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Introduction
The business report is an assessment that will conduct the in-depth analysis of Mandarin Oriental Hotel Group and Premier Inn. Mandarin Oriental is a multinational company in the hospitality industry. Primer Inn is another popular brand in the hospitality industry. In this report the comparison between both companies will be described. In the beginning the critical analysis of total revenue of both companies will be described. The sources of their revenue and the revenue trends of both companies will be discussed. After that, their market positioning will be presented. Besides, the expansion strategies, barriers of their growth and the market opportunities will be discussed. The analysis of financial commitment to CSR of both companies will be done also. There will be two recommendations for two companies at the last.
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Critical analysis of total revenue
Revenue is a specific amount of money that is generated through selling any service or product by a business. Total revenue is the sum of generated revenue over a specific period. The revenue chart below shows the revenue trends of Mandarin Oriental Hotel Group (MOHG) and the Premier Inn from the year 2020 to 2021. From the chart it can be seen that in 2020, the revenue of Mandarin Oriental Hotel Group was 150.99 Million GBP and the revenue of Premier Inn was 589.4 Million GBP (GUPTA et al., 2023). If it is compared between two companies then it is clear that the generated revenue of Mandarin Oriental Hotel Group is lower than the Premier Inn Company. In 2021 and 2022, the revenue of MOHG was respectively 260.48 Million GBP and 373.25 Million GBP. On the other hand the revenue of Premier Inn was respectively 1703.4 Million GBP and 2625.2 Million GBP (Anand et al., 2023). So, here it is visible that the revenue of Premier Inn Company is higher than the revenue of Mandarin Oriental Hotel Group. 

Figure: Revenue of Mandarin Oriental Hotel Group, (GUPTA et al., 2023)



Figure: Revenue of Premier Inn, (Anand et al., 2023)
There are some common sources of revenue for both of the companies. The Mandarin Oriental Hotel Group and the Premier Inn Company generate revenue by providing the room service that is one of the most common sources of generating revenue (Lopez Mateos et al., 2021). Both of the companies also generate profit by providing food and beverage, service of providing event and meeting space. Besides, the MOHG earns revenue by providing the service of spa, selling different types of branded products related to the brand of Mandarin Oriental. On the other hand, the Premier Inn provides the service of parking, late check-out and early check-in that enable to earn supplementary revenue (Avi, 2022). The company also provides the service of corporate booking for the business travelers. The company earns revenue from the platforms of online booking and third party agencies. The company has a unique source of generating revenue called ‘Whitbread Rewards’ to encourage the repeat business through member bookings (Ivanov, 2023). From the revenue trends of MOHG and Premier Inn it can be said that the revenue of the both companies is increasing day by day. 
There are several factors that can increase the revenue of a business. One of the most prominent factors is the increment of sales volume (Izunaga et al., 2022). The revenue of Mandarin Oriental Hotel Group and Premier Inn is increasing day by day because the sales volume of both companies has been increased from the year 2020 to 2022. Moreover, they are expanding in new markets and locations. As a result, they are getting more customers that are also a driving factor behind the increment of the revenue of both companies. Both companies are very innovative. They launch different types of innovative products and services in the market that increases the revenue. Their service is also better in the market place and their customer satisfaction ratio is higher than other companies. As a consequence, their retention rate of customer is also good which a prominent driving force for generating revenue. 
[bookmark: _Toc148533817]Assessment of market positioning
Market positioning is the strategy of influencing the perception of consumers regarding a product or brand relative to the competitors (Baines et al., 2022). The market positioning can be done on the basis of different factors like product price, attributes of a product, product quality, market share, and brand perception. 
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Mandarin Oriental is a company that is considered as a luxury company in the hospitality industry. It is positioned in the high price and high quality quadrant (Woldemariam, 2022). It focuses on providing personalized, high-end, exclusive experiences to its customers. 
The company holds small market share in comparison to other large chains of hotel. It is known to a few numbers of exclusive locations. They have lower market share but higher revenue due to the exclusivity (Kovalchuk, 2021). The Mandarin Oriental has a customer base that includes the high-income business travelers, luxury tourists and individuals. The MOHG is a brand that has elegant and luxurious services (GUPTA et al., 2023). The brand has unique service too. So, according to the factors like market share, brand perception and the customer demographics, the Mandarin Oriental Hotel Group is positioned in the quadrant of high price and high quality. 
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Premier Inn is another brand that is positioned in the hotel chain of mid-range to budget-friendly. The company mainly focuses on providing quality at the affordable prices (Sabourin, 2021). The company is more accessible than other brands in the marketplace. 
From the perspective of market share, the Premier Inn Company plays a significant role in the hotel segment of mid-range to budget-friendly. It has a diverse customer base including budget-conscious families, travelers, individuals and business travelers (Wood, 2020). The Premier Inn is a reliable brand in the marketplace and the brand perception of the customers is positive to the Premier Inn Company. 
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Figure: Map of brand perception, (Sabourin, 2021)
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Both Mandarin Oriental and Premier Inn has potentiality for growing in the market place. Mandarin Oriental can grow more in the segment of luxury hotel by proving exclusive and unique services (Bhatt & Dani, 2022). It will help in capturing high-end market of travelers.
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The Mandarin Oriental can use the global expansion strategy as an expansion strategy. The strategy can be helpful to grow more in different locations as travelers who are luxurious always go for hotel like Mandarin Oriental that provide exclusive and unique experiences (Bux & Amicarelli, 2022). Moreover it can use the strategy of expanding its residential properties and licensing their brand for using high-end services and products. 
Premier Inn can use the strategy of domestic expansion for increasing its growth. It can focus on the travelers who are budget-conscious (Jin et al., 2023). It can invest in different digital services to attract the tech-savvy travelers. It can streamline the booking process by investing in the online platforms. 
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There are chances for increasing the growth of Mandarin Oriental Hotel Group in the emerging markets where the sector of luxury travelling is growing. At present time, the demand for authentic and unique experiences is increasing (Tereshchuk, 2022). Mandarin Oriental has the opportunity to offer unique and excusive experiences to its customers to attract travelers with high-income. 
On the other hand, Premier Inn has the opportunity in the market to attract the people who want budget-friendly accommodations. The demand is growing day by day. As a result, the company has the growth opportunity in the market place. The company can also use the benefits of growth of platforms that provide online travel booking services. It will enable to reach a huge number of customers.
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There are some barriers for Mandarin Oriental Hotel Group in terms of growth in the marketplace. The company is very sensitive to the downturns of the economy (Humenyuk, 2022). It may face various challenges if there are any global recessions. The competition in the marketplace for the luxury hotel chain is also high. The regulatory for entering new markets is also complex.
Premier Inn has also some barriers in its path of growth. There is high competition in the market of mid-range hotel chain (Demirçiftci, 2022). The economic downturns can also impact the growth of the company. Most importantly, changing regulations for entering new markets can be very much complex.
[bookmark: _Toc148533824]Analysis of financial commitment to CSR
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Sustainability practices: The Company has commitment to focus on water conservation, energy efficiency and waste reduction. It has invested in various energy-efficient technologies and taken water-saving initiatives. 
Community engagement: It maintains community engagement by supporting various community and charitable projects including education and social welfare (Castilho et al., 2022). It is involved in a charity program called “The Fan of MO” to ensure education to the disadvantaged children.
Ethical business practices: The Company does responsible sourcing as a part of practices of ethical business. It maintains ethical conduct within the organization and it has policies too for the welfare of employees.
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Sustainability practices: The Company has a program for sustainability that focuses on reducing water and energy consumption. It also works for waste reduction as a part of sustainability practices. It is trying to reducing its environmental footprint.
Community engagement: The Company has a program for engaging with the local community called ‘Force for Good’. The program supports different community projects. 
Ethical business practices: Premier Inn also does the responsible sourcing and maintains the ethical standards within its supply chain (Kuokkanen, 2020). It is committed to inclusion and diversity within its workplace as a part of ethical business practices.
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Recommendations
After the above discussion, a recommendation for the Mandarin Oriental Hotel Group can be provided that, the company should focus on entering into the emerging markets where the potential for luxurious travelling is increasing day by day. If the company can enter into the market then it can enjoy a high stream of revenue by providing high quality and exclusive services. The growth of the company will be increased too.
Based on the above discussion, a recommendation for the Premier Inn is to focus on using the online booking platforms. The platforms will help the company to engage with more customers those who seek for budget-friendly services. The demand is growing day by day. So it is recommended to utilize the opportunity. 
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Conclusion
Mandarin Oriental is a company in the hospitality industry founded in 1963. And Premier Inn is another UK’s one of the most popular brands. In this report, the assessment related to these two brands has been done. Firstly, the comparison between two companies has been shown in terms of total revenue. Then the revenue trends, source of revenue and the factors of increasing revenue of them have been described. After that, the market positioning, growth potential and the financial commitment to CSR of both companies have been discusses respectively. Lastly there are two recommendations for two companies that can be effective for both companies in obtaining organizational success. 
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