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[bookmark: _Toc148264853]Executive Summary

The Mandarin Oriental Hotel Group and Premier Inn are the subject of this comparison research since they are two significant participants in the hotel business. It offers a concise summary of their activities and market status by briefly looking at four important factors.
A comparison of total income reveals a big difference between the two chains. Mandarin Oriental's luxury-focused business model is outperformed by Premier Inn's cost-conscious strategy that appeals to a wide client base in terms of revenue. Individual preferences, financial constraints, and the intended guest experience are frequently the deciding factors when deciding between these chains.
With distinct price methods and brand perceptions, Mandarin Oriental and Premier Inn cater to different market niches. Premier Inn places an emphasis on value while Mandarin Oriental emphasises exclusivity. Each has been effective in carving out a niche in the market and attracting particular visitor demographics.
The Mandarin Oriental Hotel Group is prepared for international growth because to its strong project pipeline, dedication to fostering a sense of community, and focus on shareholder value. Premier Inn, on the other hand, succeeds in the low-cost hotel industry, growing into Germany and developing cutting-edge innovations to meet changing consumer tastes. The two approaches complement one other's market positioning.
Both hotel brands show a significant commitment to sustainability and moral business conduct. Mandarin Oriental aggressively works to decrease single-use plastics and makes a substantial contribution to the neighbourhood. In keeping with its corporate responsibility objectives, Premier Inn makes investments in CSR and carbon reduction programmes.
Depending on personal preferences, financial limitations, and the intended guest experience, one may choose amongst these chains. Due to their capacity to adapt to changing customer needs and dedication to sustainability and corporate responsibility, both hotel firms are well-positioned to dominate their respective market niches.

[bookmark: _Toc148264854]Introduction

Understanding important financial and strategic KPIs is essential for making well-informed decisions in the competitive world of hospitality. The performance and future prospects of hotels are greatly impacted by factors including total revenue, market position, development potential, and financial commitment to Corporate Social Responsibility (CSR). In this thorough research, we examine these factors in order to contrast Premier Inn and the Mandarin Oriental Hotel Group, two major participants in the hotel business.
We may obtain a thorough grasp of these hotels' operations, the markets they cater to, and their compliance with ethical and sustainable standards by exploring these four areas. When choosing a hotel or evaluating investment prospects, travellers, investors, and stakeholders may make well-informed decisions thanks to these information.


1. [bookmark: _Toc148264855]Total revenue

Total revenue is an important financial indicator that shows how much money a company made from its main operations overall for a given time frame, usually over the course of a month, quarter, or year (Zarei et al., 2020). Total revenue for hotels comprises earnings from a variety of sources, including room reservations, meals and drinks, conference and event venues, spa services, parking charges, and any other income-producing activities directly associated with the hotel's operations. Total revenue analysis is crucial since it offers a thorough picture of a hotel's entire financial performance. The effectiveness of a hotel in maximising its income potential is better understood by stakeholders thanks to this comprehensive viewpoint (Lavi, 2023). It is possible to compare two hotel chains side by side and determine which chain is better at bringing in money from different sources.
Additionally, a hotel's total revenue is a sign of its competitiveness and market dominance (Chen, 2007). According to Guttentag (2015), a larger overall income may indicate that a hotel chain is drawing in more visitors, providing services that guests want, and pricing its services competitively. Determining market share is essential for hotel chains to evaluate their position in relation to competitors in a cutthroat business like hospitality. Hotel chains can determine if they have increased or decreased market share in relation to their competitors by looking at total revenue.
Mandarin Oriental Hotel Group
In 2022, the Mandarin Oriental Hotel Group recorded total revenues of $1.6 billion (Mandarin Oriental Hotel Group, 2023). The luxury hotel industry, comprising reservations for rooms, eating and drinking establishments, spa services, and event venues, is the main source of income for Mandarin Oriental. Because it is a high-end luxury hotel company, Mandarin Oriental frequently charges more for its services, which increases its income. It's important to keep in mind, nevertheless, that Mandarin Oriental targets a more specialised market, which could constrain the scope of its revenue in comparison to hotel chains with lower rates.

Premier Inn
Premier Inn, on the other hand, recorded total revenues of about $3.54 billion (£2,625 million) in 2022, making it substantially more profitable than Mandarin Oriental (Whitbread, 2023). The cheap and mid-range hotel market is where Premier Inn operates, with an emphasis on offering reasonable lodging. Bookings for rooms are its main source of income, but it also makes money through food and beverage services, meeting spaces, and other services. Due to its extensive reach and favourable reputation, Premier Inn is available to a wider range of customers, which helps to explain its sizable income.
The total revenue analysis shows that Premier Inn outperformed Mandarin Oriental Hotel Group in 2022, primarily due to its broader customer base and budget-friendly offerings (Aroul et al., 2022). Mandarin Oriental focuses on the luxury segment, which may limit the scale of its revenue but allows for premium pricing. 

2. [bookmark: _Toc148264856]Market Position

Market position describes a hotel's position or ranking within the larger hospitality sector as well as its specific location in relation to rival properties (Zervas, Proserpio and Byers, 2017). It includes a number of factors that determine how a hotel is seen by guests, including as its target market, pricing strategy, reputation, and the special value it provides. When contrasting two hotels, a market position analysis is essential since it offers insightful information about their competitive environment, aids in identifying their advantages and disadvantages, and helps create efficient marketing and business plans (Asma Alawadi et al., 2023).
We shall look at the Mandarin Oriental Hotel Group and Premier Inn after outlining each essential component in order to understand the market positions of two hotels:
1. The hotel's market position tells whether it targets high-end travellers, frugal vacationers, corporate executives, families, or other particular demographics (Al-Moustafa et al., 2023). One can determine if two hotels are serving the same market segments or competing directly by contrasting their target populations (Asma Alawadi et al., 2023). The target markets for Premier Inn and Mandarin Oriental are different. Premier Inn serves a wider range of customers (George, 2021), whilst Mandarin Oriental targets a more upscale and elite clientele (Codó and Sunyol, 2019).
2. According to Zhou, Brown and Dev (2009), a key component of a hotel's market position is its pricing policy. While some hotels market themselves as premium or luxury alternatives and charge accordingly, others use pricing that is more reasonable. Understanding a hotel's pricing tactics might help you better grasp how it plans to compete in terms of perceived value and quality. While Mandarin Oriental places a greater emphasis on exclusivity and high-end experiences (Li, 2022), Premier Inn places more emphasis on cost (Premier Inn, 2023).
3. Position in the market is significantly influenced by brand image. The hotel's reputation, guests' opinions, and the emotional connection it fosters are all reflected in it. According to Roy and Banerjee (2008), hotels can present themselves as modern, conventional, environmentally friendly, or any other image that appeals to their target clientele. If two hotels are compared, it will become clear which one has a better or more solid reputation. The pricing strategy of Mandarin Oriental places an emphasis on exclusivity and high-end experiences (Li, 2022), in contrast to Premier Inn's emphasis on affordability (Codó and Sunyol, 2019).
4. Zhou, Brown, and Dev (2009) assert that a hotel's USP (Unique Selling Proposition) is what distinguishes it from rivals. It could be a special setting, first-rate service, themed lodgings, or particular facilities. Finding areas where one hotel shines above the competition and where it could have a competitive edge is made easier by analysing the USP. Here, the same distinction is seen between the hotels.
Premier Inn targets tourists on a tight budget with its fairly priced and practical housing, whilst Mandarin Oriental caters to luxury-seeking guests by offering first-rate facilities and activities. Personal tastes, budgetary considerations, and the sort of experience a tourist is seeking all play a significant role in choosing between Premier Inn and Mandarin Oriental. Both hotel companies have been successful in carving out distinct markets for themselves in the competitive hospitality industry.

3. [bookmark: _Toc148264857]Possibility for Growth

When comparing two hotels, growth potential relates to each hotel's future ability to expand operations, boost revenue, and strengthen its position in the market (Wang and Hung, 2015). When comparing hotels, it's important to consider growth potential since it enables stakeholders, investors, and decision-makers to gauge each choice's long-term viability and profitability. The growth potential of a hotel is influenced by a variety of elements, including its location, market demand, facilities, brand recognition, and the possibility of upgrades or expansions (Yang, Mueller, and Croes, 2016). By weighing these variables, one may decide more intelligently which hotel investment is most likely to generate the highest profits and long-term business potential.
Mandarin Oriental Hotel Group
The Mandarin Oriental Hotel Group emphasises the considerable space for development in its 2022 Annual Report. The firm is devoted to worldwide expansion and has 26+ projects planned over the next five years. It seeks to open four to five hotels per year. The sale of the Mandarin Oriental in Washington, D.C. serves as an illustration of how much emphasis is placed on asset portfolio management. With multiple openings anticipated in 2023, including the Causeway Bay, Hong Kong redevelopment, the Group is well-positioned for long-term, significant growth thanks to its focus on community participation and shareholder value.
Premier Inn
The rise of the branded budget sector is being led by Premier Inn, which flourishes in the lucrative UK hotel industry, especially when independent hotels encounter difficulties, according to its 2022 Annual Report. It's a popular option for travellers on a tight budget, with 83,500+ rooms in 847 hotels throughout the UK and Ireland. With a growing hotel portfolio and cutting-edge ideas like "hub by Premier Inn" and "ZIP by Premier Inn" that can accommodate a variety of client preferences, Premier Inn's worldwide expansion into Germany provides the company substantial growth opportunities. As a result, Premier Inn is set up for long-term growth.
Each of the hotel chains has a unique growth strategy. Mandarin Oriental prioritises brand awareness and long-term choices while focusing on worldwide development through a number of projects. Premier Inn, on the other hand, dominates the UK's low-cost hotel market, expanding into Germany and developing cutting-edge innovations to meet shifting consumer demands.
4. [bookmark: _Toc148264858]Financial Support for CSR

CSR refers to an organization's attempts to make beneficial contributions to society, the natural environment, and its stakeholders in addition to profit-making. Spending on community involvement, sustainable practises, sourcing with integrity, and other endeavours that support CSR objectives are all examples of financial commitment to CSR (Stahl et al., 2020). When contrasting two hotels, it's critical to take into account a hotel's financial commitment to CSR because it demonstrates their commitment to environmentally friendly practises and business practises that are ethical. Hotels that make major CSR investments are more likely to benefit the environment, local communities, and the welfare of their visitors (Kim and Kim, 2020). This may result in a stronger reputation, higher client loyalty, and a competitive edge, all of which are essential in a sector where customers place a growing emphasis on sustainability and ethical business practises.
Mandarin Oriental Hotel Group
According to their 2022 Annual Report, the Mandarin Oriental Hotel Group is making outstanding progress in the areas of sustainability and corporate social responsibility (CSR). The business has made significant efforts to decrease single-use plastics, and 30 out of 35 hotels have already succeeded in doing so, eradicating about 930 tonnes of plastic garbage yearly. Additionally, they now have Group-wide LRQA-verified certification for using only ethically sourced paper, coffee, tea, chocolate, vanilla, and seafood. Additionally, with over 20,000 volunteer hours and over $1.5 million in donations to different social sectors, their contributions to local communities are notable. Helping Ukrainian women refugees, raising money for cancer investigations in Qatar, and planning activities for foster families are just a few examples.
Premier Inn
In contrast, the 2022 Annual Report of Premier Inn states that both sustainability and CSR are important to the company. They have committed significant financial resources to sustainability, including establishing a Transition Plan to reach net-zero carbon emissions in the upcoming years and setting ambitious goals for carbon reduction.  Over the course of their 12-year association with the Great Ormond Street Hospital Charity, they have raised approximately £22 million, and they want to contribute an additional $3 million this year. They also actively encourage inclusion and equity, with women holding 40% of top leadership roles. With 92% of the brand-new beds being recyclable, their 'Bed of the Future' design displays its dedication to sustainability by dramatically increasing bed lifespans and lowering bed disposal.
[bookmark: _Toc148264859]Conclusion

The Mandarin Oriental Hotel Group and Premier Inn may be contrasted to learn more about two different strategies used in the hotel business. Analysis of total income reveals the significant distinctions between these two players. Revenue-wise, Premier Inn's budget-conscious strategy exceeds Mandarin Oriental's luxury-centered strategy. Premier Inn also caters to a wide spectrum of clients. Personal preferences, financial constraints, and the intended guest experience are frequently the deciding factors when deciding between these two chains.
Due to its differing price policies and brand perceptions, Mandarin Oriental and Premier Inn serve distinct market niches. Premier Inn places an emphasis on value whereas Mandarin Oriental places a premium on exclusivity. Each has established a distinctive niche for itself, focusing on particular visitor demographics.
With contrasting strategies and target markets, both hotel businesses have significant development potential. Mandarin Oriental places a premium on brand awareness, long-term family-driven planning, and international expansion whereas Premier Inn is more concerned with the UK, the attractive German market, and cutting-edge hotel innovations. Despite having distinct advantages and target areas, both companies are dedicated to long-term growth and responding to changing customer demands, making them competitive competitors in the hospitality sector.
Both hotel businesses are aggressively tackling sustainability and CSR, with Premier Inn emphasising lowering its carbon footprint, saving water, fundraising, and diversity and inclusion and Mandarin Oriental concentrating on minimising plastic waste, responsible sourcing, and community assistance. These efforts demonstrate their commitment to ethical business practises, have a good impact on their stakeholders and clients, and have helped them maintain their positions in the cutthroat hospitality sector.
In conclusion, Premier Inn and Mandarin Oriental represent the opposite extremes of the hotel market range, each with distinct market priorities and competitive advantages. In the end, the decision between these two chains comes down to personal preferences, financial limitations, and the type of experience a traveller is looking for. Due to their capacity to adapt to changing customer needs and their commitment to sustainability and corporate responsibility, both hotel firms are well-positioned to succeed in their respective market niches.
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