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[bookmark: _Toc148623059]Introduction 
This research focuses on four main areas: overall revenue, market size, possibilities for growth, and the company's social responsibility (CSR) commitment to two major participants in the hospitality industry: Mandarin Oriental Hotel Group and Premier Inn. We intend to learn more about their financial health, market standing, prospects, and dedication to sustainable and ethical business practices by digging into these areas. By highlighting each firm's distinctive approaches and skills throughout its many market sectors, this research will provide a thorough grasp of each firm's present position in the industry.
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The Mandarin Oriental 
The Mandarin Oriental is well-known for its high-end lodgings and excellent service. According to its 2023 annual report, the Mandarin Oriental anticipates a total revenue of about $130.35 million. Mandarin Oriental makes money through room rentals, restaurant sales, spa treatments, and party bookings. The premium room rates, luxurious amenities, and worldwide recognition of their name have all contributed to their consistent revenue growth throughout time. Lower bookings and event cancellations occurred in 2020 as a result of international travel restrictions brought on by the COVID-19 pandemic (Li, 2022).
Premier Inn
In contrast, Premier Inn focuses on the economy and midrange hotel sectors. It is owned by Whitbread PLC, a major hospitality and restaurant chain. Premier Inn's revenues for the 2023 fiscal year topped £2.5 billion, as stated in Whitbread PLC's annual report (DEMİRCİFTCİ, 2020). Premier Inn, popular with business travellers as well as leisure travellers, makes most of its money from guests who book a stay at the hotel. Their revenue growth has traditionally been driven by their commitment to affordable prices, constant quality, and handy locations. Premier Inn, which had a bigger customer base and could lower prices, kept more of its revenue than Mandarin Oriental, which had fewer guests during the epidemic.
Trends of the revenue
In 2023, Mandarin Oriental saw a 53% drop in revenue compared to 2019. In contrast, Premier Inn saw a revenue increase of 50% over that period (Kucukusta et al., 2019). Revenue at Premier Inn was hit harder than at either of the other two hotel chains because of the company's focus on both domestic and business travel (Kushniruk, 2023).
Factors driving the revenue
Expansion of Mandarin Oriental's global portfolio, preservation of its image for perfection and sophistication, and high rates for accommodations are the usual drivers of the company's revenue growth. Premier Inn's rising profits can be attributed to the company's strategic acquisition of new properties in high-traffic areas, its competitive pricing strategy, and its customer loyalty programme.
Both the income projections and the business strategies of Mandarin Oriental and Premier Inn reflect the diversity of the customer bases they service. The Mandarin Oriental places a premium on luxury and seclusion, whereas the Premier Inn emphasises low rates and easy accessibility (Terence, 2022). Both businesses struggled during the COVID-19 pandemic, but their ability to recover and adjust to new market realities will be critical to their success in the years ahead.
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Consumers' perception of one company's goods or services in comparison to those of its rivals is what is meant by "market positioning." It calls for settling on a niche in the market that sets the company apart from rivals while also appealing to a specific demographic (Coleman, 2019). Factors such as market share, customer demographics, perceptions of the brand, and pricing strategy all have a role in a company's standing in the market.
Mandarin Oriental Hotel
In the competitive international hotel sector, Mandarin Oriental Hotel Group consistently ranks at the top. It caters to the needs of wealthy vacationers who are looking for something out of the ordinary (George, 2021).
· Market share: Mandarin Oriental is a small player in the hotel industry compared to Marriott and Hilton. Compared to massive chains like Marriott, which had hundreds of hotels globally as of 2023, Mandarin Oriental had only 37 (Berry, 2022). This highlights Mandarin Oriental's focus on excellence rather than quantity.
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Figure 1 Market share of Mandarin Oriental Hotel
· Demography: Customers at the Mandarin Oriental tend to be high rollers, either on business or on vacation. Their usual customers are sophisticated adults who place a premium on privacy and prefer to be treated as VIPs (Griffith et al., 2020).
· Brand image: The Mandarin Oriental hotel chain is often considered to be among the finest and most renowned in the world. They are frequently praised for their high-quality food, friendly service, and attractive decor. The label is known for its high standards of grandeur, sophistication, and attention to detail.
Premier Inn
Premier Inn is in a niche market, catering mostly to those looking for affordable or reasonably priced hotels.
· Market share: Premier Inn, a division of Whitbread PLC, is a major player in the UK's budget and midrange hotel market. According to their 2023 annual report, Whitbread PLC ran about 860 hotels with over 74,000 rooms in the United Kingdom and Ireland (Akbari et al., 2021).
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Figure 2 Premier Inn Hotel's share of room
· Demography: Premier Inn has a wider range of customers it serves. Their continuous quality and inexpensive pricing not only attract business visitors but also families and those on vacation (Manns, 2020). Their clientele tends to include people of all walks of life and socioeconomic backgrounds.
· Brand image: Premier Inn is widely recognised as a dependable, cost-effective lodging option. They are famous for their inexpensive pricing, high-quality service, and immaculately maintained rooms. They're not particularly stylish, but their low cost and durability make up for it.
The Mandarin Oriental and the Premier Inn are in two quite different niches. Mandarin Oriental caters to affluent tourists and corporate heavyweights by emphasising their status as members of an elite club. Premier Inn, on the other hand, caters to a wider variety of budget-conscious tourists by placing a premium on convenience and affordability (George, 2021).
The market shares of these two hotel chains are indicative of their principal goals. Mandarin Oriental values quality and sophistication highly, which allows them to maintain their good reputation at astronomical hotel charges (Kushniruk, 2023). Premier Inn, on the contrary, works hard to maintain high standards while keeping rates low, and this strategy has helped the company gain a dominant position in the UK's economy and mid-range hotel markets.
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The potential for a business to expand in terms of customer base, revenue, and bottom line is referred to as its growth potential. The process comprises locating new opportunities for growth and assessing any potential roadblocks.
Mandarin Oriental Hotel
· Market expansion: The future success of Mandarin Oriental is closely linked to the company's ability to strategically expand into new regions and create new properties. New high-end lodgings are frequently built in renowned international destinations as an expansion strategy (Coleman, 2019). They have established a foothold in the Arab world, including homes in Doha and Dubai. Mandarin Oriental has also placed a premium on growing its stable of branded residences within its buildings.
· Market opportunities: A growth potential has been identified by Mandarin Oriental in the form of a rise in the number of high-end tourists visiting from emerging economies. They have been focusing on Asian locations like Beijing, where they are announcing plans to acquire more properties, to take advantage of the expanding Asian market. Their eco-friendly and health-focused services meet the growing demand for eco-friendly and ethical vacations (Terence, 2022).
· Barriers to growth: One of the main challenges to Mandarin Oriental's growth is the intense rivalry in the high-end hotel sector. Challenges may include high initialization and ongoing expenses, as well as the need to preserve the uniqueness of their brand. Economic downturns and large global calamities like the COVID-19 pandemic have also highlighted exposures to external shocks (Berry, 2022).
Premier Inn
· Market expansion: Premier Inn's potential for growth is tied to the company's ability to enter new markets in the UK and beyond. They plan to construct new hotels in key areas, such as central commercial centres, city centres, and near significant transit links. They also buy up hotels, such as when they bought the Apollo Hotel Group's 13 properties in the UK.
· Market Opportunities: Premier Inn is successful because there is a high demand for reasonably priced hotels, especially in the UK. There is a tonne of opportunity in less saturated markets both at home and abroad. Premier Inn has recently been exploring business prospects in Germany (Li, 2022).
· Barriers to growth: Although Premier Inn has developed with great success in the United Kingdom, it may run into trouble in other nations with different consumer tastes and more intense competition (Kucukusta et al., 2019). It may be challenging to keep up a consistent level of service throughout a growing portfolio of properties. Economic growth can be stunted by recessions and travel disruptions like the recent COVID-19 epidemic.
Mandarin Oriental's prospects are primarily driven by the broadening of its network of luxurious hotels and residences, with a particular emphasis on the development of premium travel markets. Premier Inn has the potential to grow as the low-cost and midrange hotel markets, especially in the UK, become increasingly saturated, and the company continues to explore opportunities in other countries.
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In addition to seeking financial gain, corporate social responsibility (CSR) requires businesses to act morally and responsibly. Sustainability practises, participation in the community, ethical company behaviour, and initiatives that tackle social and environmental concerns are all part of corporate social responsibility (CSR).
Mandarin Oriental Hotel
The luxury hotel business is one area where Mandarin Oriental has invested heavily in CSR initiatives.
· Sustainable activities: They have put money into several different eco-friendly initiatives, such as recycling more, using less energy, and installing renewable resources. The company claims in its report for the year 2020 that it cut carbon emissions by 26% throughout its portfolio (Li, 2022).
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Figure 3 Mandarin Oriental Hotel's sustainability practice
Source: Mandarin Oriental annual report, 2023
· Community engagement: The organization is very involved in the local community, funding many cultural, welfare, and educational initiatives. They give back to local charities and initiatives by donating time and money (George, 2021).
· Ethical practices: Mandarin Oriental has committed to ethical standards in all areas of its operations, including fair treatment of employees and sustainable materials. They give preference to local vendors and hire residents of the areas in which they operate (Manns, 2020).

Premier Inn
Premier Inn, a division of Whitbread PLC, places a premium on corporate social responsibility.
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Figure 4 Premier Inn's CSR targets
Source: ESG report, 2021-22
· Sustainable practices: Premier Inn has made considerable strides towards sustainability, such as cutting down on garbage and carbon emissions across the board. Whitbread's carbon emissions decreased by 5.8% between 2020 and 2021, according to the company's annual report (TKACHUK, 2020).
· Community engagement: They are active in volunteer and charity work in the local community. Examples of their humanitarian work include aiding the homeless and working with the Great Ormond Street Hospital Children's Charity (DEMİRCİFTCİ, 2020).
· Ethical practices: Whitbread prioritises moral behaviour, such as using fair labour practises and sourcing products sustainably. They hope to lessen their supply chain's negative effects on the environment through ethical buying practices (Griffith et al., 2020).
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Figure 5 Premier Inn's ethical practices by the board
Source: ESG report, 2021-22
The extent and focus of CSR efforts are different for Mandarin Oriental and Premier Inn because of the two hotels' respective market positions and client bases. Premier Inn's approach is aimed at the economy and midrange segment, while Mandarin Oriental's CSR endeavours are in line with the luxury hotel's reputation (Akbari et al., 2021).
Mandarin Oriental's dedication to CSR is particularly visible in areas like environmentally friendly practices and involvement in the community because these align with its assets and target market (Lentz et al., 2022). Premier Inn is dedicated to corporate social responsibility, although it emphasises modest ecological objectives and community projects to preserve its budget-friendly brand.



[bookmark: _Toc148623064]Conclusion and recommendations
Premier Inn and the Mandarin Oriental Hotel Group each have their niche and set of strengths in the hotel industry. As an internationally recognised prestige brand, Mandarin Oriental should continue to prioritise upholding its status as an epitome of luxurious pampering and personalised attention. The company's growth prospects rest on its ability to reach new markets without compromising the highest standards of luxury. Premier Inn, on the other conjunction, has to build on the solid foundation it has established as a low- to mid-priced hotel chain. Long-term success will depend on the company's ability to expand locally and internationally, particularly in markets where its value-driven proposition is well received. Both companies should continue their CSR efforts, as doing so is in line with changing consumer expectations and promotes customer loyalty over the long run. In addition, they need to place a premium on environmental responsibility, social responsibility, and ethical business methods. Premier Inn needs to expand its low-priced market presence while Mandarin Oriental must maintain its focus on luxury and international growth. Both businesses would benefit from maintaining their CSR efforts to keep the goodwill their respective brands have garnered among socially concerned consumers.
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The chart below shows the gender split of the Board. The chart below shows the ethnic diversity of the Board.
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