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Whitbread Plc is a British multinational hotel and restaurant company that is a leading hospitality business and the owner of Premier Inn which is the biggest hotel brand in the UK. The company faces customer satisfaction-related issues and the main focus of the company is to maximise customer satisfaction and develop better relationships with customers. The main aim of the study is to highlight the present issues and approaches of the company related to their customer and the creation of innovative strategies for customer satisfaction improvement. The study is going to focus on innovative marketing strategies for raising brand awareness and focusing on better communication channels to develop relationships with stakeholders. 

Definition of Communication:
Communication is the process of transmitting information, ideas, thoughts, or feelings from one individual or entity to another through various means, such as spoken or written words, gestures, symbols, or visual aids. It involves encoding, transmitting, and decoding messages to facilitate understanding between sender and receiver.
Shannon and Weaver Communication Model:
The Shannon and Weaver model illustrates the communication process with sender, message, channel, receiver, and feedback loop. The sender encodes a message, which is then transmitted through a chosen channel to the receiver who decodes it. Feedback helps ensure accurate communication.
Sender (Encoder)  -  Message - Channel - Receiver (Decoder) - Feedback

Definition of Integrated Marketing Communications (IMC):
Integrated Marketing Communications (IMC) is a strategic approach to marketing that coordinates and integrates various promotional tools and communication channels to deliver a consistent and unified message to the target audience. It aims to create a seamless and cohesive brand experience for customers.

New Promotional Strategies for Brand Awareness:
	Online:
	Influencer Partnerships: Collaborate with popular travel and lifestyle influencers to promote Premier Inn.
	Interactive Content: Develop virtual tours of hotel facilities and user-generated content to engage potential customers.
	Social Media Contests: Organize contests encouraging users to share their memorable hotel experiences with a specific hashtag.

	Offline:
	Local Partnerships: Collaborate with local attractions or businesses to offer joint promotions or packages.
	Community Events: Sponsor or participate in local events, showcasing the brand's commitment to the community.
	Billboards and Transit Ads: Utilize strategic outdoor advertising near high-traffic areas and public transportation hubs.

Brand equity: It is the added value endowed to products and services with consumers as said by” Kotler and Keller (2016) “. It may be reflected in the way consumer think, feel, and act with respect to the brand, as well as the prices, market share, and profitability it commands.

Branding: It is the process of creating a distinct and consistent identity for a product, service, or company to differentiate it from competitors and establish a unique image in the minds of consumers. As defined by branding expert Marty Neumeier in his book "The Brand Gap," it's the "gut feeling" that people have about a particular product, service, or company.

 Keller's Brand Equity Model:
Keller's Brand Equity Model highlights four key dimensions: Brand Awareness, Brand Imagery, Brand Performance, and Brand Judgment/Feelings. For Premier Inn:
Advantages: Clearly defined stages to build strong brand resonance and customer loyalty.
Disadvantages: Overemphasis on cognitive aspects; may not fully capture emotional connections.

Stages in the Customer Journey:
	Awareness: Customers become aware of Premier Inn through ads, recommendations, or online searches.
	Consideration: Customers research and compare Premier Inn to other options.
	Purchase: Customers choose Premier Inn and book a stay.
	Experience: Customers have their hotel stay experience, impacting perceptions.
	Loyalty: Satisfied customers may become repeat guests and brand advocates.

Examples of Touchpoints:
Pre-Purchase: Social media ads, online reviews, influencer recommendations.
Purchase: Website booking process, customer service during booking.
Post-Purchase: Welcome emails, in-stay experience, post-stay surveys.


Typical Customer Profile:
Demographics: Business and leisure travelers aged 25-45, primarily from the UK.
Psychographics: Value comfort, affordability, and convenience. Seek well-located accommodations with modern amenities.

Customer Journey (Strengths and Weaknesses):
Awareness > Consideration > Purchase > Experience > Loyalty
Strengths: Effective social media ads, streamlined booking process, personalized post-stay emails.
Weaknesses: Limited engagement on social media, inconsistent in-stay experiences, lack of follow-up on negative feedback.

Total Engagement Model:
The Total Engagement Model emphasizes the importance of continuous engagement across the customer journey. It suggests that the more engaged customers are at each touchpoint, the stronger their relationship with the brand becomes.
Recommendations for New Touchpoints:
	Pre-Stay Engagement: Provide virtual tours of room types and amenities on the website.
	During Stay: Implement a mobile app for guests to request services, provide local recommendations, and offer real-time communication.
	Post-Stay: Offer exclusive loyalty discounts for return bookings.

Whitbread Plc's customer journey shows strengths in digital marketing and booking processes, but there's room for improvement in consistent in-stay experiences. The Total Engagement Model underscores the importance of enhancing customer engagement at all stages. By leveraging new touchpoints and refining existing ones, Premier Inn can enhance customer satisfaction, loyalty, and brand advocacy, ultimately achieving its goal of maximizing customer satisfaction and developing better relationships with customers.
[bookmark: _Toc144289470]
The customer end-to-end journey in the industry 
The stages of the customer journey in the hospitality industry have been highlighted below. 
Awareness: In every stage, the customer journey has the prospect to discover the brand and product. In the hospitality industry Whitbread plc may take place through different channels such as social media, brand campaigning, and word of mouth. 
Consideration: The high-intent prospect has conducted their preliminary internal Research and also shortlist the solution. In hospitality, the organisation has recruited personnel for improving sales growth and making customers attracted to the business. 
Decision: In the hospitality industry customer review has played an integral part in increasing the extent of brand image and popularity. The organisation can provide a discount facility to the old consumer whom the organisation has retained due to providing good quality of service. The coupon facility can provide opportunities for Whitbread to dominate over its competitors in the hospitality industry. 
Retention: The consumer journey has continued long after it is signed and ensures the sustainable renewal organisation, which is to ensure the customer review with constant support and value from paying for. The product itself is one of the most important albeit to build loyalty through excellent customer service and improve consumer satisfaction. 
Advocacy: In the development context the program has arranged testimonials and has supported customers and developed consumer experience. It has positively increased consumer sustainability (Lytovchenko and Kharenko, 2019). Sales and marketing have conflated customers and improved the sales funnel. It has developed the awareness to deal with situations for winning and delivering the booking opportunity.
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Segmentation 
	Demographic
	· Young age groups boys and girls are the main target 
· People from lower-income backgrounds have targeted 

	Geographic 
	· People from urban areas are the main targets 
· London Bridge, OldOak Common, Tottenham Court Road and others are the main target locations (Whitbread.co.uk, 2023)

	Psychographic 
	· Young men in lower social grades 
· People who are interested in new food menus 

	Behavioural 
	· People who remained loyal to the companies in which they are purchasing products 
· Diversity of people is targeted as it created a diversity of thoughts (Whitbread.co.uk, 2023)



Table 1: Segmentation
The company mainly has focused on lower and middle-class background people, boys and girls and young age people have been targeted by the company. The company has not produced high-quality products for upper-class background people which have been responsible for creating dissatisfaction. Whitbread has focused on urban areas customers and has not focused on the less popular cities of the UK which has become responsible for creating dissatisfaction among the customers. The company focused on targeting people who are from lower grades and targeting people who have an interest in new food items. Whitbread focused on people who have belonged to different cultural backgrounds as the company gives value to differences and believes difference embracing has been a smart thing (Whitbread.co.uk, 2023). The company mainly focused on loyal existing customers and has not implemented new strategies for attracting new customers which has become a customer satisfaction issue for new customers. 

Targeting:
Whitbread has mainly focused on targeting 25-45 age group men and women customers and especially focused on couples visiting their hotels. Lower and middle-class income background customers have been targeted by the company as the prices of foods and rooms have been set after considering the financial condition of the people. A target audience has been a group of people who have been defined based on their common characteristics such as demographics and behaviours (Digital Marketing.org, 2023). The company has decided to target the people who have preferred new food products and rooms and are loyal to the company. The company also focused on targeting customers from different cultural backgrounds and giving respect to their beliefs for enhancing the customer base. 
People who belonged to upper-class backgrounds have not found any additional services and facilities in better price packs so they have become dissatisfied with the company. In less popular cities of the country, the company has not focused on better strategy use which is responsible for creating issues for the company to satisfy those customers. As opined by Arslan (2020), the most important job of a business has been to give and improve the satisfaction of customers in a positive way. Old age group people have not got any proper facility for them in the hotels and the food products which have been provided by the company have mainly preferences of young age group people and that is responsible for creating dissatisfaction among the old age group people. 

Positioning 
In the market, there has been much competition for Whitbread due to the presence of various rivals. Hilton, Starbucks, Compass Group, Blue Bottle Coffee and other competitors have created constant pressure on the company which affected its customer service. 
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Figure 1: Positioning Map 
(Source: Self-created) 
The above figure reflected that Whitbread has focused on giving better quality service to the customers at a low price so the company has established a good position in the market. Whitbread has made a meaningful contribution to the customers and communities that the company has (Whitbread.co.uk, 2023). Competitors mainly focused on high-quality service with extra benefits by charging high costs and attracting high-income background customers as they mainly wanted to get benefits. No additional benefits for the people who wanted to invest in those services created dissatisfaction among the customers. 

Issues in customer satisfaction and strategies for overcoming issues 
Companies faced some special segments which were responsible for giving satisfaction to the customers while completely avoiding some segments. The company has not focused properly on the satisfaction of high-income background customers and avoiding new and innovative services which has been responsible for creating dissatisfaction among the consumers. Old age group customers have not got any facilities as this segment has been completely avoided by the company which has become responsible for affecting the business of the company. As opined by Kurdi et al. (2020) employee satisfaction has responsible for making a significant impact on the satisfaction of customers. The company need to focus on giving better services to all the income-background customers and have to give some facilities for old age groups. The company can focus on opening branches in less popular cities and can focus on giving opportunities to people to enjoy services. 
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4p marketing mix 
The 4P marketing mix model has been helpful for the evaluation of the marketing strategy of Whitbread Plc. 
Product: In the hospitality industry, has involved a component from niche to mass appeal and it can improve food quality, accommodation and beverages. In that case, the historical significance has a geographical state and attracts consumers to travel in each segment and offers essential elements. Products can maintain a combination of tangible and intangible elements which has influenced man-made resources to attract facilities and services (Xaiver et al. 2020). The hospitality product has to be unique and affordable for the customers as that can attract more customers. Visitors are willing to make an effort for accommodation and services based on the service quality. In the hospitality industry, services have facilitated visitors to explore the destination and also visit to offer them the chance to view attractions. The quality of services has aggregated travellers' interest and influenced organisation growth. 

Price: Price is a significant factor in 4P which is implemented in a unique way in the tourism sector. The tourism business is sensational and different countries have implemented price-setting-based market competition which is a critical component and travellers need to analyse those prices in different places. Whitebeard Plc. has experienced irrespective and paid standard services (Whitbread.co.uk, 2023). This industry may provide discount-based pricing to attract more consumers and the product of tourism must be unique. In the hospitality industry, the common pricing strategy has been used in tourism and it has also been known as dynamic pricing (Kasdi et al. 2019). The business has changed its revenue based on its pricing strategy and charges more for rooms during busy times of the year and also less during the off-season. The company need to focus on better service providing and setting high prices to give better benefits to the tourists. 

Place: In the industry, it is a tricky process that follows a distribution strategy and it takes place online. Technology has played a vital role in the growth of the hospitality and tourism sector. COVID-19 has distorted the sustainability of these businesses and design security. The real value is innovation in marketing and it has obtained a suitable package. This organisation may implement a set up the right strategy of place and influence customer journey (Astuti, 2023). The most essential part has assisted to facilitate the hipsters and provide a good facility in the booking. Place strategy tourism has played a vital role in the marketing mix and the place strategy has outlined the organisation in consumer services. In an attempt to gain market share, consumers have purchased products in different places. This organisation may implement a distribution strategy and helps to propagate the place strategy from the development perspective. 

Promotion: This organisation has focused on relationships through the influence of social media. This organisation can adopt social media and digital marketing. It has assisted to develop product promotion and facilitated business opportunities in a cognitive international market. In tourism, the promotional activity consists to inspire and remind the traveller about an organisation (Xu et al. 2022). It may refer to marketing techniques and employees to spread brand awareness. This organisation may implement digital channels and follow CTV and OTT devices. Different demographic segments have responses that have developed consistently in the marketing effort. Business promotion should be realistic throughout the journey of travellers (Fedoryshyna et al. 2021). Several social media such as Facebook, Twitter, Instagram and Linkedin can be considered. Social media has influenced the organisation in a constructive way, in addition, due to the quality services, mouth-to-mouth advertisement has also taken place and it is most effective to build a sustainable business reputation. 

Recommendation:

[bookmark: _Toc144289473]Management and evaluation of the customer journey based on the channels
Customers' behaviour has changed according to the situation and quality of service and Whitbread Plc is a popular hotel organisation that has to use different marketing strategies to manage its customers' journey and decision-making process. Consumers' journey indicated consumers' feedback and their experience and according to these factors, customers' recommendations about a product or service depend. Price discounts, improvement of services, innovative products, intensive advertisement or promotion, and feedback all these factors have worked as channels to manage and evaluate customers' journeys (Istanti et al. 2020). The popular hotel and restaurant brand Whitbread has to understand consumers' actual state of mind and what customers have wanted from them. Actual state of mind has indicated comfort and good food that every consumer desire from luxurious hotels. At the moment Whitbread will offer Price discounts then customer desires for a popular hotel service has increased and it may be indicated as the desired state of customers. 
Another channel is improvement of service and it will work as a positive impact on customers' decision-making process. This hotel offers their customers customised room decoration-related opportunities along with a 10 to 20% discount on customisation (Whitbread.co.uk, 2023). This kind of service can increase customer satisfaction levels and it can open alternative options for customers, so Whitbread organisation can easily manage their customers by using improvement of service as a channel. 
[image: image3.png]
Figure 2: Factors of consumer’s decision-making process 
(Source: Derived from provided sources)
Innovative products have indicated that they give consumers different kinds of opportunities, for example, most restaurants nowadays also did not provide full vegan dishes and premium quality seafood dishes to their customers (Rodriguez Sanchez et al. 2020). At the moment customers will know about Whitbread multinational hotels and restaurants that can serve them authentic vegan foods and different kinds of seafood according to their choice then this product information can evaluate customers' purchase-related decisions. Consumers may purchase vegan and seafood dishes from the Whitbread multinational hotel without searching for another restaurant. In this way, innovative product ideas can circulate as a channel and help and manage customers to make decisions based on a variety of product availability.

 Fulfilment of the stakeholder expectations 

Stakeholder expectations fulfilment has been responsible for developing the overall business of the company and it helped in better business development of companies. Whitbread has focused on developing better relationships with its stakeholders as there have been various issues presented among stakeholders which are responsible for affecting the overall business of the company. 
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Figure 3: Stakeholder Matrix 
(Source: Self-created)
The above figure reflected that Whitbread has focused on completely satisfied customers and employees and thoroughly managed shareholders and investors. International hotel operators and suppliers have been in regular contact and the needs of the government have been fulfilled by the company. As opined by Heffron and Dodd (2021), corporate social advocacy has been responsible for making a significant impact on the issue awareness of stakeholders and their attitudes. On the other hand, the company has not used proper communication channels for fulfilling the needs of stakeholders and there has not been any regular contact with employees which has been needed. The company has not focused on managing the needs and expectations of suppliers and investors so they sometimes become less interested in supplying and investing in the company. The communication mix needs to be focused on by the company and advertisement and other channels need to be focused on by the company to give proper satisfaction to the employees. 

[bookmark: _Toc144289474]Conclusion 
Based on the above study, it can be concluded that Whitbread faced issues in customer satisfaction as it has failed to target all the segments and give satisfaction to the old age group. Whitbread mainly focused on pricing the rooms and products low to attract customers for attracting lower-income background customers and it needed to focus on better service for the high-class customers to satisfy them. The company has focused on various communication issues and needs to focus on improvement of service and better advertisement as these have been effective communication channels. The company needs to meet all the expectations of the stakeholders so that it can focus on face-to-face and virtual meetings for the development of business. 
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