team working culture in the Premier Inn which indicated how the concept of Multidisciplinary culture in the Premier has produced a number of benefits to the management of the Premier Inn. Here, the Sann & Lai (2020) defined that when Tuckman’s team development phases have cleared the stages of team development and distribution of the tasks Belbin’s Team roles have successively reported the distribution of the responsibilities to the members. In this regard, the multidisciplinary approach of teamwork has incurred the association of experts and professionals from various areas such as communication, financial management, operational management, production and service management have produced a good impression on the company’s overall performance as the newly recruited employees and practitioners are getting the insights and on the job training supports from the companies professionals in the area of how to contact with the customers in the satisfying with the good relationship and emailing with the booking information (Choi et al., 2019). 
Social media integration
The opportunity in the market concerning social media integration has indicated that customers and tourists are actively using the sites for sharing reviews on the hotels' service and offerings of the hospitality services provided by the Premier Inn (Stergiou & Farmaki 2021). In this regard, the use of social media microblogs, groups reviews, pages mentions and user-generated blogs in social media in the form of Facebook posts, YouTube blogs and TikTok stories and reels on Facebook have helped Premier to reach new customers who are searching the luxury services in the hotel with the services of complementary breakfast, security, locker services and modern check-in services. In this regard, Morgan & Pritchard (2019) argued about the adverse relationship of social media integration as the freedom of reviews and open platform have empowered the tourists and visitors to spread the rumour without investigation and reporting to the Premier Inn regarding the complaints or rumours. In this regard, Mariani et al. (2019) has found that the Electronic Word of Mouth (EWoM) has indicated the customers' empowerment to persuade and influence others in taking the decision the purchasing the products and services where the negative EWoM can affect the new customers to select the services and book the hospitality services from the Premier Inn. 
Environmental concern
After the completion of the recent COP 26, the Environmental concern has been interpreted and announced with successive voices ranging from the customers to the suppliers to become environmentally sustainable and surveillant to protect the environment and its species from pollution (Bonfanti et al., 2021). As a result, the pressure from the external market has indicated that the market is forcing Premier Inn's decision to invest in renewable energy such as Solar Panel based electricity modules. In the essence of 2022, the company has invested about £14 billion to cover over its 80 rooftops with the successful partnership with Anesco which helped them to reduce the dependency on traditional electricity solutions and reduction of energy costs by about 45% which would trigger about 75% in 2030 (Ali et al., 2020). 
Besides, the pressure from the environmental protection group and campaigners such as Green Alliance, Clean Air Taskforce and Friends of the Earth have influenced the decision of taking the decision of the recycle technology of the plastics and ornaments used in the hotel and arrangement in the Premier Inn (Ouyang et al., 2019). In this regard, the advanced and effective Waste Management and Disposal system in the Premier Inn has incurred a suitable cost reduction technique by reducing the use of plastics and saving the environment from soil and environmental pollution. In this regard, Jiang et al. (2020) reported the implementation Water Project where the companies have reduced the consumption of water through the innovative and modern Water Treatment Plan introduced in all of its hotels and restaurants where the customers and tourists are also motivated to contribute to the concern of the environment with less water consumption in the UK. 
Rebranding decoration
The opportunity of decorating the hotels and restaurants and rebranding the sustainable hotel management concept has been appraised by the customers and suppliers as the Premier Inn has decorated their hotel rooms and restaurants with soundproof technologies to absorb the sounds produced in the wedding and public events in their conference halls (Felicien et al., 2022). In this regard, using the spaces with the best formation of the tables and arrangement has reduced the number of locations that would be overused without rebranding. The most successful scheme of rebranding and decoration have been taken place with the culturally adapted and modified decoration where the company has learnt that if they want to be successful in the hospitality market and make a profit for future growth, they should consider the adaptation of the cultural exchange where the local ethnic and cultural elements such as designing florid and flowers from local vendors should be appeared and designed which can attract the clients and tourists who prefer to experience the local culture while travelling (Leta & Chan, 2021). 
Global expansion
The weaknesses in the case of expanding and foreign locations of the Premier Inn have indicated that Premier Inn has negligence towards the regular supervision and investigation on the feasibility of entering the foreign markets. Since its essence is in the hotel and restaurant business, the board of directors have shown less interest to enter in the south Asian countries where emerging luxury customers are demanding premium hotel and restaurant services from the companies such as Premier Inn (Wang et al., 2019). In this regard, Ma et al. (2020) found that innovative and mass market strategies best work in south Asian nations where the firms can easily target price-sensitive customers who prefer staying in the hotel for less than one week for affordable hotel stay packages. In this regard, the scope of expanding the operation in the south Asian regions with the branding of the room for the customers who are price sensitive can be equipped with the price penetration to create a strong base of loyal customer bases. Here, Premier Inn should be concentrated and focused on the discount and cashback offers which can be promoted to the online social media and platforms using the company’s Facebook pages, YouTube channels, Twitter accounts and Instagram accounts to reach online users and make another strong base of online customers. 
Financial performance
The financial performance of the Premier Inn has been marked with regular and active progress in the recent year amid the Covid-19 intervention on its operation. Thus, the recent Government restriction on the operation of the Premier Inn has indicated that their annual profit has been fell to the figure of £661.6 million which is 23% less than the accounting and financial year of 2021 (Darvishmotevali et al., 2021). The company has successively operated its services and promoted new means of hospitality and hotel management experiences which resulted in a good annual return. 
According to Moon et al. (2022), the company has accounted for the investment of £5.6 million in the virtual reality and refurbishment of the hotels to accommodate the augmented services to the customers who are preferring the social distance in having the hospitality and hotel accommodation services. In the recent annual report 2022, Premier Inn reported an accumulated loss of £56.6 million of pre-tax loss which was marked and calculated as £367.4 million in the previous year of 2021 which indicated the company has successfully initiated and implemented the strategy of cost reduction by the less water consumption, renewable technology and recycling technology to guard their expenditure in the Pandemic (Canhoto et al., 2021). 
In their recent resilient plan, the parent company Whitbread has confirmed that they are forecasting about 10% growth within the end of 2022 with the successful implementation of a 100% occupancy rate of the rooms and hotels as the purchasing power parity in the UK has been increased and most of the customers entering the price sensitive spectrum of the quadrant (Sainaghi et al., 2018). As a result, the financial managers are intensively working and actively seeking customers from this category where the price penetration policy can help the manager to get the customers attraction and reduce their initial pricing which can increase the rate of customers returning to the bookings. 
Diversity
As the earlier discussion and analysis have indicated that the company “Premier Inn” has been subjected to and questioned regarding their organisation structure which has been negatively affected due to the bounded diversity. According to Michopoulou & Moisa (2019), Bounded diversity occurs in a business when the companies prefer to recruit and appoint or place employees from different areas in the context of the profession but from one single geographic area (Iyer & Jarvis, 2019). In this regard, Premier Inn has followed the same construct and employed their employees only from the UK. As a result, a degree of dominance and pressurised layout of the employees from the same geographic area has indicated the limitation of taking the decision for the organisational or service improvement (Ahmed et al., 2021). In this regard, the services and opinions from the same cultural and ethnic context have found the services culturally adaptive only to the UK clients and related European clients in the various Premier Inn hotels. As a result, customers from multicultural and ethnic groups are finding less coherence and adaptation when they stay in the hotel rooms of the Premier Inn. 
Menicucci (2018) argued that to be globally adaptive and closed to the multicultural elements, a company should restructure its Human Resources Management (HRM) so that the employees or the individuals who serve customers or clients from diverse areas or several countries become actually diverse. Here, Nwokorie & Obiora (2018) added that a good indication of success when the company proactively recruit employees from diverse areas before going to the global market. This research found that when the company recruit employees from foreign locations they go through the stages of learning effect from these employees by motivating them to report on how to develop the services and understand the needs of foreign customers (Barnes, 2022). For example, in the context of the Premier Inn, if the management focus to recruit employees from south Asian countries, the employees can help the hotel refurbishment and innovation team to design the hotel accommodation and hospitality services with the low-cost visit and stay by considering the importance of the price-sensitive customer in these areas (Guix & Font, 2020). As a result, the argument regarding the extended version of diversity can create a good and positive relationship with global expansion in the future. 


[bookmark: _Toc118730458]Findings and results
The following section has summarised the previous analysis and several aspects concerning Room Decoration, Staff Training, Diversity, Refurbishment, Global Expansion, Environmental concerns and social media integration.
	Reviewing aspects
	Findings 

	[bookmark: _Hlk118723217]Room Decoration
	The analysis shows that room decoration of about 80,000 rooms has been decorated with the signature colour of purple and a flower design in each room (Rahimian et al., 2021). The expectational lighting and colour combination of the whiteboard in the rooms have created a common thread for the customers or visitors to make it their common place to stay in the hotel each time (Gupta, 2020). 

	Staff Training
	The analysis has found that staff are trained on the basis of the job basis training where the senior employees and professionals are equipped and combined with the newly recruited employees (Sun et al., 2020). Here, the training is focused on skill development in the area of client affiliation management and customer communication. 

	Diversity
	The lack of diversity in the case of Geographic expansion has indicated a level of limitations to the decision-making and future sustainability. The analysis has shown that Premier Inn bounded and limited their recruitment policy to UK-based recruitment (Fraser, 2020). As a result, the diversity of employees from multi-cultures is crucially needed.

	Refurbishment
	The room refurbishment has been argued and reviewed with the absence of cultural adaptation in the design and florid structure. Here, the local ethnic history and local places artifacts have been found absent in the local hotels and restaurants (Foroudi, 2020). As a result, the clients or the visitors who prefer to stay in the hotel and learn the cultural elements with local history show less interest in customer loyalty. 

	Global Expansion
	The review of the analysis has found that Premier Inn is less focused on global expansion where only 6 countries have been covered by this giant company (Lee et al., 2019). As a result, future opportunities to enter the global market such as lucrative price-sensitive markets of the South Asian nations have been found in the analysis. 

	Social Media Integration
	Analysis has indicated that Premier Inn has not been integrated into social media with rigorous investment and promotion. In this regard, they have invested highly in the offline mode of marketing and promotion which indicated a lack of branding by the Facebook community, Youtube Channels and Blogs in TikTok and other media (Wong & Kim, 2020).

	Environmental concern 
	Premier Inn has produced good progress in the areas of recycling and less water consumption strategy in recent years (Kim et al., 2019). Here, they are using a lower number of plastics, supporting the energy from the solar panel and consuming less water in all the hotels and restaurants. 



The above table has indicated that the Premier Inn has a luxurious strategy of targeting the premium customers in the market where the 80000 rooms have been decorated by the consideration and combination of purple lighting and backlight system which are uniform in all the hotel rooms and restaurants managed and handled by the Premier Inn (Pavlatos et al., 2021). In this regard, the analysis has found key findings that Premier Inn is subject to and highly affectionate to the legacy of premium services to the customers with the expectation and unique room decoration to make a soothing feeling while staying in the hotel (Guzzo et al., 2020). The staff are trained based on Job training where the senior managers and head of the department provide coaching services to the newly recruited employees to make them able to communicate with the customers and clients with positive and loyal behaviour both in online communication and while serving in the rooms. 
The analysis of the previous section has indicated that though the company has a legacy-based experienced pool of employees and managers in the hotels to serve the clients with the exception of hospitality services, the bounded diversity made it limited to the employees from the areas of the UK-based locations (Kumar, 2021). As a result, the decisions and opinions regarding the service improvement and decoration of the rooms are facilitated and affected by the single culture of the UK and the related culture of the European countries which made less appealing to the visitors and clients from the south Asian or African regions (Goh & Jie, 2019). In this regard, the future growth and global expansion strategy of going global and entering into new customer segments are closely related and many studies have argued about linking the recruitment policies with the extended diversity program to attract employees from the locations outside of the UK such as Asian and African countries. 
The discussion has also found the lack of cultural adaption in the refurbishment when the local historical events, artifacts, local designs and florid structure in the rooms for making the atmosphere very local to the visitors have been found absent in the Premier Inn rooms designs (Eid & Agag, 2020). As a result, when visitors from different places and areas of the world are emerging at the Premier Inn they are becoming less interested as the hotel and its hospitality services are less adaptive to the local culture (Wong et al., 2021). Though the study has confronted the threat of spreading the rumour by using Social media sites and review sites for instance Facebook, Youtube, Twitter accounts and Instagram IDs etc. the companies have been criticised by the researchers for not investing in social media marketing where good customer relationships and 24/7 feedback scopes can help them enter to the efficient mode of online promotion by using the Facebook microblogs, community groups, pages, Instagram accounts and YouTube channels (Talón-Ballestero et al., 2018). The analysis found that recent investment and motivation of working with the recycling strategy, program on less water consumption and supporting the central electricity with the solar panel-based energy production have created a good brand image for Premier Inn and lowered their annual costs of operation.
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In this section, the board of directors of the Premier Inn will get a clear indication regarding the proposed action plans for future service improvement and managerial implications. 
	Number of actions
	Problem/issue
	Solution
	Expected outcome
	Duration
	Date of completion
	Needed budget

	1
	Less cultural adaptation in decoration
	Using the local pictures, artifacts, posters, and historical events posters and promoting the local ornaments in all hotels to make it culturally adaptive to the visitors.
	The clients and visitors would be loyal to visit the hotel again and the conversion rate of real customers would be increased by Offline and Online Word of Mouth.
	6 months
	31/06/2023
	£120000

	2
	Entering into a new customer segment
	To agree with the strategy for entering new locations of price-sensitive customers such as south Asian and African countries where the price penetration policy would be implemented.
	The lower price and discount/cashback offer to the clients and visitors who stay in the hotel for less than a week would attract a new customer base and increase the revenue of the Premier Inn. 
	3 months
	15/03/2023
	£1200000

	3
	Poor diversity due to bounded recruitment
	Premier Inn can recruit employees and attract future leaders from countries outside of European regions and the UK including India, Sri Lanka, Bangladesh, Pakistan and Japan to know the market and get their opinion on service improvement.
	The reporting employees would help the company to become ready with the understanding of the customers from the areas of south Asia before entering this new market and get the opinion on how to design the hotel rooms and services for the price sensitive customers. 
	3 months
	15/03/2023
	£120000

	4
	Poor social media integration
	Premier Inn can invest in the efficient mode of social media sites such as Facebook microblogs, community groups, pages, Instagram accounts and YouTube channels to provide 24/7 customer relationship services.
	This solution would create the benefit of serving the clients by answering their queries on package prices and terms and conditions with clear guidance. It would help the managers to cover up the complaints of aggressive behaviour and communication by the offline managers. 
	4 months
	20/04/2023
	£110000






[bookmark: _Toc118730460]Recommendations
· Adapting the Premier Inn hotels and restaurants with the local culture and ethnic history to make the room atmosphere appealing to global clients. It is recommended to conduct an exclusive study on each location to know the local artifacts, history and major cultural events to rebrand the decoration.
· Entering into the mass customer segment of developing countries with price-sensitive offers and discount offers by implementing the price penetration strategy. It is recommended to implement cashback and discount offers to the customers with subscription points for loyal customers. 
· Applying the concept of extended diversity in the Premier Inn to attract future leaders and managers from outside of the UK and European countries. It is recommended to take the opinion in the democratic style of employee management while deciding about service improvement.
· Investing in the social media review sites such as Facebook community, YouTube commercials, TikTok influencers and Instagram blogs for creating customer satisfaction on online bases. It is recommended to provide 24/7 committed service while responding to these sites.
· Taking the action of regular market research to enter the globally connected markets of the emerging south Asian and African countries to accommodate the new class of premium clients. It is recommended to make the hospitality packages more affordable for maximum and increased bookings.
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It was a good experience being a consultant at Premier Inn while the board of directors prioritised the value of the information and assistance with the collaborative atmosphere to conduct the consultancy. With regular communication and kind assistance, this consultancy report has suggested findings concerning Innovative Room Decoration, On Job Staff Training, Extended Diversity, Refurbishment, Global Expansion, Social Media Integration and Environmental concern. The recommended strategies have included the regular study of the local hotels and locations for adapting the cultures in the rooms and arrangement while the social media integration and being open in the global expansion by targeting the south Asian countries have been recommended for future growth of Primer. It’s an honour to serve this company in the project as a consultant and hope for future collaboration. Thank Premier Inn for your support. 
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