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Abstract
Customer experience of guest experience in hospitality means the holistic engagement of hotel’s guests or customers’ affective, social, cognitive, physical, and emotional feelings as they interact with the services, the brand, or the brand’s products. The research aims to investigate the guest experience in the hospitality industry. The study aimed to understand Premier Inn Stoke-on-Trent’s hotel’s activities and in-itiatives that enhance guest experience. The research approach for the placement project will be the secondary qualitative research approach. The study reviewed the information on the websites, the commentaries, the online reviews, and commentaries across social media platforms to deduce Premier Inn Stoke-on-Trent’s efforts towards understanding their efforts in improving guest experience. The findings indicate that Premier Inn Stoke-on-Trent’s central location in the heart of Stoke-on-Trent, cost-effective prices, and different types of in-room amenities enhance guest’s experience. Premier Inn Stoke-on-Trent needs to expand its wings to global spaces, improve its sustainability efforts, and incorporate smart technologies to enhance guest experience.
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[bookmark: _Toc190794970]Introduction
Customer experience of guest experience in hospitality means the holistic engagement of hotel’s guests or customers’ affective, social, cognitive, physical, and emotional feelings as they interact with the services, the brand, or the brand’s products. Hotels providing lodging and accommodation services have a huge role and tasks in ensuring customers’ experience are optimised. Optimisation of customer experience is important because it leads to customer satisfaction which in turn leads to guest loyalty (Rehman et al., 2022). Customer satisfaction is an important aspect of hospitality management because it improves organisational performance and helps the hotel maintain a competitive advantage. In the placement project, the aim is to investigate how hotels can enhance guest experience. Premier Inn is owned by Whitbread PLC and is one of the largest hotel chains in the UK. In the UK, Premier Inn has over 850 hotels which boast over 85,000 rooms. The UK’s brand expanding into Germany with over 59 hotels (Whitbread PLC, 2024). In 2023, Premier Inn brought in £2,960m in revenue and an annual operating cash flow of £787m. Premier Inn’s strategy is “to provide quality, affordable hotel rooms to our guests, to help them to live and work well and to positively impact the world around us” (Whitbread PLC, 2024, p. 59).  Whitbread has several brands under its umbrella. Some of its brands are Premier Inn, hub by Premier Inn, ZIP by Premier Inn, Brewers Fayre, Beefeater, Bar + Block, Cookhouse +Pub, Thyme and Table Table. Premier Inn focuses on being a budget hotel for its standard rooms that ensure quality and guest comfort. Premium Inn has adventure breaks with hotels in Cornwall, Cheshire, Kent, New Forest, Telford, and Dorset (Whitbread PLC, 2024). Also, it has city entry stays in top locations such as Cardiff, Leeds, Sheffield, Birmingham, Manchester, and Nottingham. It has hidden gems in locations such as Stoke-on-Trent, Essex, Glasgow, Shrewsbury, and Kent. Finally, it has different coast gateways in the Isles of Wight, Dorset, Cardiff, and Devon (Whitbread PLC, 2024). In Staffordshire, Premier Inn has several locations in Stoke-on-Trent such as Stoke-On-Trent (Hanley), Stoke/Trentham Gardens, and Newcastle Under Lyme. For my placement service, I was attached to Premier Inn Stoke on Trent Hanley.
[bookmark: _Toc190794971]Literature Review
Improving guest experience in hotels is an uphill task that can be achieved by numerous strategies. There are numerous approaches to enhance guest experience in hotels. Strategies such as customised experiences, hygiene and cleanliness of the hotel, and in-room amenities are predictors of positive guest experiences. Positive guest experience is important to organisations because it enhances the reputation of the hotel, improves the satisfaction of guests increases the chances of revisiting, and ensures the hotel's competitiveness and performance (Kim and Han, 2022).
[bookmark: _Toc190794972]Hygiene and Cleanliness
One of the most understudied yet integral aspects of ensuring guests' experience during their stay in a hotel is keeping good standards of hygiene. Loncar and Cerovic (2022) highlight that paying close attention to room attributes plays an integral role in ensuring a positive guest experience. There is a positive correlation between service quality and customer satisfaction. Loncar and Cerovic (2022) note that the cleanliness of the hotel was related to the quality of services in the hotel. Vos et al. (2019) highlight when it comes to hotel cleanliness it boils down to six areas. These include the cleanliness of the staff, uncluttered spaces, well-maintained and clean environments, and fresh and smooth aspects. Moreover, cleanliness, sanitation, and hygiene were closely tied to the selling points of the hotel because they guarantee guests' safety and health during their lodging. Moreover, Sharma and Kaushik (2021) highlight that housekeeping is one of the most important aspects of hospitality that ensures guest experience. Housekeeping is involved in ensuring high standards of hygiene and sanitation which increases the confidence of hotel guests during their stay. Thus hotels should be upheld Premier Inn is owned by Whitbread PLC and is one of the largest hotel chains in the UK. In the UK, Premier Inn has over 850 hotels which boast over 85,000 rooms. The UK’s brand expanding into Germany with over 59 hotels (Whitbread PLC, 2024). In 2023, Premier Inn brought in £2,960m in revenue and an annual operating cash flow of £787m. Premier Inn’s strategy is “to provide quality, affordable hotel rooms to our guests, to help them to live and work well and to positively impact the world around us” (Whitbread PLC, 2024, p. 59).  Whitbread has several brands under its umbrella. Some of its brands are Premier Inn, hub by Premier Inn, ZIP by Premier Inn, Brewers Fayre, [image: ]Beefeater, Bar + Block, Cookhouse +Pub, Thyme and Table Table. Premier Inn focuses on being a budget hotel for its standard rooms that ensure quality and guest comfort. Premium Inn has adventure breaks with hotels in Cornwall, Cheshire, Kent, New Forest, Telford, and Dorset (Whitbread PLC, 2024). Also, it has city entry stays in top locations such as Cardiff, Leeds, Sheffield, Birmingham, Manchester, and Nottingham. It has hidden gems in locations such as Stoke-on-Trent, Essex, Glasgow, Shrewsbury, and Kent. Finally, it has different coast gateways in the Isles of Wight, Dorset, Cardiff, and Devon (Whitbread PLC, 2024). In Staffordshire, Premier Inn has several locations in Stoke-on-Trent such as Stoke-On-Trent (Hanley), Stoke/Trentham Gardens, and Newcastle Under Lyme. For my placement service, I was attached to Premier Inn Stoke on Trent Hanley. Figure 1 Stoke-on-Trent Standard Room (Source: Premier Inn website)

Integrate hygiene, sanitation, and cleaning into the Standard Operating Procedures and workplace protocols. Therefore, Sharma and Kaushik (2021) highlight that after checking out guests, hotel rooms should be left vacant with open windows to allow fresh air into the rooms. Also, the standard operating procedures should ensure that high touch points are effectively cleaned such as linen, working tables, toilets, remotes, and key cards. On this note, Park et al. (2017) highlight that some of the daily cleaning touch points are dumping trash, waste disposal, cleaning the bathroom, striping and spreading the beds, and wiping down and dusting the rooms.
[bookmark: _Toc190794973]Hotel’s In-Room Amenities
Hotel’s In-Room Amenities play a significant role in ensuring improved guest experience. Kim and Han (2022) highlight that in-room amenities such as protective, food and beverage, and sensory amenities play a huge role in ensuring guest satisfaction and well-being. In-room amenities are the extra service or product offerings that provide complementary services to the guests, At the start, hotels started by providing toiletries such as soap and tissues and these were huge game changes in ensuring guest experience. However, in today’s competitive hotel landscape, hotels provide more in-room amenities for their clients. Kim and Han (2022) note that some of these wide-range amenities include interior furniture, slippers, robes, minibars, sofas,  coffee and tea machines, and numerous other assortments. All et al. (2023) highlight that guestroom furnishing, layout, and lighting affected guest satisfaction. Monsanto (2021) notes that branded in-room amenities improve the customer’s willingness to pay and improve the perceived sense of quality. Moreover, these are the perceptions that high-end hotel brands should provide in-room amenities which increases the expectations of guests towards these amenities. Monsanto (2021) confirms that the hotel’s in-room amenities improve guest perception of the hotel. Gupta and Dixit (2022) found that hotel Wi-Fi was the most useful in-room amenity that was preferred by customers while stationery items were the least requested or useful material Further, Gupta and Dixit (2022) confirm that luxury branded in-room amenities influenced customer willingness to pay premium prices for hotels. Finally, they found that in-room amenities signified guests' staying intentions and hotel selection. Heo and Hyun (2015) found similar findings that Wi-Fi was the most effective luxury item that influenced guests' willingness to pay. These findings indicate that with luxury branded amenities, guests were more willing to pay extra costs to be upgraded to these luxury expensive rooms. 
[bookmark: _Toc190794974]Personalized Services
 Zhang (2018) highlights that personalized services to hotel customers are one of the most vital aspects of improving customer experience in hospitality. Hotels need to focus on providing customized and personalized services and products to the consumers which improve competitive advantage and guest experience. Hotels providing personalized services such as wishing customers happy birthdays and baking them special cakes with their names imprinted on the cases make the guests feel truly valued and cared for thus improving the image of the hotel.  Lei et al. (2025) highlight that providing personalized services in the customer journey during their stay requires a “human touch.” Historically, hotels have always provided personalized services to customers such as greetings and friendly staff but that is slowly shifting as organisations continue to leverage technologies. While physical personalized experiences that are emotive such as respect, care, and empathy appear to decline due to the unavoidable implementation of technologies, these technologies are increasingly being developed to improve customer experience. Lei et al. (2025) note that the next logical step in incorporating technology in hospitality is to “humanize” technologies to enhance customer services. Today, hotels are leveraging technologies and artificial intelligence to provide enhanced customer services from online bookings to self-check-out options. Peng and Zhang (2020) highlight that perceived expectations of guests' experience when using technology and AI are enhancing service quality it should meet the threshold for tangibles, empathy, reliability, assurance, and responsiveness.  Wang (2023) explores the extent AI technologies have been incorporated to provide guests with personalized experiences. Major hotel chains such as InterContinental, Hilton, and Marriott have leveraged technologies and AI applications that enhance guest experience by providing personalized recommendations. Some of these technologies include mobile applications that are AI-powered and enhance online booking by providing personalized recommendations for customers. Today, guests can have access to voice assistants that are driven by AI to provide customers with tailored responses and recommendations. AI technologies are leveraged in smart hotels to control room lighting, temperature, and other amenities from customer-acquired data. Today, customers can manage itineraries and reservations remotely, customize their room keys, and check in remotely. Finally, Guetal (2024) highlights that many hotels today are adopting VR and augmented reality technologies that allow guests to visit the facility remotely before arriving to see if it’s a good fit.
[bookmark: _Toc190794975]Methodology
The research approach for the placement project will be the secondary qualitative research method. The secondary approach methodology is effective in gathering information where primary data collection and analysis cannot be possible. The secondary qualitative research approach will gather related information that answers the research purpose of “hotel’s efforts to enhance guest experience and satisfaction.” Cheong et al. (2023) provide a guideline in which the research will apply the pragmatic research philosophy. The pragmatic research philosophy provides a lot of flexibility in combining different approaches to allow a great degree of practicality. This is important because my research will be informed by my observations during the placement period. Since the collected data will be qualitative, the pragmatic approach provides more relaxed and flexible data eligibility criteria which is helpful when collecting secondary data. In addition, the pragmatism approach is important because I will be employing a narrative approach in understanding the different hotel's activities and initiatives to enhance guests' experience thus allowing for the interpretation of personal observations from the placement. For the secondary data analysis, the research will collect data from pre-existing and appropriate research. The secondary data will be collected from reputable academic databases, and reputable government and food and hotelier journals. To gain recent changes and hotel activities, data from reputable mainstream and food newspapers will be included. The benefits of secondary data are that they have minimal downside as they aren’t restricted to stringent legal and ethical considerations. On the negative side, they might be limited in data quality which will be addressed using quality appraisal. In addition, I shall employ a non-tracking search engine that is Google to minimise selection bias. Based on my research question: “What hotel’s activities and initiatives enhance guest experience and satisfaction?” I will develop keywords such as “hotel’s activities,” “guest satisfaction,” and “guest experience.” Then, I will come up with different synonyms for these keywords such as “restaurant activities,” “hospitality,” “customer experience” and “customer satisfaction,” which I will use to search articles on academic databases. I will use the Boolean operators AND and OR to filter my search and obtain articles that will meet my inclusion criteria. After obtaining all this information, I will filter my articles based on my inclusion criteria which are articles no older than five years, published in English, and relevant to the topic under investigation. In addition, I will collect information from my observations during my placement. The observation will be on the hotel's activities and initiatives that improve guest satisfaction. Also, based on my experience during my placement, I will state my observations on what guest's expectations are towards exceptional experience. The qualitative data will be analysed alongside secondary data collected from academic databases using thematic analysis. I will do my analysis using thematic analysis to identify patterns in my data. The study conducted a netnography in which I scoured the internet especially social media pages, company websites, and travel advisory websites to gain more information about Premier Inn Stoke-on-Trent. The study reviewed the information on the websites, the commentaries, the online reviews, and commentaries across social media platforms to deduce Premier Inn Stoke-on-Trent’s efforts towards understanding their efforts in improving guest experience. After extracting information from all these sources, that is, scholarly articles, netnography studies, and secondary sources, the data will be analysed against previously published articles to corroborate the findings.
[bookmark: _Toc190794976]Case Study of the Hotel
[bookmark: _Toc190794977]Premier Inn Stoke-on-Trent (Hanley) 
[image: ]I was attached to Premier Inn Stoke-on-Trent (Hanley) which is located in Staffordshire. The hotel is located in the heart of Stoke-on-Trent and is located just 1 mile from Hanley Bus Station, 1.8 miles from Stoke-on-Trent train station, and a few miles from major historical centres such as Alton Towers, Waterworld, Trentham Monkey Forest, Potteries Museum and Art Gallery.  The hotel serves as part of the Hidden Gems of Premier Inn hotels because it serves as an access point to many cultural and tourism centres. The Premier Inn Stoke-on-Trent (Hanley) has 138 rooms. The rooms are doubles, twin rooms, family rooms with super comfortable beds, free Wi-Fi, desk and chair, vanity area, Tea and Coffee equipment, air-conditioned rooms, free parking, and accessibility to people with disabilities (Premier Inn, 2024). Premier Inn Stoke-on-Trent (Hanley) has a restaurant that offers breakfast, dinner, and meal deals. Its breakfast menu’s slogan is “Something for everyone,” because it has a kid's menu, unlimited continental breakfast with bakery items, sliced bread, fruits, yogurt and cereals, spreads, jams, and preserves, Finally, [image: ]it has unlimited tea, juice and coffee (Premier Inn, 2025). On the other hand, its food menu offers wines, gin, beer, and ciders. Also, it has starters, pub classics, burgers, pizza, fish and chips, British and Irish grilled beef, curries, scummy sides, hot drinks, and value meals.Figure 2 Map of the hotel (Source: Premier Inn website)
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[bookmark: _Toc190794979]Competitor Analysis
In Staffordshire, there are numerous hotels and restaurants within proximity to Premier Inn Stoke-on-Trent (Hanley). According to Google.com (2025), some of the hotels closer to Premier Inn Stoke-on-Trent (Hanley) that can serve as fierce competitors are Holiday Inn Express, the Moat House Hotel, The Manor, and other Premier Inn hotels such as Stafford North and Stole/Trentham Gardens. Our competitor analysis will compare Premier Inn Stoke-on-Trent (Hanley) and Holiday Inn Express, the Moat House Hotel, and The Manor. According to Booking.com (2025), when it comes to price points, Premier Inn Stoke-on-Trent (Hanley) had competitive pricing as it was among the lowest-priced hotels. The Holiday Inn Express had the best deal as accommodation costs were £47 while the Premier Inn was priced at £51. The Moat House was highly priced at £88 while The Manor was the most expensive at £100. All of these hotels offered bed and breakfast. Just like Premier Inn Stoke-on-Trent (Hanley) is part of the Whitbread PLC hotels, Holiday Inn Express Stafford is part of a group of IHG hotels. Thus, Holiday Inn Express Stafford has a strong financial background. The total revenue of the IHG hotels was $4,624m compared to Whitbread’s £2,960m (IHG, 2023). However, Whitbread had a higher number of rooms of about 85,000 rooms compared to IHG hotel’s 79,220 rooms. When it comes to quality, Premier Inn Stoke-on-Trent (Hanley) offers better quality than The Holiday Inn Express because it has king-sized beds that are comfortable, clean, and welcoming compared to its competitor (IHG, 2025). In addition, The Holiday Inn Express has small room sizes compared to Premier Inn which offers larger rooms, vanity areas, and other facilities such as Tea and Coffee facilities. However, the Manor Hotel offers an idyllic countryside retreat. The hotel provides exclusive and exquisite quality and services.  It offers high-end quality with Michelin-star restaurants and a golf course. Castle Combe circuit, Roman baths, Thermae Bath Spa, and Arboretum (The Manor, 2025). It has a deep cultural heritage.  Unlike the Premier Inn hotels with city feeling and modern rooms, the Manor offers countryside deep heritage cottages.
[bookmark: _Toc190794980]SWOT Analysis
[bookmark: _Toc190794981]Strengths
The Premier Inn Stoke-On-Trent (Hanley) hotel is commonly called the “central Stoke-On-Trent (Hanley) hotel” because of its strategic location (Tripadvisor. Com, 2025). This is a unique strength of the hotel because of its central location in Stroke-On-Trent. According to Premier Inn (2025), the hotel is located in the Central Business District which is just 1 mile from Hanley Bus Station and 1.8 miles from Stoke-on-Trent train station. This strategic location provides easy accessibility to guests who arrive in the city. Further, it has a city-view capacity and is a mid-range facility which makes it attractive to many guests. Regarding its central location, it is also easily accessible to many cultural sites. According to TripAdvisor.com (2025), the Premier Inn Stoke-on-Trent (Hanley) hotel is strategically located in a way that it can be easily accessed by cultural tourists. The hotel is a 10-minute drive from some of the most popular attractions such as Regent Theatre, Trentham Estate, Potteries Museum & Art Gallery, and Trentham Monkey Forest. Moreover, it is just a few minutes’ drive from facilities that can provide amenities for children which makes it attractive for families. The hotel is a five-minute drive from Waterworld Splash Park where children can enjoy outdoor activities. Yang and Mao (2020) highlight that a hotel’s location serves an important role in ensuring business success. Location is critical because it shapes a hotel’s survival and performance. It serves as a competitive advantage against rivals. On this note, Yang and Mao (2020) comment, “Research has found that hotel location can significantly affect demand, profitability, productivity and efficiency, business success, real estate value, and tourist behavior” (p.  1). Thus, properly located hotels have a better chance of better performances and outcompeting their rivals. In addition, Masiero et al. (2019) highlight that a hotel's location is also dependent on the customer’s preferences. Tourists and guest take their time in selecting an appropriate hotel that caters to their needs. Since different customers assess each hotel independently and attract a utility value for the hotels, a hotel’s location must offer the best utility for its target customers. Premier Inn Stoke-on-Trent (Hanley) hotel sets itself as a cultural getaway. Therefore, it offers family-friendly services and proximity to cultural centres and activities. Therefore, its central location in Stoke and easy access by train and bus and also to tourist sites make it an ideal spot and a major strength for the hotel.
[bookmark: _Toc190794982]Weaknesses
One of the main weaknesses of Premier Inn Stoke-on-Trent (Hanley) hotel is that it is marketed as a budget hotel. According to Whitbread’s Annual Report (2024), Premier Inn is their hotel “synonymous with providing high-quality and great value hotel rooms” (3). Premier Inn Hotel's key promise to customers is to offer a “home away from home” experience with very attractive prices. This implies that the hotel offers low prices for boarding as its distinctive strategy. However, their budget price hotels perception forms one of the most basic weaknesses of the hotels. In fact, A quick search on Trip Advisor of where to stay in Stoke is on top of the list as the cheapest hotel of its range is Premier Inn Stoke-on-Trent (Hanley) hotel. Premier Inn hotel’s standard room goes for £51 while its close competitors such as Holiday Inn Express Stoke on Trent, an IHG hotel goes for £72 for the standard room and Hilton Garden Inn Stoke-on-Trent standard room goes for £80. Therefore, Premier Inn strategically sets itself apart as a budget hotel for its guests and tourists. Herein lies the problem, budget hotels have a negative reputation and guests tend to have a negative perception of these facilities. Li and Qi (2022) highlight that while budget hotels offer some advantages in terms of location and price points, they develop significant marketing problems. Li and Qi (2022) highlight that guests perceive budget hotels as having problematic quality of service and hotel hygiene. While tourism guests are enticed by budget hotels being family-friendly, providing business travel modes and friend outings, the [image: ]negative publicity that they are dirty and pathetic affects their public image. According to Trip Advisor (2025), Premier Inn Stoke-on-Trent (Hanley) hotel has received positive reviews on being neat and clean and some positive reviews on service, cleanliness, and value, the perception that it is a budget hotel affects the hotel’s marketing and publicity. On this note, Goeltom et al. (2019) say, “Thus, it is logical to assume that the perception of quality and perceived value provided by hotels in the form of services and products has a very positive effect on the intention to stay in a budget hotel” (11). This implies that guests' perception of the level of service will greatly influence their desire and intentions to sleep at Premier Inn. If their preconceived notions about budget hotels are unhygienic, it affects the attractiveness of the hotel.Figure 3 Reviews of Premier Inn Stoke-on-Trent (Source: TripAdvisor)

[bookmark: _Toc190794983]Opportunities
One of the growth opportunities for Premier Inn Stoke-on-Trent (Hanley) is that they can enter into strategic partnerships with the cultural centres around Staffordshire to be their exclusive lodging and accommodation hosts. Erislan (2018) highlights that strategic partnerships are crucial for marketing and product development. Strategic partnerships are important because they enhance tourism attractiveness and enhance guest experience. For example, guests who come for cultural attractions are not worried because they have guaranteed affordable accommodation and lodging facilities thus enhancing their traveling experience. Moreover, strategic partnerships where service partners are in different professional service delivery units get the most out of these partnerships. Premier Inn Stoke-on-Trent (Hanley) is located in a culturally rich geographical location which is significant by the numerous cultural and tourist attraction centres such as Regent Theatre, Waterworld Splash Park, Trentham Estate, Potteries Museum & Art Gallery, and Trentham Monkey Forest. The company’s partnerships with these tourism destinations can help generate a lot of traffic and guests for the hotel. Further strategic partnerships can be with car rental businesses, tour and travel organisations, and many more that can improve the hotel’s guest traffic.
Another opportunity for Premier Inn Stoke-on-Trent (Hanley) is to leverage technology, especially online booking systems. Buhalis and Moldavska (2022) highlight that hotels need to leverage Artificial intelligence technologies to enhance and improve their booking systems. Hotels can either utilise voice assistants that leverage AI technologies linked to IOT to offer effortless service for guests during hotel booking. Artificial Intelligence can enhance guest experience when booking for hotels thus improving the process of onboarding guests. Further, Boto-García et al. (2021) highlight that AI technologies during booking help tourists develop an itinerary for their stay and travel destinations. AI technologies can enhance these experiences. Currently, Premier Inn Stoke-on-Trent (Hanley) has a very basic online booking system but with the ability to leverage technology, it enhances the onboarding process and improves guest experience.
[bookmark: _Toc190794984]Threats
One of the main threats to Premier Inn is intense competition for other boarding and lodging facilities. Premier Inn Stoke-on-Trent (Hanley) is positioned as a budget hotel which makes it receive fierce competition from many different types of lodging facilities. According to Booking.com (2025), Stoke-On-Trent is his cultural destination hub with services apartments such as Airbnb, vacation rentals, motels, resorts, and different levels of hotels from budget hotels, mid-range hotels, and luxury hotels. Despite Premier Inn Stoke-on-Trent (Hanley) being a mid-range hotel as it’s a four-star hotel but positions itself as a budget hotel due to its low prices. Ahmadi and Ghasemi (2023) highlight that a hotel’s strategy to determine optimal price is important for a hotel’s competitiveness. Unfortunately, Premier Inn Stoke-on-Trent's (Hanley) strategy of pricing creates a huge problem because it invites threats from competitors. First, Premier Inn cannot outcompete “real” budget hotels on their price points because it is a mid-range hotel with financial obligations to its group shareholders. Secondly, Stoke-on-Trent being a culturally significant location, attracts high-end and luxury clients who are willing to pay premium prices for luxury lodging. Thus, Booking.com (2025) showcases that in Stoke-On-Trent numerous high-end, premier, and luxury destinations charge top prices. For example, Bank Top Farm Cottages, Lapwing Cottage, Glamping at Holly Grove Farm, Cosy Cruise Cribs Ltd, and Trafalgar House charge upward of £150 per night.  Finally, there are several mid-range hotels such as Travel Lodge, Hilton, and Holiday Inn hotels in this location which set up the steep competition.
[bookmark: _Toc190794985]PEST Analysis
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The hospitality industry in Britain has drastically improved through the government’s proactive marketing campaigns to invite guests to tour its country. Jimenez and Rodolfo (2023) highlight that Great Britain has taken the initiative through its VisitBritain website and campaign to appeal to potential tourists by providing British experiences, destinations, activities, and guidance information when visiting Great Britain and Northern Ireland. The VisitBritain campaign has secured a multi-million-dollar global campaign to shed more light on Britain cities that could be attractive to international visitors. Jimenez and Rodolfo (2023) note that the VisitBritain campaign targets city-focused tourists because the current travel trends relate to tourists visiting major cities around the world. This campaign has been particularly helpful for Premier Inn Stoke-On-Trent because it has attracted visitors to the UK. According to VisitBritain (2025), the government launched the Gateway Fund Campaign that showcases film and TV locations in Great Britain to demonstrate the tourism destinations and experiences for international visitors. The newly launched #StarringGreatBritain campaign has successfully taken potential tourists and guests through a cinematic journey throughout Great Britain highlighting the UK’s stunning film and TV locations. Staffordshire and Stoke-on-Trent have been huge beneficiaries of this government initiative. Some of the most famous films such as Peaky Blinders were shot in Stoke-On-Trent. Shufflebotham (2021) highlights that season five of Peaky Blinder was filmed in Trent and Mersey Canal and at the Middleport Pottery. Many visitors have thronged these locations which have highly attracted tourists and guests for Premier Inn. 
[bookmark: _Toc190794987]Economic
[image: ]Since the pandemic, the UK has been affecting the country’s economy leading to a rise in inflation rates which affects the travel sector.  According to Statista (2025), the inflation rates have been increasing significantly. Since 2022, the UK’s inflation rates have been increasing significantly. In January 2022, the inflation rate was 5.5% and increased significantly hitting double-digit numbers in October 2022 hitting 11.1% which was the highest in over 40 years (Statista, 2025). Since then, the inflation rates have been higher than 2% due to increasing food costs. According to BBC (2025), the Bank of England regulates higher inflection rates by increasing the borrowing interest rates to 5.25% so that citizens save more and borrow less. The problem is that since borrowing is expensive it affects the economy. It implies that UK homeowners have to struggle to make mortgage repayments and people spend less. In 2025, the Bank of England predicts inflation rates to increase to 3.7% which affects people’s spending rates. According to UK Consulting Industry (2024) highlights that the slowed inflation rates over the last few years have increased the cost of living and affected consumer spending. This has significantly affected recreational and holiday travel due to low spending. Moreover, the UK Consulting Industry (2024) highlights that international customers from Germany, the US, UAE, and the Netherlands have reduced leisure spending which affects the British leisure industry. Khan et al. (2020) confirm that reduced tourist spending diminishes the service charge in the tourism industry. The inflation rates in a country can affect the tourism industry. Premier Inn Stoke-on-Trent (Hanley) is one of the industries that have been affected due to the high inflation rates.Figure 4 Inflation Rates in UK (Source: BBC)

[bookmark: _Toc190794988]Social
Stoke-On-Trent serves as a cultural hub that attracts cultural tourists and guests. Stoke-On-Trent has the Regent Theatre, live entertainment on the Factory Floor, Victoria Theater Hall, New Vic Theatre, Stoke Repertory Theatre, Casinos, and Nightclubs (VisitStoke.com, 2025). There are numerous attractions such as Trentham Estate, World of Wedgwood, UK’s only monkey forest, several museums, Aqua Park, and Pottery Visitor centres such as Emma Bridgewater and Gladstone Pottery Museum. These social amenities and local cultural events can contribute to a spike in tourism. Some of the cultural events that might be fascinating to tourists are Gandeys Circus – Carnival, Donaheys Dancing With The Stars Weekend, and the sporting events that happen at Fenton Manor Sports Complex (VisitStoke.com, 2025). Premier Inn Stoke-on-Trent can leverage the numerous cultural events and offer promotional marketing and special packages to attract hotel guests. Utami and Ariestyani (2021) highlight that the traveling culture among millennial and younger generations has shifted from the once-coveted end-year vacations to short-time traveling such as visiting over the weekend such as for cultural events. Thus, the short cultural events in Stoke are more likely to attract youthful guests which might lead to a surge in room bookings at Premier Inn. 
[bookmark: _Toc190794989]Technological
Premier Inn Stoke-on-Trent experiences great technological deficiency as it has inadequately invested in technology and AI to enhance customer experience. According to Skift + Oracle Hospitality (2025) in their Hospitality in 2025: Automated, Intelligent… and More Personal report, survey travelers noted that they would like to explore a hotel virtually through Virtual Reality before they book the hotel. This implies that hotels need to develop VR maps of their hotels to allow prospective clients to visit virtually. Therefore, Premier Inn Stoke-on-Trent should develop VR maps of its facilities to allow customers to understand and survey their lodging. This will potentially improve the client’s desire to book rooms. Secondly, hotels need to leverage AI technologies to enhance their booking experience. Booking. Com (2024) highlights that its digital travel platform is AI-enabled to help customers plan their trips by finding a perfect location, improving booking efficiency, and incorporating guest reviews. Premier Inn Stoke-on-Trent should also employ generative AI technologies during its booking to improve guest experience. Antony and Kannan (2024) highlight that hotels should have recommendation engines that are AI-driven to improve their booking systems by providing relevant accommodation recommendations, suggesting cultural locations depending on clients' personal information, and linking them to other services and activities. Also, in the Q & A section, the AI technologies should allow customers to ask specific questions about the hotel to improve guest experience.
[bookmark: _Toc190794990]Discussion
[bookmark: _Toc190794991]Premier Inn Stoke-on-Trent (Hanley) as part of a hotel chain enhances the guest experience.
The findings indicate that Premier Inn Stoke-on-Trent (Hanley) is part of a chain of Whitbread hotels. It is one of the 850 hotels owned by Whitbread PLC (Whitbread PLC, 2024).  It implies that Premier Inn Stoke-on-Trent (Hanley) is subjected to the high quality standards of the group’s chain. In addition, Premier Inn Stoke-on-Trent (Hanley) has to maintain the consistency of quality of services which ensures that its guests enjoy consistent quality of services. One key quality of hotel chains is their ability to standardise the quality of services across their multiple locations. This is important because guests can trust the hotel’s consistency in providing services. These findings are consistent with Moro et al. (2020) study assessing the service quality of two airport hotel chains. The study investigates Sheraton a high-end airport hotel chain and Ibis an economy-level airport chain. The findings align with our findings that hotel chains allow for standardisation of service quality. Moro et al. (2020) confirm that standardisation of airport hotel chains saw consistency in transfer services, cleanliness, for and beverage, and staff management. Similarly, Moreno-Perdigón et al. (2021) investigated the consistency in service delivery in autonomous hotels and hotel chains. The findings indicate that hotel chains enjoyed guests' perceived attention and services. In addition, hotel chains consistently maintained customer satisfaction compared to autonomous hotels. This implies that Premier Inn Stoke-on-Trent (Hanley) being part of the Whitbread PLC hotel chains can maintain the consistency of the service and quality of the services because of similar staff management and standardisation of procedures in service and product delivery. While Deng (2022) explores brand differentiation among hotel chains at a global scale, Premier Inn hotels only have a local presence, not a global presence therefore they function with standardised services, prices, and commodities. Deng (2022) explores how Marriott and Hilton, both global hotel chains have achieved success through regional brand differentiations, such merits don’t apply to our situation. Guests visiting Premier Inn Stoke-on-Trent (Hanley) can be assured that the bed sheets they slept on in another Premier Inn location, the soft pillows, the king-sized bed, in-room amenities such as tea and coffee machines, and the nice washrooms in another facility are also present on the Stoke-on-Trent branch. This standardisation of services and products improves guests' experience because it builds on the hotel's reputation, and enhances guests’ perceived expectations and satisfaction.
[bookmark: _Toc190794992]Premier Inn Stoke-on-Trent (Hanley) central location enhances guest experience.
The findings indicate that Premier Inn Stoke-on-Trent (Hanley) is centrally located in the heart of Stoke-on-Trent. This is because the hotel is located just 1 mile from Hanley Bus Station, 1.8 miles from Stoke-on-Trent train station, and a few minutes drive from major historical and cultural centres such as Alton Towers, Waterworld, Trentham Monkey Forest, Potteries Museum and Art Gallery. This important quality enhances guests' experience because of the easy access to their accommodation and entertainment and cultural activities. Premier Inn Stoke-on-Trent (Hanley) access to the public transport systems, that is the bus and the train, enhances guest’s experiences because it improves the customer’s conveniences in accessing different tourism and cultural locations. There are key intersectionalities between the transport sector and infrastructure and tourism. Ali et al. (2021) highlight that access to transportation infrastructure affects the service quality of hotels which in turn affects customer satisfaction. Ali et al. (2021) note that hotels must understand their guest’s access to transportation and recognise their locations and expectations in accessing different tourism destination sites. The inability of hotels to provide service quality which includes transfers, pick-ups, and drop-offs affects the guest's satisfaction which leads to dissatisfied customers. Hotels need to add value to the customers to enhance their experiences during their tours and being proximate to public transportation systems helps hotels achieve customer satisfaction. Yang et al. (2017) study investigates the impact of rail and air transport connectivity effect on domestic tourism across 343 Chinese cities. Their findings align with my findings that transport connectivity and the origin of travel to the destination of a tourist affect the tourist’s experience. Their findings indicate that access to proper and effective transport systems leads to higher tourist follows. This effectively translates to when the transport connectivity is efficient, smooth, and accessible then it improves the tourist's experiences. These deductions are confirmed by Biswas et al. (2020) who determined that the competitiveness and attractiveness of tourist sites that contribute to tourist satisfaction are tied to the accessibility of these sites. Therefore, Premier Inn Stoke-on-Trent (Hanley) customers' access to major tourism, historic, and cultural sites within a 10-minute drive enhances guest's experience and satisfaction. Since guests can easily access the hotel through public transportation and access cultural sites within a few minutes drive enhances guest satisfaction and experience.
[bookmark: _Toc190794993]Premier Inn Stoke-on-Trent (Hanley) budget-friendly costs enhance guests experience
Premier Inn Stoke-on-Trent (Hanley) markets for its cost-effective prices can effectively enhance guests' experience by saving travelers money, giving them value for their money while ensuring high quality of services. Findings indicate that Premier Inn Stoke-on-Trent (Hanley) while being a 3-star hotel provides its clients with the lowest prices within lodging facilities of its category. The findings indicate that Premier Inn Stoke-on-Trent (Hanley) doesn’t compromise quality over price because it has received positive reviews due to its high quality of services and hygienic accommodation. Ramgade (2021) found similar findings that rationalise Premium Inn’s budge-friendly model. Ramgade's (2021) findings indicate that the rise of middle-class travelers has placed a huge demand on budget hotels that don’t compromise on the quality of services. The findings indicate that corporate travelers, leisure travelers, tourism travelers, and corporate travelers have developed a tendency for simple and safe lodging facilities that are well-priced. The demand for budget hotels specifically closer to destinations has made budget hotels highly desirable among travelers. Zielińska and Bacik (2020) highlight that effective service design with functional amenities, positive reviews, and ratings, and clean and safe rooms provided by budget hotels meet the guest’s demands thus enhancing customer satisfaction and guest experience. Budget hotels provide guests with convenience and value for their money thus enhancing customer satisfaction. Budget hotels that can meet service quality such as room cleanliness and quality drive customer satisfaction and improve their experiences. Peng et al. (2015) study findings also confirm that budget hotels able to meet core and auxiliary characteristics enhance customer experience and influence guests' revisit intentions. Peng et al. (2015) findings indicate that budget hotels that can meet transportation convenience, as well as room facilities such as room quality and bath qualities, are highly desired by guests and improve their guest experience. On this note, Premier Inn Stoke-on-Trent (Hanley) can meet the core and auxiliary attributes because it offers transportation convenience. This is because the hotel is centrally located and a few minutes drive to public transportation and tourist attraction sites such as cultural sites, entertainment sites, and other historical locations. Secondly, Premier Inn Stoke-on-Trent (Hanley) meets the room facilities attributes because its rooms are fitted with comfortable huge beds, clean and hygienic facilities, clean washrooms, free Wi-Fi, and guestroom furnishings such as tables and sitting amenities thus providing the maximum guest experience. On top of this, the guests get to experience value for money because they get similar quality services at an affordable rate.
[bookmark: _Toc190794994]Premier Inn Stoke-on-Trent (Hanley) in-room amenities enhances guests experience.
Premier Inn Stoke-on-Trent (Hanley) standard rooms and premium rooms are fitted with different types of in-room amenities that improve guest experience. Premium Inn rooms are doubles, twin rooms, family rooms with super comfortable beds, free Wi-Fi, desk and chair, vanity area, Tea and Coffee equipment, air-conditioned rooms, free parking, and accessibility to people with disabilities (Premier Inn, 2025). Ineson et al. (2019) findings confirm that Premier Inn’s in-room amenities appeal to guest’s experience. Their findings indicate that in-room amenities that psychologically assure guests a sense of control and safety enrich the guest experience. Premium Inn free and safe parking spaces enhance guests’ sense of security because they perceive that their safety and that of their car are assured. Secondly, Premium Inn’s accessibility offerings also assure people with disabilities safety when accessing the premises. They have access to ramps and washroom facilities that ensure their safety during their stay at the facility.  In addition, the ability to control the temperature of their rooms using functioning air-conditioning functions enforces the guest’s perception of control which enhances the guest's experiences. Sharma and Srivastava (2024) determined that technological amenities enhance guest’s experiences and operational efficiency. Guests generally tend to appreciate any form of technological advancement because of the efficiency and convenience it provides them. Premier Inn provides guests with high-speed internet through their free Wi-Fi. Therefore, corporate, leisure, and business guests can have access to the Internet where they can get work done while on travel. Even leisure travelers who document their traveling can edit and upload their tourism stories and journeys with the help of free high-speed internet thus enhancing their experiences. Sahale and Suvarna (2021) highlight that the room interior design has a positive impact on guests' experience. This study confirms Premier Inn’s elaborate interior designs with large rooms, quality finishes, colorful and tasteful paintwork, and good lighting. In addition, Premier Inn’s vanity rooms demonstrate much thought and consideration for customers' self-care needs which enhances the guest experience. Moreover, Kim et al. (2023) highlight that tangible in-room services such as guest room furniture enhance the guest experience. Corporate guests who have work to do can have access to the hotel’s furniture to do their jobs. Premier Inn offers its clients a chair and a desk which has a huge impact in improving guest experience during their lodging. Finally, Premier Inn has an on-site restaurant that has an extensive menu selection for its guests which provides guests convenience and satisfaction. Their impressive breakfast offerings allow guests to replenish their energy in the morning thus enhancing their experience.
[bookmark: _Toc190794995]Conclusion
Premier Inn’s strength is that it is centrally located and accessible to throngs of people. One of its main weaknesses is that marking it as a budget hotel also poses significant marketing challenges. There is a good opportunity for Premier Inn to enter into strategic partnerships with other service providers in the tourism and travel spaces for collaborations. The hotel faces a significant threat from other hotels of its caliber. Following the PEST analysis, the hospitality industry in Britain has drastically improved through the government’s proactive marketing campaigns to invite guests to tour its country. Secondly, since the pandemic, the UK has been affecting the country’s economy leading to a rise in inflation rates which affects the travel sector. Stoke-on-Trent serves as a cultural hub that attracts cultural tourists and guests thus Premier Inn Stoke-on-Trent can capitalise on the social capital to attract guests. Premier Inn Stoke-on-Trent experiences great technological deficiency as it has inadequately invested in technology and AI to enhance customer experience. Premier Inn Stoke-on-Trent (Hanley) is centrally located in the heart of Stoke-on-Trent which is an important quality that enhances guests' experience because of the easy access to their accommodation and entertainment and cultural activities. Premier Inn Stoke-on-Trent (Hanley) customers’ access to major tourism, historic, and cultural sites within a 10-minute drive enhances guests' experience and satisfaction. Premier Inn Stoke-on-Trent (Hanley) markets its cost-effective prices can effectively enhance guests' experience by saving travelers money, giving them value for their money while ensuring high quality of services. The rise of middle-class travelers has placed a huge demand on budget hotels that don’t compromise on the quality of services. Budget hotels provide guests with convenience and value for their money thus enhancing customer satisfaction. Budget hotels that can meet service quality such as room cleanliness and quality drive customer satisfaction and improve their experiences. Premier Inn Stoke-on-Trent (Hanley) standard rooms and premium rooms are fitted with different types of in-room amenities that improve guest experience. Premier Inn’s in-room amenities that psychologically assure guests a sense of control and safety enrich the guest’s experience. 
[bookmark: _Toc190794996]Recommendations
[bookmark: _Toc190794997]Increase global presence.
Currently, Premier Inn is part of the Whitbread PLC that operates locally in the UK. In the UK and Ireland, Premier Inn has 85,000 open rooms and 85 rooms. Moreover, it has 7,000 rooms in the pipeline to cement its position in the UK. However, Premier Inn lacks global presence because it most recently ventured into Germany with the ambition “to create substantial value in Germany,” after all, “Germany has a large and declining independent sector but, unlike the UK, has no clear leader in the branded budget segment” (Whitbread PLC, 2024, p. 4). Despite having 10,500 rooms in Germany and only one hotel in Austria, the world still has a high demand for quality yet affordable lodging facilities. Richard (2017) highlights that with Premier Inn establishing itself as a multinational organisation with a global presence it can leverage huge financial capital to advance its ability to acquire assets to provide better services. Also, Camisón et al. (2020) highlight that a hotel developing a global chain has an impact on its economic performance. Hotels belonging to chains are important in ensuring managerial, financial, and productive outcomes. 
[bookmark: _Toc190794998]Enhance sustainability efforts
Currently, Premier Inn has minimal investments in the sustainability sector. It has dragged behind in its sustainability efforts and it needs to make efforts to become eco-friendly because it enhances the guest experience. Olorunsola et al. (2022) highlight that eco-centric hotels help enhance guests' experience. Environmentally conscious guests have a positive perception of ecofriendly hotels which improves their experience during their lodging.  Premier Inn has a sustainability program “Force For Good,” that has focused on communities, people, responsibilities, and opportunities for its people (Whitbread PLC, 2025). However, it has lagged with environmental sustainability as it launched its first all-renewable hotel, the Premier Inn Swindon Town Centre in 2024. Therefore, Premier Inn needs to focus on and leverage environmental sustainability especially the use of renewable energies. Abdou et al. (2020) highlight that hotel practices such as conserving energy during heating, cooling, and lighting can help conserve the environment. The hotel practices that ensure environmental sustainability are energy savings using energy-efficient appliances, and water-effective devices, recycling and reusing water and waste, and managing water consumption. Premier Inn can enhance customer experience by ensuring that they implement sustainable practices and eco-friendly practices in their hotels. In fact, Dral (2023( highlights that sustainable practices enhance guest revisit intentions, guest satisfaction, and loyalty.
[bookmark: _Toc190794999]Development of smart hotel
As far as Premier Inn's technological innovation is concerned, it has minimal technological integration compared to hotels of its level. Premier Inn Stoke-on-Trent has a free and fast internet connection and an easy website for booking. However, it is still lagging regarding technological innovations because smart hotels today apply artificial intelligence in many aspects of the Internet of Things (IoTs). Yadav and Raju (2025) highlight that smart hotels employ several layers of AI technologies that enhance personalised experiences. First, Premier Inn can integrate chatbots and virtual assistants on its booking website to enable guests to ask and receive feedback about booking queries and ordering for room services which improves the guest experience. Moreover, the integration of these AI technologies allows guests to receive answers 24/7 even during the period when the staff is indisposed. Secondly, Premier Inn technologies can be embedded in in-room amenities which can improve guest experience. For example, artificial intelligence systems can be used for personal entertainment and room conditions to enhance guest experience. Finally, Liu et al. (2024) highlights that smart hotels integrate the Internet of Everything and the Internet of Things to enhance the personalisation of customer services thus enhance the guest experience.
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