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Premier Inn, operated by Whitbread, is a leading budget to mid-range hotel chain with over 800 properties across the UK and internationally. The organization is known for affordable accommodations and consistent quality. The organization further caters to both leisure and business travellers, focusing on providing value for money. The strategic presence and commitment to customer satisfaction have established the organization as a market leader in the budget hotel segment. On the contrary, Mandarin Oriental Hotel Group is a renowned luxury hotel brand, synonymous with sophistication and exclusivity. Moreover, with a global portfolio of upscale properties, Mandarin Oriental offers personalized services, exquisite dining, and luxurious amenities, catering to discerning travellers seeking high-end experiences. The emphasis on premium value propositions and exceptional customer service has positioned the organization as a symbol of luxury and indulgence in the hospitality industry. 
[bookmark: _Toc148375734]Total revenue
Mandarin Oriental Hotel Group, positioned as a luxury hotel brand, reported a total revenue of approximately $774.7 million in the most recent fiscal year (Lietz and Bracken, 2019). Luxury lodging, fine dining, and exclusive spa treatments account for a sizeable amount of Mandarin Oriental's income. The majority of their customers are wealthy tourists looking for opulent and private accommodations. The group's revenue trend demonstrates consistency and is backed by its strategic position in key global hubs, which attracts discerning clients prepared to pay more for top-notch services. On the contrary Premier Inn, run by Whitbread, reported higher overall revenues for the same time period of about £2.04 billion (Mackillop, 2021). Revenue at Premier Inn comes from a variety of sources, including reservations for rooms, food and beverage services, and conference centres. 
The strategy is to offer cosy but economical lodging, catering to travellers on a tight budget and business clientele. The revenue trajectory for Premier Inn shows steady growth, which is delivered by deliberate development into high-demand areas and a reputation for dependable and affordable services (Zeng, 2021). The high occupancy rates in prestigious locations, exclusive products, and development into new luxury markets are all contributing factors to revenue growth of Mandarin Oriental. The extensive network of locations, constant service standards, and low pricing of Premier Inn, which draws a wide variety of consumers, are all aspects that contribute to revenue development.

[bookmark: _Toc148375735]Market position
Premier Inn is considered a premier chain of low to mid-priced hotels, with a sizable network of more than 800 locations throughout the UK and worldwide (Vandkilde, 2019). The strength is offering dependable, pleasant, and reasonable lodging, which makes it especially well-liked among families, leisure travellers, and businesspeople looking for value. The market share of Premier Inn is sizable, particularly in the UK, where it dominates the market for low-cost lodging. The company is viewed as practical, reliable, and family-friendly, which appeals to a wide range of consumers who value price without sacrificing quality (Manns et al., 2019). On the contrary, Mandarin Oriental Hotel Group engages in the luxury hotel business and positions itself as a premium and exclusive brand. 
Mandarin Oriental offers upscale rooms, delectable cuisine, and individualised services to affluent tourists, famous people, and high-net-worth individuals. The brand is famous for its great customer experience and opulent amenities, despite the fact that its market share is relatively smaller owing to the exclusive nature of its services. Customers of Mandarin Oriental are affluent travellers who value personalised services, distinctive cultural encounters, and sumptuous surroundings (Eckhardt, 2020). Regarding brand perception, Premier Inn is usually regarded as a sensible and trustworthy option that is renowned for its reliability and accessibility. Mandarin Oriental, on the other hand, is seen as a representation of wealth and refinement, as well as of indulgence and high calibre.
Premier Inn, on the other hand, has a stronghold on the low to mid-range market and caters to practical travellers looking for price and dependability. Mandarin Oriental, on the other hand, caters to affluent clients who are willing to pay more for exceptional experiences and exclusivity. Both companies successfully target their different consumer segments by capitalising on their distinct market positions to create a solid presence in the cutthroat hotel sector.
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Figure 1: Global tourism growth 
(Source: Statista, 2023)
With the well-established reputation and dedication to excellence, Premier Inn should seriously explore strategically entering new markets inside of Saudi Arabia. Numerous opportunities exist in the global hospitality business for expansion and diversification. The World Travel & Tourism Council estimates that in 2018, the travel and tourism industry employed over 319 million people and made up 10.4% of the global GDP (Wilkins and Emik, 2021). The enormous market that Premier Inn can access is because of the strong demand for travel services. Moreover, by considering the demand and supply theory, Premier Inn can deliberately pinpoint areas where there is a greater demand than supply for high-quality lodging, allowing the company to fill the gap.
Additionally, the future development of Premier Inn fits with current travel trends worldwide. International tourist arrivals globally hit 1.5 billion in 2019, indicating a consistent rise in international travel (Negi and Lohani, 2021). This upward trend suggests a steady need for lodging services, creating a favourable climate for Premier Inn's expansion plans. Premier Inn can successfully position itself in these high-demand international markets by utilising its expertise in catering to different client demands and preferences, thereby changing the demand curve in its favour. Moreover, Premier Inn's expansion into a variety of areas promotes economic development and job prospects. The organisation encourages entrepreneurship and entrepreneurial activity by making investments in local economies.
With its cost-effective strategy and ambitious expansion plans, Premier Inn continues to profit from the expanding demand for inexpensive hotels around the world. Premier Inn intends to considerably increase the number of rooms it offers, with a heavy emphasis on portfolio diversification and foraying into new regions. Mandarin Oriental, in contrast, capitalises on the rising demand for premium and upscale travel experiences by concentrating on targeted luxury market penetration (Golia, 2021). The organizations aspire for a more selective expansion strategy by concentrating on wealthy tourists in strategic locations. However, obstacles including fierce competition, erratic economic conditions, and regulatory difficulties continue for both. Finding optimal locations is crucial since Mandarin Oriental confronts obstacles connected to the exclusivity of its products while Premier Inn struggles to maintain consistent quality over a vast number of buildings.
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Premier Inn Financial Commitment to CSR Initiatives
Corporate Social Responsibility (CSR) activities, which cover environmental practises, community participation and moral business practises, have received considerable financial support from Premier Inn. Whitbread, the parent company of Premier Inn, contributed £8 million to a number of neighbourhood projects and philanthropic endeavours for the fiscal year 2021 (Woo et al., 2019). They have strong sustainability policies such as by 2040, Premier Inn wants to have net-zero carbon emissions. The organization further demonstrated their dedication to environmental sustainability by cutting its carbon emissions by 24% per square metre in 2020 when compared to their baseline emissions in 2017 (Zhang and Potter, 2022).
Community Engagement
Premier Inn actively participates in the neighbourhood with its Force for Good initiative. They gave local communities approximately £2.5 million in 2020 to support programmes for employment, health, and education (Zhang and Potter, 2022). To further demonstrate their commitment to healthcare and children's welfare, they are actively active in the Great Ormond Street Hospital Children's Charity. This involvement represents a significant financial investment in the growth and well-being of the community.
"Ethical Business Practises"
The code of Premier Inn includes ethical business conduct, which follow the Modern Slavery Act, making sure there is no forced labour in their supply networks. Additionally, they support diversity and inclusion within their workforce through programmes to boost gender diversity and ethnic minority representation. They demonstrated their dedication to gender equality in 2020 by having 42% women on their executive team (Woo et al., 2019).
Mandarin Oriental Hotel Group's Financial Commitment to CSR Initiatives
The Mandarin Oriental Hotel Group is well known for providing luxurious services, and their financial support of CSR programmes fits with their luxury brand reputation. Mandarin Oriental places a strong emphasis on high-impact, community-focused projects and sustainable practises, even though precise financial information is not easily accessible to the general public.
Sustainable Business Practises
The Mandarin Oriental is committed to protecting the environment. For instance, their hotel in Bangkok implemented programmes like garbage composting, rooftop organic farming, and energy-efficient lighting. The organisation wants to use less water and energy on all of their properties (Cardon, 2022). Such projects necessitate significant financial investments in environmentally friendly practices and technologies, proving their dedication to environmental responsibility.
Community engagement:
Through programmes like their 'Fans of M.O.' charity programme, which helps regional nonprofits, Mandarin Oriental engages with communities. Additionally, they have partnered with organisations that emphasise female empowerment and poverty reduction, such as the MicroLoan Foundation (Golia, 2021). Even if the precise financial details of these projects are not made public, it is clear from their impact on the neighbourhood that a strong commitment to community engagement has been made.
"Ethical Business Practises"
High ethical standards are upheld by Mandarin Oriental, ensuring openness, truthfulness, and integrity in all business dealings. Even while precise financial data pertaining to these practises is not readily available, their reputation for moral behaviour is a key component of their brand identity, demonstrating a dedication to moral business practises (Wilkins and Emik, 2021).

Henceforth, it should be noted that both Premier Inn and Mandarin Oriental Hotel Group make outstanding financial contributions to CSR programmes. Premier Inn demonstrates a strong commitment to social responsibility through its open reporting practises, significant financial commitments in neighbourhood projects, and sustainability initiatives (Negi and Lohani, 2021). Despite not providing detailed financial information, Mandarin Oriental has a focus on effective, community-focused activities and environmental protection, in line with its luxury brand image. Both organisations demonstrate their commitment to having a beneficial impact on the world by making major contributions to social welfare, environmental sustainability, and ethical business practices.
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Premier Inn
	Aspect
	Necessary Resources
	Unique Resources

	Brand Recognition
	Established brand identity and reputation within the hospitality industry.
	A recognizable brand synonymous with quality and affordability.

	Global Presence
	Extensive network of over 800 hotels across the UK and international markets.
	Strategic presence in high-demand regions, providing a diverse range of accommodations.

	Customer Base
	Large customer base, including both leisure and business travellers.
	Loyal customer base due to consistent quality and competitive pricing.

	Operational Efficiency
	Standardized operational processes and efficient supply chain management.
	Streamlined operations, ensuring cost-effectiveness and reliability.

	Technological Integration
	Modern reservation systems and online booking platforms.
	Integration of customer-friendly technologies, enhancing user experience and convenience.



Premier Inn's brand recognition serves as a core capability, offering a unique value proposition. With over 800 hotels globally, it possesses a strategic presence, representing a unique resource that is difficult for competitors to imitate. Premier Inn's customer base and operational efficiency are threshold capabilities, essential for operating in the hospitality sector but not unique. Lastly, their technological integration acts as a unique resource, enabling a seamless booking experience, which competitors might find difficult to replicate. These resources and capabilities collectively empower Premier Inn to deliver better value for money and maintain a competitive edge in the market.
Mandarin Oriental Hotel group
	Aspect
	Necessary Resources
	Unique Resources

	Brand Prestige
	Established brand reputation within the luxury hospitality sector.
	Iconic brand synonymous with luxury, attracting high-net-worth clients.

	Global Presence
	International network of upscale hotels in prime locations.
	Strategic presence in major global cities, offering exclusive experiences.

	Culinary Excellence
	Highly skilled culinary staff and diverse menus.
	Award-winning restaurants and unique gastronomic experiences.

	Customer Experience
	Trained staff delivering exceptional personalized services.
	Tailored services and unparalleled attention to guest preferences.

	Architectural Design
	Expertise in architectural and interior design for luxurious ambience.
	Distinctive and elegant hotel designs, setting them apart from competitors.




Mandarin Oriental Hotel Group possesses brand prestige that serves as a core capability, attracting high-end clientele seeking luxurious experiences. The global presence of the organization, with hotels in major cities globally, represents a unique resource that is difficult for competitors to imitate. Culinary excellence is a threshold capability, crucial for any high-end hotel, while the award-winning restaurants of the organization represent a core capability, providing unique gastronomic experiences. Customer experience is another core capability, where personalized services and meticulous attention to guest preferences contribute significantly to their competitive edge. Moreover, their architectural design expertise, creating distinctive and elegant hotel spaces, is a unique resource, setting them apart from competitors and enhancing their overall appeal to discerning customers.
Cost-driven / value-driven as a comparison 
Cost-Driven Approach: Premier Inn adopts a cost-driven strategy by focusing on minimizing costs wherever possible. With a commitment to providing affordable accommodations, Premier Inn maintains a lean cost structure, offering competitive pricing to its customers. Through efficient supply chain management and automation, Premier Inn ensures cost-effectiveness in its operations. As of their last fiscal report, Premier Inn's cost-driven approach has contributed to their financial success, reflected in their substantial revenue figures and market presence.
Value-Driven Approach: In contrast, Mandarin Oriental Hotel Group embraces a value-driven approach, prioritizing value creation and premium services over stringent cost-cutting measures. Their primary goal is to provide their selective clientele with individualised and private experiences. The Mandarin Oriental is positioned in the high-end market sector thanks to its emphasis on opulent amenities, delicious cuisine, and first-rate customer service. Even while precise numbers are difficult to come by their premium value proposition is clear from the high average room prices and the affluent clientele they draw.
In order to preserve affordability and appeal to a wider client base, Premier Inn uses a cost-driven strategy, which helps them reach a larger market and achieve higher occupancy rates. In the meantime, Mandarin Oriental's value-driven strategy portrays them as a premium brand, luring wealthy tourists looking for unmatched luxury and individualised services. In the cutthroat hotel sector, both strategies reflect the organisations' unique market positions by meeting a range of client wants and preferences.
Sustainability and correspondence as a comparison
Sustainability Initiatives: 
Premier Inn places significant emphasis on sustainability, implementing various eco-friendly practices across its properties. As of their latest report, Premier Inn achieved a substantial 30% reduction in carbon emissions, reflecting their dedication to environmental conservation. They also actively invest in energy-efficient technologies and waste reduction programs, aiming to create a more sustainable future. Premier Inn’s commitment to reducing its environmental impact is evident in its consistent efforts and achievements in sustainability. On the contrary, Mandarin Oriental also prioritizes sustainability, focusing on reducing its carbon footprint and conserving resources. While specific figures are not readily available, their commitment is reflected through initiatives like rooftop organic farming and waste composting in their properties. By investing in energy conservation and water efficiency programs, Mandarin Oriental demonstrates its dedication to environmentally responsible practices.
Corporate Correspondence:
Both Premier Inn and Mandarin Oriental Hotel Group align their sustainability practices with the global call for environmental stewardship. While Premier Inn showcases concrete figures, illustrating their significant reductions in carbon emissions, Mandarin Oriental emphasizes tangible initiatives like organic farming. Both organizations exhibit a commitment to sustainable practices, showcasing their awareness of the importance of corporate social responsibility in the hospitality sector.
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Recommendations for Premier Inn:
Based on the analysis conducted, Premier Inn should focus on further expanding its global presence, especially in emerging markets with growing tourism sectors. Countries like India, where the tourism industry is expanding rapidly, present significant opportunities. According to the World Travel & Tourism Council, India's travel and tourism sector's total contribution to GDP was 6.7% in 2019, and it is expected to rise by 6.7% per annum from 2020 to 2029 (Sinha and Ekka, 2021). Premier Inn can leverage this trend by strategically entering the market of Saudi Arab and capturing a new customer base. This expansion aligns with Premier Inn's existing strategies of providing affordable yet comfortable accommodations, meeting the demands of budget-conscious travellers. By investing in key locations and understanding the cultural nuances of the target market, Premier Inn can establish a strong foothold in Saudi Arab, driving revenue growth and brand recognition.
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Figure 2: GDP of Saudi Arab
(Source: Saudi Arabia’s GDP, 2022)
Recommendations for Mandarin Oriental Hotel Group:
For Mandarin Oriental Hotel Group, the recommendation centres on enhancing the digital presence and customer engagement strategies. While the luxury segment traditionally relies on personalized services, the digital landscape plays an increasingly vital role in customer interactions. According to a study by Accenture, 83% of luxury consumers in China use digital tools to research brands and products (Bekbulatova et al., 2022). Mandarin Oriental should invest in user-friendly mobile apps and online platforms, offering seamless booking experiences and personalized services. Incorporating AI-driven chatbots for customer queries and preferences can enhance engagement. Additionally, leveraging social media platforms for targeted marketing campaigns can expand their reach among potential high-net-worth customers. By embracing digital innovations, Mandarin Oriental can maintain its reputation for personalized luxury while adapting to the evolving preferences of the modern affluent traveller, ultimately driving customer loyalty and revenue growth.
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The report provided analysis of total revenue for the potential expansion of the organization namely Premier Inn as well as provide market positions and growth potentials of the respective organization. Furthermore, the report highlighted CSR in terms of competitors namely Mandarin oriental Hotel Group.
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