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1. Executive summary 
This report seeks to draw attention to  the comparison among Premier Inn and Mandarin Oriental Hotel Group, two prominent participants in the UK hotel market. The analysis assesses their financial performance, market positioning, development forecasts, and corporate social responsibility (CSR) commitment. Premier Inn, which mostly operates in the United Kingdom, increased income by 54% in fiscal year 23 by focusing on midscale and economy lodgings. Mandarin Oriental, a worldwide luxury brand, recorded a 49% gain in income thanks to considerable international development. Both brands have diverse market positioning strategies and target different customer demographics. Premier Inn is the market leader in the United Kingdom and may seek worldwide development, whereas Mandarin Oriental concentrates on the premium category and may diversify into lifestyle activities. Both corporations make major investments in CSR, focusing on environmental sustainability and social equity. Despite their varied strategic approaches, the research shows that both have high growth potential and substantial CSR commitments.
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Premier Inn contrasted with Mandarin Oriental

2. Introduction 
This report seeks to evaluate and contrast the economic output, market standing, expansion possibilities, and corporate social responsibility initiatives of the two foremost players in the industry, Mandarin Oriental Hotel Group and Premier Inn. Whitbread-owned Premier Inn is the biggest hotel chain in Britain, providing good value lodgings. It has a network of over 800 hotels mainly in the UK, with some in Ireland and Germany. Boasting constant service and comfortable rooms, Premier Inn caters to both corporate and vacationing guests. The establishment has built a reputation for providing immaculate, efficient lodgings with a variety of amenities, including its own restaurants (Premier Inn, 2022). Mandarin Oriental is a worldwide luxury hotel brand that operates in many countries, and its London property, the Mandarin Oriental Hyde Park, is particularly renowned. Its prime location in Knightsbridge provides a perfect synthesis of traditional grandeur and modern amenities. Founded in Hong Kong, the London division of the Mandarin Oriental Hotel Group adheres to the philosophy of combining Oriental allure with British sophistication (Corporate Site, n.d.) It is renowned for its remarkable service, luxurious designs, and fine dining selections, providing a hospitality experience unrivalled by any other. Not limiting itself to leisure travellers, Mandarin Oriental is also well-equipped to cater to its business clientele with modern conference and meeting facilities  (Corporate Site, n.d.) Over the years, it has become a symbol of excellence in the luxury hospitality sector, setting stellar standards of quality and customer contentment.

3. Total revenue
Premier Inn and Mandarin Oriental both had significant revenue increase in FY23, however the reasons and forms of this growth differed. Premier Inn's overall revenue in FY23 was £2,625 million, up 54% from the previous year. The majority of the company's revenue comes from its hotel services and Food & Beverage  sales (Whitebread, 2023). Drury (2021) suggest that organisations prosper when they focus on their core capabilities. Premier Inn's strength clearly resides in its midscale and economy accommodation offerings, as seen by a 55% year-over-year increase in this sector compared to a 40% increase in F&B sales. Mandarin Oriental, on the other hand, estimates revenue of $1.568 billion in 2022, a 49% increase over the previous year (Whitebread, 2023). Unlike Premier Inn, which primarily operates in the United Kingdom, Mandarin Oriental had significant expansion throughout Europe, the Middle East, and the United States. Revenue per available room  and average daily rate indicators boosted revenue from these regions. According to Drury's (2021) cost accounting standards, Mandarin Oriental's operational performance is demonstrated by an EBITDA of $111 million and a net profit of $8 million. The Group's "World of Fans" strategy appears to have improved customer retention, which may have contributed to the increase in RevPAR and ADR (Mandarin Oriental, 2022). When the elements driving revenue growth are examined, Premier Inn's capacity of adapting and modify its operations corresponds to Teece's (2009) notion of dynamic capacities. According to Teece's (2009) idea of dynamic capabilities, firms that can adapt, integrate, and reconfigure their internal and external skills have a greater ability to adjust to constantly changing surroundings. Dynamic capabilities entail  how well a company can alter and adapt these resources to satisfy changing market needs. In Premier Inn's example, the firm's remarkable revenue increase of 54% year on year in FY23 demonstrates that such skills were effectively deployed. Their key skills in delivering midscale and economical lodging appear to be driving increase in hotel sales. In contrast, revenue growth at Mandarin Oriental is driven by smart cost control and diversity across countries and client categories (Seal, 2019). Furthermore, as shown by an improvement in key performance measures like as RevPAR and ADR, Mandarin Oriental appears to be focusing on optimising pricing and inventory tactics. Although both organisations have proven operational competence, their revenue compositions and growth drivers indicate differing strategic priorities. Premier Inn focuses on its core capabilities in a somewhat localised market, whereas Mandarin Oriental strives for worldwide diversification and excellence in client involvement. Lastly, both Premier Inn and Mandarin Oriental have seen excellent revenue growth, owing to diverse methods geared to their core capabilities and market positioning. Premier Inn used its expertise in midscale and economy hotels in the United Kingdom, while Mandarin Oriental used worldwide cost management and customer engagement tactics.

4. Market position 
Mandarin Oriental Hotel Group and Premier Inn have very different market positioning, which is mostly determined by the market sectors they target and the consumer demographics they appeal to (Drury, 2021). Mandarin Oriental is known as a luxury brand, catering to affluent consumers ready to pay higher prices for extravagant experiences. Premier Inn, on the other hand, caters to the midscale and budget categories, drawing a more price-sensitive clientele (Kotler and  Keller, 2016). Both groups' revenue indicators, such as Revenue Per Available Room and Average Daily Rate, indicate these positioning efforts. Mandarin Oriental has a high ADR of $244, implying that it seeks to maximise income per client at the expense of market volume (Mandarin Oriental, 2022). Premier Inn has a more solid presence in the UK, focusing on its extensive network of hotels across the country (Whitebread, 2023). For instance, of all hoteliers in the United Kingdom, Premier Inn is one of the largest, constituting 12 percent of the overall hotel industry (Premier Inn Raport, 2022). This extensive presence will very certainly lead to a higher market share in this region. Mandarin Oriental, on the other hand, has a stronger worldwide footprint, focusing on growing markets like as Europe, the Middle East, and America. Due to data limitations the market share of Mandarin Oriental is unknown. However, Mandarin Oriental's concentration on foreign markets suggests that it is ready to give up market share in certain locations in exchange for a more diverse worldwide portfolio (Volberda et al., , 2011). Another critical part of market positioning is customer demographics. Given its affluent positioning and pricing, the Mandarin Oriental's customer base is likely to include corporate leaders, rich vacationers, and celebrities. Premier Inn, with its focus on midscale and budget lodging, is more inclined to appeal to families, budget travellers, and business travellers searching for low-cost solutions (Kotler and Keller, 2016). Both organisations' market standing is heavily influenced by brand perception. The "World of Fans" strategy proposed by Mandarin Oriental recommends a concentrated strategy for building brand loyalty through personalised interactions. The Premier Inn brand is founded on cost without reducing quality, which largely adds to its durability and capacity to recover even under difficult market conditions such as the pandemic. Lats not least, Premier Inn's superior performance. of the Midscale and Economy sector, as well as Mandarin Oriental's shift from a primary loss to a profit, communicate the substantial brand equity these firms have established (Walker, 2021).

5. Growth potential 
Both Mandarin Oriental Hotel Group and Premier Inn have different development possibilities due to different strategy focuses, market circumstances, and possible impediments. Firstly, Premier Inn, and its brand has seen substantial development, especially in FY23, when sales increased by 54% over the previous fiscal year (Premier Inn, 2023). The corporation appears to be skilled at using its dynamic skills, especially in the United Kingdom, where it has a dominance (Walker, 2021). Expansion tactics might include expanding into additional foreign markets or broadening services inside current locations, such as improving Food & Beverage offerings. This is especially important given that  F&B sales lag after accommodation sales. Market prospects may exist in underdeveloped rural areas or crowded city areas where economical, dependable lodging is in high demand (Mikulic et al., 2021). The greatest obstacle to development in the UK might be market saturation, necessitating foreign expansion or service diversification in order to maintain revenue growth (Atrill and McLaney, 2021). Mandarin Oriental, on the other hand, appears to target affluent luxury markets, in particular Europe, the Middle East, and America. A 49% increase in income in operated hotels implies that the brand is on the rise (Drury, 2021). The company's "World of Fans" strategy shows a focus on strengthening customer connections and increasing brand loyalty, while also providing potential for development through client retention and increased spending per customer. One possible growth plan would be to enter new regions where there is a growing rich class prepared to pay higher rates for luxury hotel rooms. However, recessions that heavily impact the luxury hotel sector, as well as geopolitical difficulties in the locations in which they operate, might be drawbacks to expansion (Yılmaz, 2013). Both of the companies confront broad challenges such as tight laws, rising operating expenses, and uncertainty caused by global events such as pandemics or economic downturns. Furthermore, digital disruption in the shape of platforms like Airbnb, which provide alternative housing alternatives for both cheap and luxury travellers, could create a problem (Guttentag, 2015). Thus, both Premier Inn and Mandarin Oriental have great development possibilities, although in opposite directions.

6. Financial commitment to CSR
Both Premier Inn and Mandarin Oriental Hotel Group have recognised the necessity of Corporate Social Responsibility, though to varying degrees and through various focal areas. According to Rangan, Chase and Karim, (2015), CSR is not a separate department inside an organisation, but rather a critical component of corporate strategy that may deliver long-term economic gains while also helping society. Premier Inn exemplifies a variety of approaches to Corporate Social Responsibility that is consistent with industry best. They dedicate financial resources to sustainable technology, with the goal of reducing carbon emissions by half by 2025 and reaching net-zero by 2040. This includes investment in improved heat recovery boilers and charging facilities for electric vehicles practises (Whitebread, 2022). The hotel business also places a high priority on social responsibility, generating cash for hospitals and educating team members in COVID-19 guidelines. Furthermore, with particular corporate aims and community networks, Premier Inn prioritises diversity and inclusion (Whitebread, 2022). They use a metrics-based approach to CSR, reporting on sustainability indices on a yearly basis and working to harmonise with the Taskforce on Climate Related Financial Disclosures. This comprehensive plan implies a significant financial investment in CSR projects. On the other hand, principles that guide Mandarin Oriental's Corporate Social Responsibility framework focus on environmental impact, social fairness, and strong governance systems. By amending its Code of Conduct in 2022, the corporation has included sustainability into its decision-making process. They are dedicated to decreasing inefficiencies in energy and material procurement for climate action, with the first TCFD report identifying climate-related financial risks (Mandarin Oriental, 2022). Since 2012, they have reduced energy intensity per square metre by 27% while increasing renewable energy consumption to 8%. In terms of social responsibility, Mandarin Oriental prioritises diversity and inclusion, as well as fair HR practises and supplier behaviour (Govindan, Shaw and Majumdar, 2020). Their organised governance, which includes many layers and organisations, strives to efficiently coordinate, and implement sustainability activities (Jagels, 2007).

7. Conclusion 
In conclusion, Premier Inn and Mandarin Oriental represent two distinct yet effective tactics in the UK hotel industry. Premier Inn has solidified itself as the leading hotel chain in the United Kingdom by capitalising on its strengths in midscale and budget hotels. The brand's 54% year on year sales rise in FY23 demonstrates its excellent concentration on key competencies. Mandarin Oriental, on the other hand, thrives in the premium market through worldwide diversification and customer involvement, with a 49% revenue increase. Despite differences in market positioning and target demographics, both show strong development potential, although in opposite directions. Premier Inn may strive to expand into overseas markets or improve existing offerings, whilst Mandarin Oriental may seek to enter rising wealthy areas. Both corporations also make significant investments in Corporate Social Responsibility, with varied degrees of emphasis on sustainability and social fairness. These hotel giants’ disparate methods demonstrate the several roads to success in the evolving hospitality industry.

8. Recommendations 
· Premier Inn should widen its offerings inside the United Kingdom while also looking at worldwide development. The company's 54% year-on-year sales increase in FY23 reflects high brand value and operational efficiency, particularly in the mid-scale and economy sectors (Teece, 2009). Given the possibility of market saturation in the UK, foreign expansion might provide fresh opportunities for growth. Furthermore, Premier Inn can extend its Food & Beverage options within current sites, which showed a 40% rise but still lag behind hotel sales (Whitebread, 2023).
· Diversification into lifestyle pursuits might be a profitable path for Mandarin Oriental. Mandarin Oriental may expand its range to include luxury health centres or customised travel experiences, for example, since wealthy customers seek for unique and personalised experiences (Thomas, 2013). This is in accordance with their "World of Fans" approach, which aims to increase consumer involvement and loyalty (Kotler and Keller, 2016).
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