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This tremendous growth has made Premier Inn the biggest and fastest-growing hotel brand in the UK and Ireland. The network has over 500 budget hotels that provide affordable, decent accommodation. Simply said, Whitbread Plc, the UK's largest hotel chain, owns this firm. Whitbread Plc employs around 40,000 individuals worldwide (Ramadhani et al., 2017). The company serves 10 million UK clients monthly. UK hotel capacity might increase by 50% with strategic plans to create 60,000 rooms. Strong business principles and a forward-thinking approach have helped the hotel chain succeed.
[bookmark: _Toc148498046]Mandarin Oriental
A well-known company, the Mandarin Oriental Hotel Group owns and operates a variety of luxurious properties across the world. From its humble Asian beginnings, the Group has grown to become a household name all across the globe. It now oversees 37 hotels and 9 residential properties in 25 different countries and territories (chew, 2018). Each hotel is an expression of the Group's dedication to showcasing its eastern roots via unique architectural and aesthetic details and cultural touches. A large number of hotels and condominiums under the Mandarin Oriental name are now under construction, and the company continues to be associated with the prestigious Jardine Matheson Group.
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Because of its business traveler-focused approach, Premier Inn's parent company, Whitbread, has seen annual earnings rise beyond pre-Covid levels. The company's pre-tax profits climbed 544% to £375 million from £58 million in the fiscal year ended 2 March 2023. Before the pandemic, the company's £280 million earnings rose 34%. Last year, £2.6 billion in revenue jumped 54%. From 2019-2020's £2 billion, Covid's earnings rose 27% (FaladeObalade & Dubey, 2014). After outperforming in the UK's midscale and economy segments, Premier Inn's revenue increased, according to the company. Last year, Premier Inn UK sold £2.5 billion, up 50%. A larger corporate scope and a 54% increase in average daily charge drove this growth. Hotel room rates would rise from £38.69 to £59.45 by 2022.
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Based on the most recent financial reports of Mandarin Oriental, the company's present revenue is at $0.45 billion. In the year 2022, the firm generated a revenue of $0.45 billion, which is a growth compared to the sales of $0.31 billion achieved in the previous year, 2021 (Syamsiyah et al., 2020). Revenue refers to the comprehensive sum of income acquired by a corporation via the exchange of products or provision of services (Phillips, 2021). In contrast to the inclusion of earnings, costs are not deducted.
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Demand forecasting: Customer demand is volatile and unpredictable. Weather, big local events, and the national economy contribute to the cyclical character of the phenomena considered. In demand forecasting, previous demand data and present and prospective factors that may impact demand in various consumer categories are reviewed and analyzed (Ghalehkhondabi et al., 2019). For projected demand fluctuations, price, marketing, and distribution strategies may be created with adequate data.
Inventory management: The term "inventory" refers to the physical products or services themselves in the context of revenue management (Kim, 2023). One such analogy is the shelf life of a perishable product, such as food. As a result, if a room isn't rented out for the night in question, it will never be available for another guest to book. Losses to the hotel's bottom line result from any unsold rooms. When it comes to managing income, choosing the right mix of channels to use is also crucial. Using the results of demand forecasts for various consumer categories and channels, a distribution strategy is developed to efficiently manage the compromise between maximum occupancy and revenue (Moretti, 2018).
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Whitbread-owned Premier Inn dominates the UK's cheap and midrange hotel sector. Thanks to a stronger-than-expected rebound in UK hotel demand, Whitbread's flagship UK Brand saw double-digit revenue growth. They fully support giving business clients a priority. Gaining a diverse clientele and reducing the group's dependence on one demographic is a win-win. Whitbread sees a potential ceiling of 125,000 rooms in the mature UK and Ireland market, compared to 82,700 now (Marketing in Travel and Tourism, 2012). The UK market gained market share in each of the six quarters running up to September 2022, albeit at a slower rate than before the outbreak. As economic headwinds rise, Premier Inn will need to work harder to develop in the UK. So far, the year appears promising. Whitbread's pipeline implementation may help it gain market share and maintain its quality and value leadership.
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As of October 2023, the market capitalization of Mandarin Oriental was more than $1.99 billion. According to the information that is currently available, the market capitalization ranking system places Mandarin Oriental in the 3881st position among the most valuable businesses in the world (Menendez Martinez, 2013). A publicly listed company's total outstanding shares are included in the calculation of its market capitalization, which is also abbreviated as market cap. When determining a company's total worth, it is a common practice to use this statistic.
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Consumers of equivalent services share geography, income, and purchasing patterns. The places individuals frequent might reveal a lot about them. Clients' normal travel and weather might be targeted. Demographic segmentation examines gender, age, and other demographics. In this advertisement, the affluent may be targeted. After that, price and standard segment marketplaces. This strategy may reach tourists better (Narula Soni et al., 2022). Categories are based on each person's online and offline conduct. The company mostly caters to male business travellers aged 25-54. In addition, the company targets 25-to-44-year-old women as its primary consumer demographic for its marketing of leisure travel products. People between the ages of 25 and 54 make up a significant portion of Premier Inn Hotels UK's target market for families and large groups.
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Demographic segmentation is the first strategy of segmentation used by premium hotels, such as Mandarin Oriental. Demographic segmentation facilitates the identification of market categories that possess the highest potential for generating substantial revenue, based on their demographic characteristics.  The demographic characteristics of clients, including employment, income level, age, and family status, is playing a pivotal role in determining the hotel's success (Narula Soni et al., 2022). The target demographic for the hotel and its services include affluent professionals, corporate executives, and their respective companions, who are either married or in committed relationships, and do not have dependent children or have older children. As a result, Mandarin Oriental has identified two specific age cohorts that are of particular interest: those between the ages of 25 and 30, as well as those between the ages of 40 and 55.
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The biggest hotel chain in the United Kingdom, Premier Inn, is looking to grow its cheap brand in the more substantial German market via mergers and acquisitions ( Kollewe, 2018). The size difference between Germany and the United Kingdom is around 40%. Increases in revenue per available room have outpaced the United Kingdom before the epidemic hit. Due to the decline in REITs, hotel owner-operators like Premier Inn now have a stronger opportunity to grow via the acquisition, leasing, conversion, and construction of new properties.
There is a greater variety of meats and cheeses available for continental breakfast as part of the budget brand's efforts to appeal to the German market. The firm also now accepts more widely used payment methods popular in the area, and it has adopted the custom of adding an extra duvet to beds. Several independent hotel operators in Germany have difficulties that the executives believe provide a considerable opportunity (O'Neill, 2023). In Germany's hotel business as a whole, the share of independently owned and managed rooms has dropped by 5% as of 2019. A slow but steady trend towards improvement may be seen in the German hotel market's recovery after the epidemic.
As inflation and manpower shortages persist, Premier Inn's owner has addressed their advantages. The UK's largest budget hotel chain is Premier Inn. The closure of some independent hotels may help Premier Inn by lowering competition. With over 900 hotels in the UK and Germany, Premier Inn can balance inflation better than smaller, independent hotels. Since most customers book directly with Premier Inn rather than via online booking agents, which may add hidden costs, Premier Inn can provide better pricing than its competitors.
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Chinese luxury hotel Mandarin Oriental Hotel Group will soon manage a new Hangzhou hotel. The business opens in 2025 (Mandarin Oriental, 2021). Zhejiang Province's Hangzhou is a cultural, scientific, and educational powerhouse. City expansion and improvement have been recent. Westlake 66 creator Hang Lung Properties wants to incorporate the Mandarin Oriental, Hangzhou. The new building will likely become a local landmark. This UNESCO World Heritage Site will be near the West Lake, a popular tourist destination. A prominent tourist site in China is West Lake. The property has convenient access to Binjiang and Qianjiang, the city's economic areas.
Chinese hotels are predicted to grow by over 7% between now and 2027. Recently, China's hotel business has grown quickly. Hotels worldwide, including some of the biggest brands, are drawn to China's fast economic expansion, growing population, and abundant natural resources (Kuang & Zeng, 2012). Recent COVID-19 relaxations and increased domestic and business travel bode favourably for China's hotel sector. These benefits apart, the market is still growing, promising more expansion.
Companies entering the Chinese market struggle with communication. Lack of language competence may quickly hinder market performance, costing time and money and preventing a brand's international expansion (Kirkegaard, 2018). One may better understand the challenges companies have when entering the Chinese market and find solutions by reviewing the most common language barriers.
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The Premier Inn executive team prioritises people and the earth when making choices. On Earth Day, Premier Inn wants to substantially reduce its carbon emissions. The company wants to cut emissions intensity by 50% by 2025 and 88% by 2050. Science-backed Whitbread aims to reduce carbon emissions. Incorporate more electric, hybrid, and alternative fuel vehicles in corporate fleets; make all new Premier Inn hotels carbon neutral; switch to environmentally friendly petrol across the network; use renewable energy sources domestically and internationally; reduce petrol consumption through energy-efficient equipment; and increase the number of these vehicles (Ezema et al., 2016). Energy-saving measures have lowered Whitbread's carbon impact. The washrooms of UK-owned Premier Inns contain heat recovery systems and LED lighting. Whitbread's Force for Good sustainability strategy shows its ethical principles. Protecting the environment, building communities, and ensuring fair employment are priorities. Economic and political instability hurt Premier Inn in April. Although the independent hotel business in the UK is poor, the firm is trying to grow its market share. Regional market presence and focus on domestic clients made Premier Inn worse impacted than the broader market. In the fourth quarter, foreign tourists boosted London's economy.
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To provide a significant variety of paid and free CSR events, Mandarin Oriental hotels in all locations collaborate closely with their local communities. To help people in need, visitors of the Mandarin Oriental Hyde Park in London may volunteer their time by working with the hotel's chefs in the kitchen. Volunteers are always welcome at any of London's many Oxfam Stores to help out in the customer service department.
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Bowman's Strategic Clock
Bowman Strategic Clock says Premier Inn uses mixed strategies. This company strategy includes cost leadership and product differentiation. Companies utilising this method try to boost their product's market and customer value (Echchakoui, 2018). However, its low price makes it very competitive. At times, they follow targeted distinction. This method has several benefits but high costs. Customers pay top premium for great products and services here. This strategy pays off for companies who invest a lot in it.
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[bookmark: _Toc96418336]According to Porter's generic strategy, Mandarin Oriental adopts a focus strategy (Manteghi & Zohrabi, 2011). A low-cost focus involves serving a certain market segment at the lowest cost. Instead of size, taste, or design, the best value focus method prioritises customer reception. Mandarin Oriental continually evaluates its branding strategies and modifies its product look and packaging to fulfil customers' psychological expectations and maximise value (Dibrell & Moeller, 2011).
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· First and foremost, the company must refrain from running discounts solely on pricing, since this might harm its image with customers who place a high value on social standing.
· Second, the firm should consider behavioural segmentation to distinguish between customers who pay for themselves and those whose significant others or family members do.
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· Given the company's prior exposure to mergers and acquisitions, this factor may also rank highly. In this situation, the firm may grow its business and get a competitive edge by merging with the Mandarin Oriental Hotel group, which is good for both businesses in the long term.
· To comply with market management requirements and benefit the target market group, the company employs equity points and segregation regions.
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Overall, the hotel business is important to the world economy. To restore the global economy and make people feel secure before the pandemic spreads, a safe restart strategy is crucial. A thorough crisis management plan may help the hotel industry recover. Globalisation has benefitted the hotel sector worldwide but also presented new obstacles. 
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