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[bookmark: _Toc113483768]Strategic analysis of Premier Inn hotels (Whitbread plc)
[bookmark: _Toc113483769]Summary
The hospitality and hotel industry are known to be the most competitive fields in the world. The report looks at understanding this field in which the organisation operates, and strategies used. The purpose of this report is to understand the external and internal context of Premier Inn hotels in the UK and the impact it has on strategies. The organisation has developed several strategies for a more personalised customer care and increase visual and awareness of services and products offered. Findings will show that the hotel has had to evolve considerably fast against the pandemic constraints and developing effective strategy to increase awareness and customer care. The effectiveness of a strategy derived from looking at internal context against the external. Therefore, a combination of both is key to developing a winning strategy.

[bookmark: _Toc113483770]Introduction
Many advances in human civilisation may be attributed to man's ardent curiosity for the world's natural wonders. The idea of going somewhere new has always piqued people's interest. However, getting from one place to another has always been important since tourists have always worried about not knowing where they may find a place to sleep or a decent meal (Griffin 2020). The growth of the tourist and hospitality sectors is a direct result of consumer demand. Hotel and restaurant owners benefit from the needs of travellers looking for affordable lodging and dining options in exotic and out-of-the-way locations. This is the standard procedure in the hotel industry. The hospitality industry is expanding rapidly throughout the world, creating thousands of new jobs.

Premier Inn is a hotel business located in the United Kingdom, Germany and around the world. It is owned by the Whitbread Plc. The company was started in 1742 as a brewery; its biggest branch is Premier Inn which has more than 820 hotels and over 80,000 accommodation rooms. In 2018, it sold Costa Coffee to the Coca-Cola company. It contains brands such as Table, Beefeater and Brewers Fayre, as well as Premier Inn hotel concepts Zip and Hub. It operates in the London Stock Exchange hence trades publicly. (Premier Inn 2021, Whitbread 2021).

The company history table consists of the core product, which is offering  non-smoking accomodation, with a choice of, standard rooms or comfort plus room at an extra cost. The hotel's location is strategic and convenient for customers. The services offered are consistent, and the pricing is in line with the value of services received. The customer service is organised in such a way that renowned guests are recognised and given an appropriate service that suit. The hotel maintains a high level of hygiene and quality through proper staff training on hygiene and cleanliness. There is adequate strategic control whereby the hotel conducts  audits to monitor the operations and control the functioning of the company. Premier Inn is thriving and accessible due to its convenient location; that’s why customers find it easy to book accommodations in this hotel. Finally, its performance levels are high whereby they provide convenient accommodation standards hence customers feel that their money was spent on quality services. For the past several years, the company has recorded tremendous growth, hence its popularity, and has deliver a superior customer experience (Bower 2018, Whitbread 2021)

[bookmark: _Toc113483771]Environment Analysis

[bookmark: _Toc113483772]PESTLE 
There are certain environment related factors that influence the decisions made and strategies of an organisation. They include political factors, social factors, technological factors and legal factors. PESTLE tools can examine the general environment factors to understand the factors affecting the stability, hence the organisation’s strategy (Morrison 2020)

Table 1: PESTLE analysis
	Factors
	Discussion 
	Effects

	Political factors
	The government has control over the hospitality and hotel industry due to threat and travel prohibitions. Positive involvement with the UK government has made the hospitality trade to gain a lot of success and economic growth. In the UK, hospitality is ranked the fifth trade, which offers employment opportunities to over 1.8 million people and participating in adding a total of £40.4 billion in gross tax income (Bodolica, Spraggon and Shahid, 2018). During the pandemic, according to the Office of National Statistics, the consumer spending had fall and rose in parell with lockdown restrictions, with a peak during the government scheme, “Eat out to Help Out’ (ONS Gov 2021).
	Increased economic growth

	Social factors
	Social aspects include the different social circles and standards of living. As the cost of living goes up, many people decide to purchase products that have a low price to get value for their money. This affects the hospitality trade in such a way that people are unable to afford quality accommodation services in the UK (Ghandour, Bilal and Mudassar, 2015). Some major considerations that influence the decisions of consumer in the UK include accessibility of hotels, good value for their money, how the organisation responds to customer demand, online booking systems, and variety of accommodation rates, safety, quality levels and feedback given by customers (McCaskey and Riches 2008).
	Ability to afford accommodation services as a result of changing standards of living.

	Technological factors
	Technology is a major influencer of hotel and hospitality company operations. Premier Inn utilises the technology in making online reservations for customers and also to promote their services (Premier Inn 2021). The Hub Hotel from Premier Inn in the UK uses AR technology in conjunction with wall maps in hotel rooms. By pointing a smartphone at a map, guests are able to see additional information about local places of interest.
Additionally, the hotel section uses the technology to provide devices to customers to ensure they are comfortable. The current development in technology also aids in the maintenance of smooth running for the Premier Inn branches across the region. It also aids in the development of a central supply chain managing process. Technology advancement has helped in the advertisement of hotel products (Lawlor 2010, Martin and Isozaki 2013). The mode of communication is also growing to web-oriented techniques. This has enabled Premier Inn to reserve rooms for customers conveniently and also create and maintain a database of customers and communicate with them through sending messages when new products are introduced and advertising promotions. Mobile phones have also ensured a larger area of marketing and creating awareness (Premier Inn 2021).
The United Kingdom is becoming a vibrant market for technology. The bulk of the world's largest technological corporations is headquartered in the United Kingdom. Furthermore, Indians tend to be anxious about new technologies. The communication technology in the UK is cutting edge. Premier Inn, as a modern company, could easily adopt state-of-the-art technology for its UK operations. The hospitality sector is undergoing change as a result of the rise of cutting-edge digital technology and elevated customer expectations. The luxury hotel industry is always innovating in an effort to stay ahead of the competition, and this tendency will only increase as more and more hotels compete for guests. Green building trends of the future may include such features as waste management systems, solar panels, LED lighting, and vertical trees to demonstrate care for the environment. Hotels might improve their guests' stays in a number of ways by incorporating new technologies, such as automated serviceability, Internet of Things-based gadgets, user experience tracking, seamless digital experience, etc. Therefore, in the future, luxury hotels will undergo a dramatic change in how their guests are treated.
	Enabling smooth running of company’s operations.

Rapidly changing compare to social factos that can take years.

	Environmental factors
	Taking care of the environment that the company operates in is a crucial social mandate and is considered to be a major consumer choice and expectation. Consumers in the present day prefer organisations that take care of their environment and provide information to promote business functions that aid in the reduction of pollution and disposal of waste (Bodolica, Spraggon and Shahid, 2018). There are several definition of corporate social responsibility (CSR) offered by academics and authors. It refers to ‘the moral and practical obligation of market participants to consider the effect of their actions on collective or system level outcome, hence regukate its behavior sothat it contribute to bringing those outcomes into congruence with social expectations’ (Beal 2014).  The promotion of corporate social responsibility (CSR) is a key competence of Premier Inn. They have come up with a strong CSR strategy where they promote the business of being good together with their surrounding environment. CSR includes aspects such as the source of products, people, society, health, individuals and the surrounding environment (Bowie et al. 2016, Premier Inn 2021a).
	Promotion of CSR.

	Legal factors
	The minimum allowed rate of remuneration has grown by as much as 14% as directed by the UK laws that cost an improvement in running costs of budget hotels (Russell and O’Connor 2014). To prevent the effect of legal issues and maintenance of standards, they came up with a sourcing law, which identifies the allowed standards and ideologies of cooperation that Premier Inn expect partners, suppliers and contractors to adhere to (Viglia 2017).
	Improved level of services offered by contractors, suppliers and partners.





SWOT Analysis

An organisation's strengths, weaknesses, opportunities, and threats may all be evaluated using the SWOT method. The SWOT analysis is a tool that may help businesses identify their advantages, disadvantages, opportunities, and threats, both within and outside the company (Kim, Lee and Jung, 2020). Conducting a comprehensive SWOT analysis may substantially improve a company's strategic direction and help it get the competitive edge it seeks. Premier Inn has built a strong reputation through its many successful years in the hospitality industry and is recognised across the globe as a top hotel brand. Strategic decisions at the company might benefit from a thorough examination of its strengths, weaknesses, opportunities, and threats. The following is the result of a SWOT analysis performed by Premier Inn:

[bookmark: _Toc113483773]Strengths
[bookmark: _Toc113483774]This organisation's wealth of resources is its greatest strength. The organisation has been around for decades. The group has gathered an unprecedented wealth of riches over this time period. Premier Inn caters to customers from many different walks of life. Because of this, the company's portfolio strategy is very effective, enabling the top brass to take calculated risks. Premier Inn's workplace is one of the company's greatest assets. There is a strong emphasis on teamwork and collaboration in the workplace. The large revenue stream at Premier Inn is a major factor. When compared to other global hospitality companies, its revenues from the preceding fiscal year are outstanding.
Weaknesses
The company's biggest flaw is the frequent disagreements among employees about business strategy. Premier Inn is being accused of putting the sector at risk in every country it operates in by trying to build cartels, which has led to Premier Inn's dominance of the market. Such organisational arrangements have been widely criticised in markets that put a premium on free-market activity. The company has also had a number of cyber-security problems. A cyber-attack on the company's database has occurred in recent years. The hotel's guests' credit card numbers and other sensitive information were compromised as a consequence. The organisation has, throughout its existence, fought to triumph over similar challenges.

[bookmark: _Toc113483775]Opportunities
[bookmark: _Toc113483776]The company is broadening its horizons by establishing operations in a number of new nations. Premier Inn relies heavily on business contracts like this. An expansion deal for the company's hotel business was recently announced. It is hosted in a large nation that is home to a sizable population. Numerous types of scenic landscapes may be found around the country. There has been a dramatic increase in the number of tourists in recent years (ONS, 2022). Profitability for Premier Inn may increase if the chain expands into the hotel industry. There will be 300 new hotel rooms built as a result of a joint venture between Holiday Inn and two other hospitality companies. The organisation's own food and drink operations have contributed significantly to the company's bottom line. The corporation hopes to further solidify its foothold in this sector by launching other subsidiary brands.
[bookmark: _Toc113483777]Threats
[bookmark: _Toc113483778]Premier Inn has had several operational difficulties during the course of its hotel industry existence. So far, the group has been successful in addressing a wide variety of problems. The wide spread of the coronavirus has resulted in the closure of several businesses. Premier Inn was another international chain that had to close all of its doors. Since the firm abruptly shut down, the organisation's revenue has decreased. Extremely challenging, especially for an organisation with Premier Inn's well-established financial resources, the company has implemented many cost-cutting measures in response. With the growth of the hotel industry worldwide, Premier Inn is up against more competition than ever before.

[bookmark: _Toc113483779]Past five years’ analysis effects and forecast
Table 2: Past five years’ statistics
	
	2014/2015
	2016
	2018
	2020

	Premier Inn
(rooms)
	59,138
	65,000
	75,000
	85000+



[bookmark: _Toc113483780]Effects
The effects of these achievements are;
· Investment in skilled employees who have the first experience in the job.
· Improvement of customer propositions, thus experiencing a sustainable growth rate
· Shareholders benefit highly due to dividends earned future projections
· Teamwork and society responsibility
· Hotels expect to have come up with a total of £10million for donation; for instance, the Great Ormond Street hospital requires £7.5 million towards the redevelopment of a clinical centre in 2018.
· Introduction of 6000 apprenticeships, creation of 15,000 more employment opportunities, placing of 6500 individuals in experience-based jobs and 7500 job placements (Bower 2018)

Customer satisfaction
· To ensure achievement of 15% carbon emission reduction
· To aid in 20% water-conserving strategies
· To grow the level of recycling waste to 80%

[bookmark: _Toc113483781]Hospitality industry analysis

[bookmark: _Toc113483782]Substitutes
The major substitute of budget hotels was continental hostels which were more casual and based on allowing customers to serve themselves freely.

[bookmark: _Toc113483783]Product differentiation
Premier Inn uses product differentiation to stand out in the face of strong competition. Brand logos are used to brand its products to make them appear unique and distinct (Filimonau and Mika, 2019).

[bookmark: _Toc113483784]Geographical extent
Premier Inn rates as a leader in its market share in UK mid-scale hospitality industry, where it is offering 90,000 rooms. This achieved through the advancement of their major brands Premier Inn in the UK and also globally.

[bookmark: _Toc113483785]Market demand
Premier Inn’s products have a high demand because it is the largest growing brand in the market. It also enjoys a high level of consumer satisfaction hence the growth in the hospitality industry. It also uses advanced technology to offer services to its consumers, which is very much preferred (Floričić, 2020).

[bookmark: _Toc113483786]Demand segmentation
Demand in Premier Inn is segmented into various important aspects, such as consideration of customers as they are the major drivers of the business. Marketing strategies are also vital factors as they create awareness of the product and hence lead to an increase in sales. Future projections are other factors to consider in that the company’s future goals have to be aligned with the demand levels (Rashid 2018).

[bookmark: _Toc113483787]Factors affecting demand

[bookmark: _Toc113483788]Price
The pricing of rooms and products offered by Premier Inn determines the demand level because an increase in price leads to a decrease in sales where customers seek cheaper services from competitors (Lu and Tabari 2019).

[bookmark: _Toc113483789]Income of consumers
The income of Premier Inn consumers affects the demand because if they earn a low income, they will be unable to afford the rooms hence leading to low demand for the rooms (Baum, 2019).

[bookmark: _Toc113483790]Seasonal changes
Accommodation rooms demand changes as seasons change; for instance, in the festive season, they are high demand. When the season ends, the organisation experiences a low demand because there are fewer customers seeking the services (Kristandl & Quinn 2018).

[bookmark: _Toc113483791]Destination image
This is a significant factor that is used to attract tourists. For instance, the UK is placed as one of the nations with a large number of historical attractions that entice tourists to visit often. Premier Inn is hence at an advantage because it has many outlets in the UK hence gaining a competitive advantage of location and stay-cation (González-Torres et al. 2021).

[bookmark: _Toc113483792]Immigration systems
The immigration systems may also affect the demand of the hospitality industry in a significant way. When a country has flexible visa process management systems, this may entice more tourists to travel abroad. If the immigration systems are rigid, it will lead to decreased demand for travel and leisure.

[bookmark: _Toc113483793]Weather conditions
Climatic conditions play a significant role in influencing how many tourists travel at a certain period of time. For instance, tourists always prefer destinations with sunshine. Also, tourists that love skiing have to wait for the cold season to travel. If a country experiences heavy rains and floods, the demand for travel and leisure services is very low because no one wants to travel at that time and end up endangering their lives (Lugosi and Jameson 2017). Basically, the demand for hospitality services is normally high during summer because this is the time many tourists want to enjoy basking in the warm sun and enjoy nature walks in hotels (Tan 2019). Premier Inns’ profits rose in the summertime after the easing of Governments’ prohibitations because many rooms were reserved via online platforms; hence its hotels at those periods were fully booked.

[bookmark: _Toc113483794]Structure of the market industry 
Premier Inn has diversified its market by selling Costa Coffee to Coca Cola remaining with Premier Inn as the sole brand of the company. As a result, the availability of accommodation rooms became an issue in Dusseldorf due to fading customer confidence in the brand (Piga et al. 2021). Premier Inn has also diversified on its services whereby it pubs and beer into new market areas. It then laid more emphasis on restaurants and hotels to improve their growth rate. This process was done by lying off brands such as Britvic, which was a maker of soft drinks (Bower 2018).

Vertical integration aid company to manage costs and growing efficiency levels by reducing transport costs and turnaround periods. Premier Inn, therefore, took the strategic decision of buying the Coffee Nation, which had 830 shops in petrol filling stations, hospitals and higher learning institutions, which provided a basic necessity of product accessibility (Rashid 2018).

[bookmark: _Toc113483795]Porter’s Five Forces
Michael Porter identified five major forces that had a critical effect on a company’s profit levels in the industry it operates in. These forces are explained below. Through evaluation of the five forces, Premier Inn strategy specialists can get a clear picture of the effects of the profit levels of the company’s industry structure. They can also come up with industry game-changer trends early to tap into the emerging chances. By learning about the five forces in clear detail, Premier Inn leaders can shape the forces in a way that they end up favouring them instead of affecting them (Magretta 2011).

Table 3: Porter’s five forces
	Factors
	Discussion

	Threat of new arrivals
	New arrivals in the hospitality industry introduced new methods of carrying out business transactions which pressured Premier Inn via reduction of prices strategy, a decrease of cost of production and provision of new value propositions to customers. Premier Inn had to deal with all those problems and make an efficient hindrance to secure its competitive advantage. These threats can be countered by the introduction of new services and goods, creating economies of scale, expenditure on research and development to come up with new modes of operation and hence being always ahead of the competition (Freeman, 2020).

	Bargaining level of suppliers
	All hospitality organisation purchase their by-products from various suppliers. The suppliers who have a monopoly can reduce the margins that Premier Inn can gain in the market by using their dominant customer service to negotiate for higher prices from hospitality organisation. This affects organisation in the industry by reducing their profits. This threat can be countered by creating an effective supply network with many suppliers to ensure that one supplier does not gain dominance (Freeman 2020). By making use of various raw materials so that when one supplier hikes prices, one can always source the materials from another supplier at a lower cost.
Finally, Premier Inn can also improve committed suppliers whose business is directly related to the organisation. This helps in the reduction of the bargaining power of suppliers.

	Bargaining level of buyers
	Buyers always have outrageous demands that they want to be met. They like purchasing products of the best quality with the lowest price possible. This affects the long-run profit plan of Premier Inn as reduced prices result in reduced profits. A small and strong customer base creates high bargaining might of customers and increase their ability to ask for more discounts and product offers (Freeman 2020). Ways by which Premier Inn can counter these problems are creating of a large customer base to ensure that bargaining power is reduced, and also you give an opportunity to the company to streamline its manufacturing process and sales. By the introduction of new products in the market as customers mostly ask for discounts and offers on old recognized products. So if Premier Inn concentrates on introducing new products, it can carb the bargaining power of customers. Additionally, the newly introduced products will add the organisation’s competitive advantage hence helping it to both retain and acquire new customers.

	Threat from competitor goods
	When innovated goods and services satisfy a similar customer requirement in various ways, the profit levels of the hospitality industry suffer. The threat of competitor goods or services is at a higher level as it provides a value proposition that is not similar to the current offers in the industry. Ways to counter this challenge include through an emphasis on services instead of just focusing on products only (Freeman 2020). By knowing the key requirement of the customer instead of focusing on what the customer is purchasing.
Finally, this challenge can be countered by the addition of switch costs for customers.

	Competition among existing market players
	When market players in the hospitality industry are competing with each other, negatively this leads to lowering of prices hence reducing the overall profit margins of the entire industry. Premier Inn, for instance, operates in an extremely competitive environment as there are very many leisure and travel organisation in the industry. This rivalry affects the organisation’s long term profit margins and hence can lead to the business closing down. Ways to carb this problem include the creation of sustainable price differentiation whereby organisation engage in non-price competition. Also, organisation can create a scale so as to compete in a better manner (Giousmpasoglou and Hua 2020). Finally, through joining the existing competitors to improve the size of the market instead of competing for a limited market.



[bookmark: _Toc113483796]Company Strategies
Premier Inn’s strategies include serving shareholders, staff, suppliers and customers. This is because those are the key people that ensure the company runs smoothly. Key objectives of strategic management by Premier Inn include;
· To become the pre-eminent seller in drinks and eating areas in the UK.
· To come up with a good profit-oriented brand in the alcohol business.
· To carb cost of business operation.
· To offer customer service that is more favourable than that of other competitors.
· To take care of cash in the business.
· To manage the organisation unique culture via combining shared beliefs and effective communication.
[bookmark: _Toc113483797]Ansoff’s growth matrix

The Ansoff growth matrix helps businesses increase their market share in a cutthroat environment. The first tactic is known as "market penetration," and it entails the company using its present products to gain ground in the market. Premier Inn's plan to grow by entering new international markets renders this tactic ineffective. To increase market share in the current market, the next step is to create new products.

[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]
Figure 3: Ansoff Growth Strategy model (Hanlon, 2021)

In this way, the market seems to be progressing. Premier Inn plans to enter the hotel industry using the products they now have available. The company's high-end offerings will be given the attention they deserve. The second tactic is diversification, wherein Premier Inn will endeavour to expand its market share by introducing novel and exciting new offerings.

The Generic Strategies of Porter
Premier Inn may use the first approach from the Porter generic plan, "cost leadership," if it decides to compete on price. Premier Inn must strengthen its structure in order to stay the most competitive organisation in the market. It is possible to pinpoint the following steps. Premier Inn has to keep coming up with new ways to improve the hotel industry if it wants to stay ahead of the competition. The cost focus follows, in which Premier Inn must give cost-cutting incentives to persuade clients to a specific product. Premier Inn may use the third method to draw attention to the distinction. The Premier Inn brand has long been recognised for its luxurious amenities, and that won't change anytime soon.

[bookmark: _Toc113483798]The Premier Inn's unique selling point will be defined with the use of the Porter generic technique as a development tool. The development of new technologies holds the key to the success of the hotel business. Customers now want more than just comfortable lodging and tasty food (Hussey, 2001). In addition to the usual luxuries, customers want cutting-edge technology to be woven into every facet of the service they get. This includes things like artificial intelligence, augmented reality, voice control, and an effective feedback system. In the next five to 10 years, the hotel industry will undergo these shifts. This should be reflected in Premier Inn's marketing.

[bookmark: _Toc113483799]Conclusion
Premier Inn made several strategic changes, for instance, they separated Costa Coffee and Premier Inn to ensure long-run value optimisation. The organisation also decided to demerger Costa while offering stakeholders with funding in two separate market leader organisation. Premier Inn also decided to finish the vital development of infrastructure goals that would lead to making Costa Coffee and Premier Inn to gain a stronger level to prosper as separate entities.
Premier Inn finally retained the running and management of Premier Inn, which is the greatest and most prosperous hotel organisation, with appealing global and UK improvement opportunities.

Table 4: Premier Inn strategic table
	Aims
	Objectives
	Strategies

	Develop a profitable brand
	Grow sales
	Make profits

	Reduce the cost of production
	Eliminate the threat of competition
	Become a market leader
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