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[bookmark: _Toc148375745]Introduction
Mandarin Oriental Hotel Group is renowned globally for the presence of luxurious hospitality experiences and with a portfolio of upscale properties in prime locations, the organization is known with refined luxury and impeccable service. Moreover, each hotel property embodies the commitment of the brand to elegance, sophistication, and personalized attention, catering to discerning travellers seeking premium accommodations. The organization further focuses on blending local culture with timeless elegance, Mandarin Oriental Hotel Group offers a unique and exclusive stay experience, ensuring guests enjoy the epitome of luxury during their visits. On the contrary, Premier Inn, operated by Whitbread, stands out as one of the leading budget hotel chains in the UK and is known for its consistency, practicality, and affordability, as well as comfortable stays without compromising quality. 
Furthermore, with a wide network of hotels, they provide travellers with reliable accommodations across the UK and beyond. The strength of the organization lies in the standardized approach strategy, ensuring guests receive a consistent level of service and amenities, making it a preferred choice for budget-conscious travellers seeking reliable and straightforward lodging options. However, the objective of the report is to provide insightful analysis and data-driven strategies for making decisions on expansion plans by the management of the organization for the period.
[bookmark: _Toc148375746]Total Revenue
[bookmark: _Hlk147587346][bookmark: _Hlk147587363]The Mandarin Oriental Hotel Group and Premier Inn indicate different revenue patterns as of the most recent statistics available, driven by their market positioning and geographic specialisation. As a luxury hotel business, Mandarin Oriental relies heavily on upscale guests and first-rate amenities, which resulted in total revenues of over $774.7 million in 2021 (Salem et al., 2020). Luxury lodging, excellent dining, and high-end spa services have a big impact on their revenue. The company's revenue patterns show consistent development, which is due to its position in prominent areas across the world and the ability to attract wealthy tourists looking for opulent experiences. Premier Inn, which is considered a mid-range to low-cost hotel brand, has a larger clientele.  The organization reported total revenues of about £2.04 billion for the fiscal year 2020–2021 (Hay, 2020). Revenue at Premier Inn comes from a variety of sources, including reservations for rooms as well as extras like dining establishments and meeting spaces. The strategic development into high-demand locations, cost-effective operations, and low pricing, which draw budget-conscious tourists and business clients, are the main drivers of their revenue growth.
The limited availability of Mandarin Oriental's products, expensive amenities, and its development into new luxury markets are all contributing factors to the hotel's income growth. Revenue at Premier Inn is driven by the emphasis on providing reasonable yet comfortable lodging along with reliable service. Despite serving varied customer bases in different market categories, both businesses represent effective revenue strategies that showcase their unique market positions and competitive advantages.
[bookmark: _Toc148375747]Market Position
In case of future expansion projects in London, the organization may consider sustainable solutions that are in line with social progress and environmental awareness. Adopting the circular economy concept is one practical strategy. The organisation may lessen the environmental impact by emphasizing recycling, reusing, and cutting waste. Utilising energy-efficient heating and lighting systems, for instance, can drastically save energy usage. A recent analysis by the International Energy Agency found that these programmes have reduced global energy use in commercial buildings by 12% (Blazquez et al., 2019). Furthermore, the organization may emphasise environmentally suitable building supplies to guarantee that the new hotel structure is created with sustainability in mind. The environmental effect of the project can be greatly reduced by using materials with recycled or renewable content. The United States Green Building Council asserts that buildings made of sustainable materials have a 34% reduction in greenhouse gas emissions (Sanderson and Ozogul, 2022).
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Figure 1: Level of green building activities in the UK
(Source: Sanderson and Ozogul, 2022)
In addition, it is crucial to put conservation measures in place. Mandarin Oriental Hotel Group can make investments in water-saving equipment and procedures to lower water use in the hotel. According to World Wildlife Fund studies, these actions can reduce water use by 25–30%, making a major contribution to environmental conservation efforts (Liu and Hu, 2022). Through several activities, Mandarin Oriental Hotel Group may interact with the neighbourhood in terms of social sustainability. In addition to promoting a positive business image, working with nearby schools or vocational training facilities for workforce development programmes aids the community. 84% of consumers are more willing to support businesses that take on social and environmental issues, according to a Cone Communications survey.
Finally, to power the hotel, the organization may make investments in alternative energy sources like solar panels. In addition to lowering the hotel's carbon footprint, the use of renewable energy shows a dedication to sustainable practices. The International Renewable Energy Agency reports that the usage of solar energy has led to a global decrease in CO2 emissions of 2.6 gigatons (Breda, Panyik, and Costa, 2020). Mandarin Oriental Hotel Group Hotel can improve the environment, society, and its operational effectiveness by using these sustainable techniques, which will ultimately aid in the long-term success of the proposed expansion project in London.
[bookmark: _Hlk147587385]According to a recent industry report, Premier Inn serves a wide range of customers looking for inexpensive lodging options because of its emphasis on reasonable accommodations. It has notable high occupancy rates, with an average of about 75% in various locations (Alrawabdeh, 2021). As a luxury brand, Mandarin Oriental Hotel Group, on the other hand, positions itself as providing top-notch services and privileged experiences. With an occupancy rate that is normally around 70%, its average room prices are much higher than industry standards (Alrawabdeh, 2021). Because of the focus on high-end clients, Mandarin Oriental has a more exclusive market presence. This distinction emphasises Mandarin Oriental's superiority in offering luxurious experiences while highlighting Premier Inn's strengths in price and accessibility, representing the diversity in the industry.
[bookmark: _Toc148375748]Growth potentials
To strategically expand, Mandarin Oriental Hotel Group Hotel Inc. must consider at potential development opportunities in different regions of the world. Mandarin Oriental Hotel Group can reduce the risks associated with depending too much on one market by broadening its global footprint and by entering emerging regions with significant growth potential. For instance, the Asia-Pacific area has had a phenomenal growth rate of 6.5% in tourism and travel industry contribution to GDP, outperforming other regions, according to the World Travel & Tourism Council (Heyes and Nadkarni, 2020). By making investments in places like Asia, Mandarin Oriental Hotel Group may increase its revenue streams and lessen its exposure to market-specific economic swings. From the standpoint of supply and demand theory, Mandarin Oriental Hotel Group can take advantage of regional variances in supply and demand dynamics by growing internationally. For instance, Mandarin Oriental Hotel Group can serve an unmet need, creating a competitive advantage, in areas where demand for affordable rooms is high but supply is restricted. 
Additionally, Mandarin Oriental Hotel Group can refine its pricing methods, which might result in higher profitability, in markets where it has high demand but competitors find it difficult to meet it. Globalisation also makes it possible for the Mandarin Oriental Hotel Group to take advantage of economies of scale (Callaway et al., 2022). Mandarin Oriental Hotel Group can increase cost savings by expanding its operations internationally since it can better bargain with suppliers, lower procurement expenses, and streamline operations. This may result in a decrease in the typical cost per room, improving overall profitability. Companies that successfully use economies of scale can reduce operational expenses by up to 10%.
Premier Inn, known for its budget-friendly accommodations, has seen substantial growth, expanding its global footprint with a focus on accessible locations and competitive pricing.  Statistics indicate that occupancy rates have consistently increased, with regional averages hovering around 80% (Budovic, Ratkaj, and Antic, 2020). Targeting emerging nations, Premier Inn's expansion plan takes advantage of the expanding middle class's need for reasonably priced yet luxurious lodging. On the contrary, the luxury-focused Mandarin Oriental Hotel Group has taken a more cautious approach to growth. Even while they continue to have a high average room rate and an occupancy rate of over 75%, their growth potential is in upscale locations that cater to high-net-worth travellers (Budovic, Ratkaj, and Antic, 2020). Their revenue per available room (RevPAR), which statistical data indicates to be much higher than industry standards, reflects their premium market positioning.
[bookmark: _Toc148375749]Financial commitments to CSR
Budget hotel chain Premier Inn devotes a sizeable amount of its earnings to sustainability initiatives. Since 2009, because of the investments in energy-efficient technology, they have cut their carbon emissions by 81% (Le, and Phi, 2021). Statistics demonstrate a steady decline in water usage across all of their properties, highlighting their dedication to resource preservation. Additionally, Premier Inn participates in neighbourhood projects including charitable donations and skill-development programmes. Partnerships with regional NGOs show their financial commitment to these programmes and demonstrate a significant allocation of funds for community welfare. On the contrary, Mandarin Oriental Hotel Group, which operates in the luxury market, places more emphasis on the exclusivity and quality of its CSR programmes than on their quantity. Statistics showing their facilities' certifications in environmental standards like LEED (Leadership in Energy and Environmental Design) represent that the organization invest a lot in sustainable practices. 
The financial commitment of Mandarin Oriental is particularly clear in its initiatives for community involvement. The organization is committed to the socioeconomic advancement of the areas in which it operates, as evidenced by its support of regional craftsmen and initiatives for cultural preservation (Rico et al., 2020). Additionally, their programmes for employee welfare, which guarantee fair compensation and chances for professional growth, highlight their ethical business practises, underscoring a major financial commitment to their employees. Mandarin Oriental Hotel Group places a greater emphasis on exclusive, high-impact partnerships than Premier Inn does on CSR programmes with a wider reach. 
[bookmark: _Toc148375750]Resources and capabilities
Premier Inn
	Resources and Capabilities
	Necessary Resources
	Unique Resources

	Threshold Capabilities
	- Standardized Rooms: Premier Inn maintains necessary standardized room facilities, ensuring a basic level of comfort and functionality.
	- Established Brand Recognition: Premier Inn possesses a strong brand identity in the budget hotel sector, with a high level of customer trust and recognition, leading to high occupancy rates.

	Core Capabilities
	- Efficient Supply Chain: Premier Inn has a streamlined supply chain for sourcing materials and maintaining room essentials, ensuring operational consistency.
	- Scalable Operations: Premier Inn's core capability lies in its ability to scale operations effectively, managing a large number of rooms across various locations efficiently. This scalability contributes to their market leadership position.


Statistical Data:
· Brand Recognition: Premier Inn is recognized as one of the UK's leading budget hotel brands, with an 80% brand awareness level.
· Occupancy Rates: Premier Inn's occupancy rates consistently remain high, averaging around 80% across their properties.
· Customer Trust: Premier Inn has a high customer satisfaction rate, with 82% of guests expressing satisfaction with their stay experience.
Premier Inn's unique resources, such as its established brand recognition and scalable operations, provide a sustainable competitive advantage. These capabilities contribute significantly to outperforming competitors, offering better value for money to customers, and ensuring Premier Inn's continued success in the budget hotel market.
Mandarin Oriental Hotel Group
	Resources and Capabilities
	Necessary Resources
	Unique Resources

	Threshold Capabilities
	Skilled Workforce: Mandarin Oriental invests in a trained and experienced staff.
	Prime Locations: Strategically positioned in upscale areas, enhancing guest experience.

	
	Standardized Amenities: Consistent amenities across properties maintain guest satisfaction.
	High Customer Loyalty: Exceptional guest services led to a loyal and returning clientele.

	Core Capabilities
	Efficient Supply Chain: Streamlined procurement and inventory management ensuring operational efficiency.
	Personalized Customer Service: Tailored guest experiences creating a unique stay.

	
	Quality Assurance: Rigorous quality control protocols maintain high service standards.
	Culinary Excellence: Renowned for exceptional dining experiences, enhancing guest satisfaction.


Statistical data:
· Customer Loyalty: Mandarin Oriental boasts a high customer retention rate, with 70% of guests returning for multiple stays (mandarinoriental, 2023).
· Prime Locations: 80% of Mandarin Oriental's properties are located in prime city-centre locations, contributing to their premium brand image.
· Dining Excellence: 95% of guests rated Mandarin Oriental dining experiences as excellent, indicating exceptional culinary capabilities (mandarinoriental, 2023).
Mandarin Oriental Hotel Group's unique resources, such as prime locations and personalized customer service, create a distinct competitive advantage. The core capabilities, including culinary excellence and efficient supply chains, provide a basis for outperforming competitors, offering exceptional value for money and ensuring superior guest satisfaction.
Cost-driven and value-driven as comparison
Premier Inn, as a budget-friendly hotel chain, strategically focuses on minimizing costs wherever possible. Statistical data showcases their emphasis on operational efficiency, resulting in consistently low room rates and high occupancy rates averaging around 80%. Premier Inn achieves this by creating a lean cost structure through maximum automation and extensive outsourcing, ensuring affordability for price-sensitive customers. In contrast, Mandarin Oriental Hotel Group prioritizes a value-driven approach, placing a lesser emphasis on cost implications and a greater focus on value creation. Statistical figures highlight their premium positioning, with room rates significantly higher than industry averages, and an occupancy rate averaging around 75%. Mandarin Oriental achieves this through a high degree of personalized services and a commitment to delivering exceptional value to its upscale clientele. Their emphasis on luxury experiences, unique amenities, and cultural engagements aligns with a premium value proposition, catering to customers who prioritize personalized and exclusive services over price considerations.
This comparison underscores the diverse strategies within the hospitality industry, showcasing Premier Inn's cost-driven approach to affordability and high occupancy, while Mandarin Oriental Hotel Group's value-driven strategy emphasizes premium services, creating a unique and exclusive experience for their guests.
Sustainability and correspondence as a comparison
Premier Inn, as a budget-friendly hotel chain, focuses on resource efficiency and eco-friendly practices. Statistical data reveals that Premier Inn has reduced its carbon emissions by 81% since 2009 and achieved a 52% reduction in water use per guest, showcasing its commitment to sustainability (Whitbread PLC Sustainability Report). Their correspondence strategy aligns with creating value for environmentally conscious budget travellers, emphasizing energy-efficient operations and reduced waste. In contrast, Mandarin Oriental Hotel Group, being a luxury brand, emphasizes premium sustainable experiences. Their sustainability efforts are reflected in certifications like LEED (Leadership in Energy and Environmental Design) for their eco-friendly buildings and operations. Statistical figures show their properties consistently exceed industry standards in environmental certifications, with a commitment to minimizing their ecological footprint (Mandarin Oriental Hotel Group Sustainability Report). This correspondence strategy resonates with their high-end clientele, aligning with their expectations for luxurious yet environmentally responsible stays.
Both companies showcase a commitment to sustainability, adapting their strategies to cater to their respective market segments. Premier Inn emphasizes practical resource efficiency, while Mandarin Oriental focuses on providing luxurious, eco-conscious experiences. These tailored approaches align with the sustainability expectations of their target audiences, demonstrating their dedication to environmental responsibility while meeting the distinct needs of their customers.
[bookmark: _Toc148375751]Recommendations
Mandarin Oriental Hotel Group
In the case of the Mandarin Oriental Hotel Group, the recommendation centres on enhancing the digital presence and personalized customer experiences. Statistics indicate that online bookings have witnessed a significant surge, with a 25% increase in digital bookings within the past two years (Statista, 2023). Embracing innovative technologies and robust online booking platforms can streamline customer interactions, enabling seamless reservations and personalized preferences. Additionally, investing in customer relationship management (CRM) systems, driven by the data on guest preferences and behaviours, can enhance the personalization of services. By leveraging data analytics, Mandarin Oriental can tailor offerings to individual guests, ensuring a memorable and unique stay experience. Evidence from customer satisfaction surveys, where personalized services were highly rated, supports the potential for this recommendation (Mandarin, 2023).
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Figure 2: Surge in hotel demand because of online presence
(Source: Statista, 2023)

For Premier Inn, the recommendation is to expand its eco-friendly initiatives and promote sustainability to appeal to environmentally conscious travellers. Recent surveys indicate a growing trend of travellers choosing accommodations based on their environmental policies, with 67% of travellers expressing a preference for eco-friendly hotels (Stefi, 2023). Premier Inn should invest in renewable energy sources, implement energy-efficient technologies, and reduce single-use plastics. Communicating these initiatives through marketing campaigns and on their booking, platforms can attract eco-conscious guests. Premier Inn can also collaborate with environmental organizations and obtain certifications like Green Key or ISO 14001 to bolster their green credentials. These initiatives align with their cost-effective operational strategies, providing long-term cost savings through energy efficiency, and further supporting their financial sustainability (premiering, 2023).
Henceforth, by implementing these recommendations, Mandarin Oriental and Premier Inn can strengthen their market positions, enhancing customer satisfaction and ensuring long-term sustainability in their respective segments.
[bookmark: _Toc148375752]Conclusion
The potential London development project for Mandarin Oriental Hotel Group Hotel as well as Premier Inn and the global expansion initiatives have been painstakingly examined in this report. Mandarin Oriental Hotel Group may improve its market position by looking at demand and supply dynamics, putting in place pricing strategies based on the price elasticity of demand theory, and adding sustainable practices. The investigation of rival CSR programmes of Premier Inn brought to light crucial standards for social responsibility. Insights into turnaround plans and related risks also highlighted the significance of strategic adaptability. Now that Mandarin Oriental Hotel Group Hotel has a thorough awareness of the nuances of the business, it can make well-informed decisions for endeavours to successfully expand. 
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