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Executive Summary
Nowadays, for any organisation especially in the Hospitality industry where brand loyalty plays a pivotal role in driving their success in the evolving business landscape. Therefore, this study aims to evaluate the impact of e-marketing strategies on brand loyalty in the context of Premier Inn Hotel at Wolviston. In addition, numerous existing studies are evaluated for taking insights. To conduct this study, a mixed research method has been employed where secondary data has been used alongside the content data analysis method for analysing collected secondary data that is collected for the secondary sources. In this study case study overview, SOWT, PEST and competitor analyses are used for generating findings.  In discussion part of this study shows that in recent times Premier Inn has used social media, SEO, partnerships, Google ads, and mobile apps as e-marketing strategies to boost brand loyalty. Analysing customer data enhances engagement, while responding to social trends and gathering feedback fosters customer connections that increase repeat business through stronger brand loyalty in Premier Inn which is found in this study. So, it is found that these studies perfectly meet their objectives a question that assists in achieving its aim. Eventually, some recommendations are also given that could help Premier Inn to drive its success in future where this study suggests that Premier Inn company could use of gamification e-marketing strategy, adopt an online loyalty program, influencer marketing on Instagram, increase global presence and increase their training programme that could assist in future to ensure a stable place in the existing industry. 
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Nowadays, the hospitality industry is growing rapidly and to ensure their strong presence in the existing market, organisations within the hospitality industry emphasise enhancing customers' experiences that assist organisations in getting higher brand loyalty from their customers to drive their success (Gontur, Gadi, and Bagobiri, 2022). In this modern era, where advanced use of technology reshapes the approaches of hospitality organisations to increase brand loyalty. In this context where nowadays e-marketing has become pivotal in the aspect of maintaining brand loyalty to ensure the engagement of modern customers with the organisation (Shahid et al., 2022). As per Gilbert (2019), it is found that in the context of modern customers' preferences, 81% of the customers within the organisation waste great digital customer experiences from the hotels. So, in modern times, where E-marketing strategies like online promotions, email marketing, social media marketing and so on can influence hotel organisations like Premier Inn in Wolviston to attract customers by increasing their loyalty (Kharzi, 2022). However, increased privacy concerns could create barriers to using e-marketing strategies by hotel organisations that could lead to decreased brand loyalty for not keeping their customer data safe. Therefore, this study aims to evaluate the impact of e-marketing strategies on brand loyalty in the context of Premier Inn Hotel.
[bookmark: _Toc189920813]Case study overview 
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Figure 1: official logo of Premier Inn.
Source: (Premierinn.com, 2024).
Premier Inn is known as a well-renowned organisation in the UK that offers quality and affordable accommodations to its diverse customers. In the year 1987 where this company was founded by a company named Whitbread when this company was named “Travel Inn” at the beginning which was shown in the Premier Inn Hotel in 2007 (Premierinn.com, 2020). This company is famous for its pleasant customer service throughout its hotels in recent times this company offered more than 800 hotels across the UK and beyond and each of the 77,000 rooms offers the same comfortable accommodation services to its customers (Premierinn.com, 2024). To make the same steps with the modern customer needs and preferences to increase their engagement this company placed in Wolviston equipped with different types of strategies to drive its growth in this modern hotel chain landscape.   
[bookmark: _Toc189920814]Research Aim 
The research aims to analyse the Impact of E-marketing strategies on the Brand loyalty of Premier Inn Hotel. 
[bookmark: _Toc189920815]Research Objectives 
· To identify the E-marketing strategies used by Premier Inn Hotel to increase Brand loyalty.
· To identify the impacts of e-marketing strategies on increasing customer satisfaction at Premier Inn Hotel.
· To evaluate the impacts of the e-marketing strategies on increasing repeat customers at Premier Inn Hotel. 
[bookmark: _Toc189920816]Research Questions 
· Which E-marketing strategies are Premier Inn Hotel currently using?
· How do the E-marketing strategies impact customer satisfaction in Premier Inn Hotel?
· How do the E-marketing strategies help Premier Inn Hotel to gain repeat customers?
[bookmark: _Toc189920817]Rationale 
This study holds great significance as it helps to address the effectiveness of Premier Inn hotel e-marketing strategies in terms of increasing brand loyalty among its customers, Additionally, this study helps to evaluate the way, e-marketing strategy organisation gain its repeat customers which is a key factor to achieve the long-term business success.  Moreover, this study helps to understand the impact of e-marketing strategies on enhancing customer satisfaction by differentiating itself from other competitors. In this modern hotel chain, increasing competition is observed where a lack of understanding regarding the e-marketing significance of enhancing customer satisfaction to have high brand loyalty, and organisational flair to compete with other organisations (Hossain, Kannan and Raman Nair, 2020). Hence, this study fills this void by offering comprehensive insights by evaluating the e-marketing strategies' impact on custom satisfaction to have higher brand loyalty in Premier Inn that can help other organisations within this hospitality industry to get benefits by taking the help of the findings of this study. 
[bookmark: _Toc189920818]Literature Review 
Discussing diverse e-marketing strategies for increased brand loyalty 
A study made by Mokodompit et al., (2023) addressed several e-marketing strategies by evaluating the e-marketing effect on revenue and customer loyalty where this study showed that using e-marketing strategies like email marketing and social media marketing workstations increased their brand value by showing their potential to influence customer to engagement with the company. According to Made et al., (2023), it is found that using popular social media and integrated web for using e-marketing strategies assists the companies in improving their brand image by 45% which further enhances brand awareness among customers identified as a crucial factor in terms of increasing brand loyalty. A study made by Ahmeti and Bajram (2024) used the Technology Acceptance Model to address the impact of consumer satisfaction toward workstations by focusing on e-marketing. 
[image: Technology acceptance model - Wikipedia]
Figure 2: Technology Acceptance model.
Source:(Al-Emran and Shaalan, 2021).
This study took the help of TAM to address the impact of consumer satisfaction toward workstations by focusing on e-marketing where this study showed that the customer seeks perceived usefulness while involved in organisational social media marketing as well as its ease of use of knowing about business services and their quality that help customer to accept the use of technology in e-marketing strategies. This study found that using content marketing by making content with real information to inform customers assists SMEs in gaining increased trust and brand loyalty among customers and helps SME organisations to gather new and retain existing customers. Another study by Celik (2022) showed that e-marketing strategies where influencer marketing plays a crucial role in enhancing brand loyalty because using influencer marketing workstation can increase trust and loyalty among customers by using influencer good image where to believe in influences, followers of the influents showing their higher trust toward that company that increases its brand loyalty by investing with the organisation. A survey conducted on 100 participants by Obeidat et al., (2021) where this study found that 68% of the participants believe that influencer marketing can increase brand loyalty in modern times. 
Discussing the impact of e-marketing strategies on customer satisfaction
Modern days the advanced use of technology rather than the operational activities of organisations especially in terms of attracting customers by enhancing their satisfaction level. A study made by Bader, et al., (2022) stated that e-marketing strategies offer improved customer satisfaction as it helps to offer more tailored and responsive customer journeys that help to increase their satisfaction levels. According to Obeidat et al., (2021), diverse positive impacts are found that accelerate customer satisfaction levels through e-marketing strategies where this study emphasises personalisation facilities in e-marketing that allow to offer of personalised content for branding by considering consumer preferences that help customers feel valued. In addition, another study made by Khandelwal et al., (2018) surveyed 120 participants and it was found that 56% of the participants had high satisfaction levels when found that organisation consider their preferences while marketing their products and services in terms of making online content. As per Gasparin and Slongo (2023), it is found that e-marketings use omnichannel strategies where the use of diverse channels like website, email and social for marketing can help the workstation to increase their engagement where customers can easily connect with the workstation and share their concerns with the organisation and for that customer got higher satisfaction level that further fosters senses of connection and loyalty towards the organisations.  A study made by Hossain et al., (2024) showed that using e-marketing strategies Hilton Hotel in Kuala Lumpur increased by 20% customer satisfaction level where 25% of increased positive reviews found on websites due to analyses that customer data make effective e-marketing to promote organisational products and services. Despite having these positive impacts of the marketing stage on improving customer satisfaction where some critics showed different scenarios. A study made by Grandhi, Patwa and Saleem (2021) showed that due to the use of customers' data for e-marketing where organisations failed to make effective e-marketing as 63% of customers were found to show less trust in companies while passing their data. As the organisation failed to analyse the data to offer personalised marketing to feel customers valued to increase its satisfaction level towards the company. Another study made by Chen and Jai (2019) found that 55% of organisations are at risk of facing data breach problems by using e-marketing strategies that can reduce their brand image as well as reduce customer engagement within organisations for losing trust significantly reduces customer satisfaction level. 
Discussing the role of e-marketing strangers’ role in gaining repeat customers
[bookmark: _Hlk189905875][bookmark: _Hlk189905888][bookmark: _Hlk189906156][bookmark: _Hlk189906387]As per Purnamasari, Rosilawati and Amrina, (2022), it is found that e-marketing strategies play a pivotal role in enhancing any organisation's customer repetition rate. A study made by Anucha (2019) addresses that active engagement with social media with online Q&A, Polls and many other things increases connection with the company and increases retention rate to purchase products or take products from an organisation. To make further development, a study by Obeidat et al. (2021) found that using social media to seek feedback helped Next Plc have a 20% higher customer repetition rate in both online and physical shops by grabbing trust and loyalty. Additionally, another study made by Amarasekara (2021) found that the use of pixel and cookie-based tracking for e-marketing where workstations can retarget customer who shows their interest in products but have not yet purchased products, where providing promotional notifications in email helps organisations grab attention of the customer that further trigger their repeating purchase form the organisation for valuing their interest. As per Ballesteros et al., (2023), it is found that using gamification e-marketing that consists of rewards and interesting challenges increases customer interaction with the workstations and creates a value that increases repeat business where this style shows that using gamification e-marketing that increases Pizza Burg customer repetition rate by 30%. A study made by Joselin et al., (2024) took the help of the Customer Relationship Management Model to showcase the role of e-marketing in enhancing customer engagement.
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Figure 3: Customer relationship model.
Source: (Navarro et al., 2021).
[bookmark: _Hlk189906420]This study shows that the CRM model assists e-marketing strategies to develop processes and impact experiences that enhance customer interaction and increase loyalty which further increases customer repetition rate. Consolidating customer data practice within the CRM model assists e-marketing in delivering tailored content regarding customer preferences that foster trust and strengthen customer loyalty leading to more repeat business that fuels sustained growth and success (Joselin et al., 2024). In terms of addressing the role of e-marketing a study made by Nilufar (2021) found that email marketing automation can help organisations to automatically email to customers not only to inform customers about the organisational services and products but also aid in nurturing a relationship with the customers that further help the organisation to gain repeat engagement of the customer. 
Literature gap 
While several studies explored diver roles of e-marketing in improving brand loyalty there is a notable gap identified for offering less research on conducting on specific e-marketing impact on brand loyalty in the hospitality industry whereas diverse literature like Ahmeti and Bajram (2024) and Ballesteros et al., (2023) focused on other industries to evaluate the impact of e-marketing strategies on brand loyalty. Hence, this study’s findings will bridge the gap by providing insights into the way e-marketing impacts brand loyalty in Premier Inn as well as further help other Hospitality organisations. 
[bookmark: _Toc189920819]Methods 
Research Philosophy 
This study has followed the pragmatism research philosophy while conducting this study. Incorporating pragmatism research philosophy into this study where the most significant benefit that is obtained by this study is flexibility in data analysis as pragmatism research philosophy assists in extracting relevant insights from the secondary sources of the data (Collis and Hussey, 2012). This study also gets the encouragement to consider the concepts that assist this study in bringing out the best findings in terms of evaluating the impact of e-marketing strategies on brand loyalty in Premier Inn hotels. However, other philosophies like interpretivism offer less depth data analysis, so to find out the best outcome from this study pragmatism research philosophy is the most suitable philosophy to be followed (King, 2022). 
Research Approach
Among the several research approaches where this study has used the deductive research approach. Following the dedicated research approach, this study gets the way to focus on the research questions that assist this study in focusing on the target to bring out the best outcome (Bryman, 2008). Moreover, the deductive research approach also aids this study in making comprehensive findings by taking insights from the existing theories and models (Saunders, Lewis and Thornhill, 2012). On the contrary, the inductive research approach targets to develop or establish theories and models in research which is inappropriate in terms of assessing the impact of e-marketing strategies on brand loyalty in Premier Inn hotels (Denscombe, 2010). 
Research strategy
As a research strategy, this study has followed a case study methodological approach. Following the case study methodological approach assists this study to get deep insights about that specified context to bring the best findings (Yin, 2003). Additionally, this research strategy helps this study to focus on the actual context that helps to evaluate real-world problems and make appropriate decisions with the help of findings (Priya, 2021). As this study will use real-world organisations like Premier Inn to evaluate the impact of e-marketing strategies on brand loyalty, this case study methodological approach as a research strategy is more suitable to bring out the best findings to resolve the issue identified by this study. 
Research Method 
When conducting any research, three types of research are observed that are used by the researchers which are qualitative, quantitative and mixed research methods (Cottrell, 2014). In addition, to evaluate the impact of e-marketing strategies on brand loyalty in Premier Hotels this study uses the Mixed research method where both qualitative and quantitative data are used to bring out the best outcome (Marshall, 2015). Mixed research assists this study in uncovering hidden patterns in terms of evaluating the e-marketing strategies on brand loyalty that further enhance the identifying quality of this study as it contains qualitative data (Grbich, 2006). Other research methods like quantitative methods offer descriptive analyses but fail to uncover hidden patterns at the same time which causes lacking of producing the best findings (Veal, 2006). 
Data Collection and Analysis  
A mixed research method has been followed in this study where this study used secondary data. To collect secondary data, this study followed secondary data collection techniques which helped this study to get relevant data to evaluate the impact of e-marketing strategies on brand loyalty in Premier Inn hotels. Using secondary data collection techniques aids in collecting data from various secondary sources like online journals, industry journals, reports, articles and many other sources (Greetham, 2014). As this study focuses on evaluating the impact of e-marketing strategies on brand loyalty in Premier Inn hotels where to bring out the best outcome, this study uses the content data analysis methods as it assists in gaining an in-depth understanding of the subject matter (Vears and Gillam, 2022).  
[bookmark: _Toc189920820]Case Study Hotel Overview and Findings 
[bookmark: _Toc189920821]Case study of Premier Inn
In the UK Hospitality organisation where Premier Inn has a great presence, this company managed a higher brand image by offering high-quality affordable options for accommodation at Wolviston. In the UK, this company has more than 800 hotels that contain 77,000 rooms which helps to meet diverse customer accommodation needs for diverse products like family vacations, business trips and many others (Premierinn.com, 2024). In 2023/24, this company managed to generate three billion births pounds (Statista.com, 2023). The main reason for this company is its location where this company has its hotels near the airport and tourist spots that assist this company to have higher customer engagement in this company. Though this company has a great presence in the UK region a limited global presence is found where this company has services in Germany and Ireland except the UK. 
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Figure 4: BSI Score Rating of Premier Inn.
Source: (Hdeexpo.com, 2020).
It is found that among the organisations where Premier Inn holds a higher brand strength index (BSI) of 89.1 from 100, this company reached the first position among other companies (Hdeexpo.com, 2020). To ensure that stable position in the UK this company take the help of different technologies and this company is popular for investing more in increasing their e-meeting stages to get higher customer attraction and increase engagement by enhancing brand loyalty. A notable e-marketing strategy by collaborating with popular celebrity “Lenny Henry” to make funny ads on numbers on digital channels like YouTube, social media and many more where Lenny Henry's presence of humour makes ads more enjoyable and attractable for customers that keep in customer mind for the long term that trigger a customer to engage with Premier Inn that fosters connectivity and brand loyalty (Campaignlive.co.uk, 2021). Eventually, preemie used different marketing strategies like Google ads and it was found that using Google Ads helped Premier Inn capture 40% of new customers (Thinkwithgoogle.com, 2023).
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Table 1: SWOT Analysis OF Premier Inn
	Strengths
	Weakness

	· A strong presence in the UK Hospitality industry by offering more affordable accommodation to customers is the core strength of Premier Inn (Statista.com, 2022).
· A high presence in a digital setting helps this company to ensure higher visibility and engagement with the customers (Rahman, 2021).
· Strong brand image that a core strength of this company where the company received Business Travel awards in 2024 (Premierinn.com, 2024). 
· Increasing the implementation of technology to enhance customer experience helps this company to secure higher customer engagement which is another core strength of this company. 
· User user-friendly online booking system by both mobile app and website is another core strength that helps this company to enhance customer convince that also helps to use as promotional activities to increase connection with the customer to accelerate brand loyalty (Premierinn.com, 2023). 
	· Though this company has a great presence in the UK, this company has less presence globally.
· Higher dependence on the UK market where facing challenges situation in that region puts Premier Inn in a vulnerable position (Premierinn.com, 2024). 
· Limited differences in the competitive market pose a threat for this company to compete with other in-budget hotel chains. 
· Lack of utilisation of loyalty programs both online and physical (Premierinn.com, 2022).

	Opportunities
	Threats

	· This company has a great opportunity to expand its global presence to grab broader ardencies (Osum.com, 2024). 
· This company has a great opportunity to differentiate itself by investing in digital technology to enhance its e-marketing strategies to differentiate itself from other hotel companies in the existing hospitality industry. 
· Implementing green initiatives across all countries may offer great opportunities to enhance its brand image to attract eco-conscious customers (S.N. et al., 2024). 
	· Intense competition in the hospitality industry may pose a threat to Premier Inn's smooth operating business in the existing industry (Alphun, Sainaghi and Turker, 2024).
· The economic downturn situation may also pose a threat to reducing customer engagement as well as increase operational costs which will hinder investing in technology to effectively use e-marketing strategies (Khalil et al., 2024).
· Changing legal requirements by the government may lead to this company maintaining legal requirements strictly which will increase its overall cost. 


[bookmark: _Toc189920823]PEST Analysis 
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Figure 5: PEST analysis.
Source: (Olsen and Zhao, 2021).
Political
To operate the business in the hospitality industry where political factor has a significant impact in the context of Premier Inn. Political unrest triggers the government to change regulations which both positively and negatively impacts the operation of Premier Inn.  For Brexit where changing regulations to utilise data on EU country's customers hindered Premier Inn from offering personalised content to make connections with customers in Germany as a result after creating the Brexit issue, Premier Inn hotel failed to increase their customer engagement hinders ensuring higher brand loyalty (George, 2021). On the contrary favourable government policies and regulations in the UK enable Primer Inn to enhance e-marketing efforts that assist this company in reaching a broader area and promote brand salsa which helps this company to get higher comported advantages in the evolving competitive landscape.  Moreover, changing corporate tax in the hospitality sector significantly put significant stars in operating the best in the UK where a study made by Ette (2024) stated that increasing the complete rate tax can decrease consumer confidence and make it difficult for hospitality organisations.
Economic 
Economic factors are another crucial factor that impacts Premier Inn.  Good economic conditions like increased GDP help to increase customer purchasing behaviour as well as help Premier Inn to minimise its operational costs that significantly impact its revenue.  
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Figure 6: UK GDP Growth.
Source: (Ons.gov.uk, 2024).
In the UK where a 0.4 % increase in GDP is observed in the second quarter of 2024 which means that the economic condition is stable and customers show their willingness to purchase Premiere Inn accommodation services (Ons.gov.uk, 2024). Good economic conditions trigger Premier Inn to have an 82.2% room occupancy rate which positively impacts its revenue this commonly leads the way to invest more in its e-marketing strategies to engage more customer base (Statista.com, 2024). Additionally, an economic downturn situation can reverse this situation for the Premier Inn where an increased inflation rate can result in increased operation costs or increased price of accommodation products for purchasing from suppliers. 
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Figure 7: UK inflation rate.
Source: (Francis-Devine et al., 2024).
For instance, in the COVID-19 pandemic where the UK faced an 11.1% increased inflation rate in October 2022 which not only increased Premier Inn operation costs but also increased customer living costs that reduced their purchasing power (Francis-Devine et al., 2024). As a result, Premier Inn fails to grab the attention of the customers through their e-marketing strategies. 
Social 
To ensure a stable position in the most evolving hospitality industry where social factors need to be considered by this organisation. Meeting customer preferences and trends can help this company to retain higher customer engagement.   
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Figure 8: Overview of social media use.
Source: (Smith, 2023).
In addition, in recent times, it was found that in the UK where 84.45 of the total population used social media (Smith, 2023).  To meet this social trend where this company use different marketing strategies like using social media to make personalised content to get higher connections with customers that help to foster strong emotional connections with customers and enhance their brand loyalty. On contest failed to meet social trends where Premier Inn can face difficulties in ensuring the engagement of its customers. For instance. Raising health awareness among guests where Premier Inn faced controversies for failing to meet these trends which eroded guests' trust and loyalty as well as reduced its customer repetition rate. For example, Premier Inn faced controversies for using guest towels to clean the bathroom which was shown as inappropriate to health-conscious guests and failed to grab the attention of the guests negatively impacting its reception rate (Newton, 2018). 
Technology 
In the context of Premier Inn where technological factors play a pivotal role. Adopting technology by Premier Inn where Premier Inn can enhance their guests' satisfaction level by offering to provide a digital booking system by developing their website and mobile app which helps users to book rooms and easily check and checkout process that helps to enhance customer satisfaction level and enhance the brand loyalty (Premierinn.com, 2023). Additionally, utilize a technology in e-marketing where Premier Inn can increase the reach of a vast customer base that enhances their booking rate where it is found that the room occupancy rate of Premier Inn is 82.2% (Statista.com, 2024). Similarly, using technology for marketing like using social media, email and SEO helps to make the connection with the customers that fosters trust and loyalty. It is found that by using an online survey using digital channels where Premier Inn get custom feedback which helps the company to make positive intentions and help the customers to feel valued fostering trust and brand loyalty that further enhances the retention rate. 
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Figure 9: Ad awareness rating of Premier Inn.
Source: (Bansal, 2024).
For significant use of technology in their e-marketing strategies where it was found that in the year 2024, Premier Inn got a 22.5% brand awareness score which indicates that guests of the Premier Inn showed their ads daily that increase brand awareness and brand loyalty (Bansal, 2024). Furthermore, advanced technology like data analysis tools helps this company to make effective e-marketing strategies like the use of customer data to create digital content and ads that assist Premier Inn to make higher customer intention as customers feel a sense of belonging by finding their preferences got prioritised. From a report, it is found that for offering personalised preferences to make ads, this company can manage 40% higher customers through Google ads (Thinkwithgoogle.com, 2023). 
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Figure 10: Competitor Analysis.
Source: Inspired by Ye et al., (2020).
According to the upper competitor analysis based on the price and quality, numerous Hotel organisations offer competition to Premium Inn. Based on the higher quality and higher price based on the upper Competitor analyses it is found that Hilton, Quality and Best Westen are offering luxury accommodation services that use premium pricing as well as offer a higher quality of accommodation services to their consumers. To increase brand awareness about increase customer engagement these organisations use different e-marketing marketing strategies to show their premiere accommodation services to attract customers who love to take premiere services. In addition, these companies use social media like Facebook and Instagram to post their luxurious room pictures to grab attention which effectively gets the attention of customers who seek premier services are targeted and these customers show their willingness to pay more for premium services (Harif, Nawaz and Hameed, 2022). For instance, the context of Hilton where it is found that is a five-star hotel that uses brand ambassadors to promote its brand image through the use of digital channels, this company manage to ensure connectivity with customers who prefer premium quality accommodation services (Hiltongrandvacations.com, 2024). From competitor analysis, it is found that Premier Inn offers a competitive price to attract budget-friendly guests who want to get high-quality services at a reasonable price. With high-quality decoration and diverse services, the hotel helps budget-friendly guests get high-quality accommodation services. To make the engagement with its customers this company uses diverse e-marketing strategies like an online feedback system about services and prices which help this company to achieve higher credibility with customers increase repeat business as well and increase brand awareness among new customers by differentiating itself from its competitor (Osum.com, 2024). Similarly, Holiday Inn hotels offer quality ad prices that directly compete with Premier Inn. On the contrary, Hall Marek Hotel offers high prices for its accommodations and this company failed to offer high-quality service to its customers which reason this company faced lower customer engagement. Eventually, Travelodge and EasyHotel are found to offer lower prices but offer a high quality of services compared to their price ranges. As a result, from the competition analysis, it is observed that Premier Inn has direct competition with Holiday Inn for the same price and same quality offering.  
[bookmark: _Toc189920825]Discussion 
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As a renowned organisation in the hotel chain where Premier Inn wants to capture a diverse range of customers to drive its success. In recent times, this company has focused on adopting e-marketing strategies that help to connect with the customers to have increased awareness and loyalty. Evaluating several studies where found that based on the Technology Acceptance Models Ahmeti and Bajram (2024), highlighted that customer seeks perceived usefulness while involved in organisational social media marketing as well as its ease of use of knowing about business services and their quality that helps customers to accept the use of technology in e-marketing strategies. Similarly, Premier Inn gets knowledge about the usefulness of using e-marketing strategies based on its customer perception of its perceived usefulness and ease of use to enhance brand loyalty among its customers. Additionally, from the SWOT analysis of this company, it is found that this company has great strength in investing in implementing technology to ensure smooth customer experiences where this investment allows Premier Iin to effectively utilise different e-marketing strategies to increase brand awareness to increase its booking rate. Based on the findings from the PEST analysis where in terms of addressing the impact of social factors it is found that 84.45 of the total population used social media (Smith, 2023).  To grab the trend where this company used social media as a channel in e-marketing strategies to make a strong connection with the customer. Additionally, it is found that this company helped Henry to promote funny content on social media and YouTube that keeps in customers' minds for the long term and trigger a customer to engage with Premier Inn which fosters connectivity and brand loyalty. Simultaneous, in the aspect of technological factors where it is found that the use of online surveys through digital channels as e-marketing strategies assists Premier Inn in enhancing customer perceived value by getting a chance to provide feedback which increases their connectivity towards the company results in the company managed to get 82.2% guest occupancy rate for enhance brand loyalty (Statista.com, 2024). For the above finding, it is also found that the Premier Inn mobile app and website offer a convenient booking system where through the use of these channels, this company offers promotional offerings notifications that increase the connection with customers by consistently remembering the brand name that enhances brand awareness and loyalty. Another e-marketing strategy is found based on the upper findings while highlighting a case study where it is found that Premier Inn used Google to make personalised ads and content by assessing guest preferences and needs for promoting their brand image where according to Thinkwithgoogle.com, (2023), it is found that this company managed to get a 40% increase customer engagement by enhancing their brand awareness. So, based on the discussion it is observed that, currently, Premier Inn uses social media to share personalised content to increase brand loyalty as well as collaboration with celebrities like Lenny Henry to make advertisement of its services on diverse digital channels like YouTube and social media (Campaignlive.co.uk, 2021). Simultaneously. It is also observed that currently, Google ads as well as mobile apps and websites are used by this company to ensure consistence engagement with their customer to increase brand loyalty. Hence, by discussing it is found that this discussion meets that first objective and research question properly. 
[bookmark: _Toc189920827]Discussing the way e-marketing impacts enhancing customer satisfaction in Premier Inn hotel
From the above findings where it is found that Premier Inn has adopted several e-marketing strategies that assist this company in many ways to enhance its customer satisfaction level and further enhance its brand loyalty. By evaluating several existing studies where Mokodompit et al. (2023) highlighted that social media and email marketing have significantly boosted brand value and increased customer engagement. In the context of Premier Inn this company has also adopted similar e-marketing strategies like using Google ads to retain and capture customers where it is found that this company managed to get 40% high customer engagement via Google Ads according to Thinkwithgoogle.com, (2023). Additionally, from the above findings, it is also observed that collaborating with Lenny Henry to make funny promotional content using various channels in social media and YouTube has proven effective e-marketing strategies that create more memorable and engaging advertisements that strengthen brand image to enhance customer engagement. As Made et al.., (2023) where the study found social media improved brand awareness which perfectly aligns with Premier Inn's digital presence. From the findings according to PEST analysis, Premier Inn got a 22.5% brand awareness score which indicates that guests of the Premier Inn showed their ads daily increasing brand awareness and brand loyalty (Bansal, 2024). According to Hossain et al., (2024) where it is found that where 25% of increased positive reviews were found on websites due to analyses that customer data make effective e-marketing to promote organisational products and services where form according to SWOT analysis is found that implementing advanced technology helped Premier Inn to analyses customer data to tailor marketing content online that enhance customer interaction and increase their engagement. Moreover, as per the findings of Obeidat et al.., (2021) social media feedback collection helps to increase customer retention rate. According to the PEST analysis of Premier Inn, it is found that Premier Inn has adopted the survey mechanism by using various digital channels that help customers to offer feedback that creates a sense of belonging among customers which increases their engagement with this company. However, Data security concerns continue to present a significant challenge. Grandhi, Patwa, and Saleem (2021) discovered that 63% of customers lack trust in companies regarding the misuse of their data. Similarly, Chen and Jai (2019) highlighted that data breaches can severely impact brand reputation and customer trust. While Premier Inn benefits from personalized marketing, the company needs to address these concerns by implementing strong data protection measures and maintaining transparent communication about how customer data is utilized. Also, it is found from the findings from the PEST analysis that Premier Inn hotel faced criticism for not maintaining the social trend of conscious guests creating a negative image of the guests where for that reason customers especially health-conscious guests engaging with this company hinder this company from utilize e-marketing strategy effectively to ensure customer engagement. Furthermore, 84.45% of the UK population actively engages with social media according to Smith (2023) where Premier Inn has capitalized on this trend through targeted digital marketing efforts, effectively nurturing customer relationships. Moreover, increased implementation of technology has further strengthened Premier Inn’s digital strategy where it is found that this company achieved an ad awareness score of 22.5% highlighting the success of its e-marketing initiatives in boosting brand recognition and enhancing customer satisfaction (Bansal, 2024). According to the findings from the competitor analyses is observed that based on the price and quality of accommodation services Premier Inn offer the best quality of accommodation services at reasonable prices to grab the attention of budget-friendly guests whereas Holiday Inn offers similar facilities at similar prices whereas to make differentiation Premier Inn use e-marketing absterges that help this county to the differential item to grab higher customer engagement form Holiday Inn to drive its success in the existing industry. In this aspect also from the founding of PEST, it is found that due to having good economic conditions for 0.4% increased GDP Premier Inn can generate higher booking sales that help to invest money to adopt e-marketing strategies like collaborating with a celebrity like Lenny Henry that assist this company to differentiate itself from Holiday Inn where based on that Statista.com, (2024) it is found that Premier Inn able to grab 82.2 room occupancy rate that indicate higher guest engagement in this company. Hence, from the above discussion, it can be stated that adopting marketing stages has a great impact on enhancing customer management in Premier Inn where this discussion perfectly meets the second objective and research question. 
[bookmark: _Toc189920828]Discussing the way e-marketing strategies help Premier Inn Hotel to gain repeat customers
Adopting different e-marketing strategies offers great assistance to Premier Inn to get repeat customers to drive its success in the competitive Hospitality industry. In terms of evaluating different existing literature where a study made by Anucha (2019) highlighted that online Q&A and Polls in social media to get feedback can increase customer engagement as well as increase the connection with the customer which plays a major factor in increasing customer repetition rate. In Premier Inn where similar strategies have been followed, using surveys in online channels, especially in social media enhances its connection with its customers and increases trust and loyalty to offer a sense of belonging by seeking their feedback that triggers customers to repeatedly purchase accommodation services from this company. As a result of Hdeexpo.com (2020), it is found that Premier Inn holds a higher brand strength index (BSI) of 89.1 from 100. Additionally, as per Ballesteros et al., (2023), it is observed that gamification e-marketing strategies are other crucial factors that increase the customer reputation rate due to offering rewards and challenges that significantly impact customer repetition rate in modern times where based on the upper findings form the PEST analysis of Premier Inn where Premier Inn focused on a digital media channel like social media and email as well as SEO to increase customer retention rate through e-marketing strategies where no evidence is found regarding the use of gamification e-marketing strategies by Premier Inn. According to the Customer Relationship Model where study made by Joselin et al., (2024) highlighted that consolidating customer data practice with the help of the CRM model assists e-marketing in delivering tailored content regarding customer preferences that foster trust and strengthens customer loyalty leading to more repeat business that fuels sustained growth and success. Based on Premier Inn's strength from SWOT analysis where its use of friendly online booking and mobile apps and websites to collect customer data to analyse their preference assists this company in sending promotional messaging like offering help to attract customers that trigger repeat purchases through its mobile app and website (Premierinn.com, 2023). Simultaneously. Using technology in marketing like SEO to show the search of its brand name at the top by assessing customer keyword search patterns that assist the company in grabbing the attention of customers further accelerating the repeat business in Premier Inn.   According to findings from the Political factor from PEST where changing corporate tax puts strain on Premier Inn to invest in making effective e-marketing strategies like creating personalised content which can hinder Premier Inn from grabbing repeated customers in their organisations. Simultaneously, from the economic factor of PEST analysis where the increased living cost of customers for an increased inflation rate decreases confidence to purchase accommodation services for this company hinders effectively grabbing the desired customers in an economic downturn situation. Furthermore, from the competitor analysis, it is found that Holiday Inn acts as Premier Inn according to price and quality where to ensure difference, Premier Inn considered social trends. Based on findings from the PEST analysis, whereas based on Smith, (2023) 84.45% of the UK population used social media and to meet this social trend Premier Inn used this trend to make personalised marketing content or advertisements in social media like making advertisement with Lenny Henry that help this company to easily connect with the customer that not only increases their eigengenes but also increase their loyalty towards the company (Campaignlive.co.uk, 2021). Hence, based on the upper discussion it is found that the e-marketing strategies assist a lot to Premier Inn to get higher report customers to drive success where from this discussion it can be stated that it meets the study's third objective and question perfectly. 
[bookmark: _Toc189920829]Conclusion And Recommendation
[bookmark: _Toc189920830]Conclusions 
To sum up, this study aims to analyse the Impact of E-marketing strategies on the Brand loyalty of Premier Inn Hotel. In addition, from this study where it is found that this study evaluates different studies existing to enrich knowledge to meet its research objectives and questions. This study shows that this study has followed mixed research methods as well as pragmatism research philosophies, deductive research approaches and case study methodical approach as a research strategy. This study uses secondary data and the use of content data analysis method. From the case study and findings, this study showed that this company collaborated with celebrities and helped to build that connection with customers as well in recent times this company has had higher brand strength. From the decision, it is found that, Currently, Premier Inn uses social media, SEO, collaboration with celebrities, Google ads as well as its own mobile apps and websites as marketing strategies to increase brand loyalty. Moreover, from this study, it is found that analysing customer data to tailor marketing content in digital channels enhances customer interaction and engagement in Premier Inn. Eventually, meeting social trends like conducting surveys in digital channels to seek feedback that fosters a sense of belonging and helps to make connections with the customer increases its repetition rate due to higher brand loyalty. Hence, this study perfectly meets its aim by generating findings that align perfectly with its objectives and questions. 
[bookmark: _Toc189920831]Recommendations 
Use of gamification e-marketing strategy
Premier Inn company may use gamification e-marketing strategies through using its website and mobile app by rewarding and offering challenges that could assist in grabbing the attention of new customers as well as extend relations with the existing customers which not only increases its brand loyalty but also increase its customer relation rate that may help to position itself in stable place (Ballesteros et al., 2023). Using this gamification as an e-marketing strategy could also help Premier Inn to ensure higher brand recognition and help to ensure high guest engagement where by getting offerings and rewards, the customer could purchase their accommodation service repeatedly. 
Adopting an online loyalty program
This company may use of loyalty program online. Incorporating a loyalty program using online channels like a point system where points can be redeemed for gift cards or other offerings could assist this company to have a higher chance of increasing repeat business not only improving its revenue to position itself in a stable place but also aiding this company to have higher brand loyalty that will boost its customer retention rate (Chen, Mandler and Meyer-Waarden, 2021). Moreover, by adopting a loyalty program by the Premier Inn where this company may get the benefit of reducing its costs while adopting e-marketing strategies for customer acquisition and will get competitive advantages. 
Adopting influencer marketing on Instagram 
To enhance brand loyalty and customer engagement to increase revenue where Premier Inn may use influencer marketing on Instagram which could help this company to have a higher customer retention rate through influencers. In modern times where customers share their trust to get reviews from others as a result, in that case, influencers play a major contributor in increasing brand loyalty which will assist this company in getting trust from its customers as well Premier Inn will also get the chance to turn influencer followers into dedicated customers who will show higher trust and loyalty by believing mouth of information for that influencer on Instagram (Vrontis et al., 2021). 
Increased global presence
 As for the above, it is found that Premier Inn has immense in the UK single market with fewer press in the global market. In this globalised world to position sites in stable places in the existing hospitality industry workstations like Premier Inn need to expand their praise globally. In addition, Premier Inn may increase its presence globally and this company may use geographical expansion to increase its presence which will reduce its single-market dependency (Kumar, et al., 2022). Additionally, by increasing its global percentage the company may get the opportunity to make new paths for revenue stems which will help this company to have a higher chance to increase its pace in the existing workstations in the global hospitality industry. 
Increasing training programme
Premier Inn may enhance its training programme when the company can skill up its employees where an employee of the company will be skilled by increasing their competencies which will help this company to tile its e-marketing strategies to increase customer engagement as well as enhance its brand loyalty.  Offering a training programme could help employees of this company to get their path to improve their weaknesses and introduce themselves as skilled professionals in the existing industry which will boost their confidence and trigger them to put their best effort into adopting effective and innovative e-marketing sturgeons to drive Success of the Premier Inn (Arwab et al., 2022). 
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