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[bookmark: _Toc147612857]Executive summary 
Mandarin Oriental Hotel Group and Premier Inn, prominent players in the industry of hospitality have risen to the challenges brought by the COVID-19 virus using distinctive strategies. Even though Mandarin Oriental saw a substantial decline in its revenue during the beginning stages of the epidemic however, its position as a luxury hotel permitted for a steady recovery. Premier Inn, known for its affordability, showed incredible resilience and a rapid growth in its revenue. Both brands are set to grow and expansion, with Mandarin Oriental expanding globally and Premier Inn capitalizing on budget-conscious tourists. Both adhere to the principles of corporate social Responsibility (CSR) with a focus on sustainability and engagement with the community.
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[bookmark: _Toc147612858]Introduction
In the face of the unprecedented problems posed by the COVID-19 pandemic, the world's hospitality industry is navigating unfamiliar waters. Two major players in the sector, Mandarin Oriental Hotel Group and Premier Inn, have demonstrated flexibility and resilience in response to the impact of the disease on their revenues, market positions growth potential, as well as the commitment in their commitment to corporate social Responsibility (CSR). This report provides the in-depth analysis of these factors, shining the light on the strategies used by each firm and providing strategies to build on their strengths and maintain their commitment to ethical business methods.
















[bookmark: _Toc147612859]Analyze and compare the total revenue generated by each organization.
Mandarin Oriental Hotel Group and Premier Inn, two prominent companies in the hospitality industry have encountered unique challenges and developed distinctive strategies to address the COVID-19 pandemic's effect on their income sources and their overall trends.
Mandarin Oriental Hotel Group, famous for its luxurious and luxurious properties, reported total revenue at $1,076.6 million. This includes the total revenue of its subsidiary’s hotels and the entire revenue from associates, joint ventures and managed hotel. The pandemic did take an enormous impact on the revenue of the company and resulted in a dramatic 57% decline from the beginning of 2019 when compared to the same timeframe in the year 2019. This drastic drop was because of the many restrictions on travel and lockdowns in the wake of COVID-19 (Nakai, 2023). Mandarin Oriental's primary revenue sources typically come from room reservations and food and beverages. They also provide a variety of additional revenue streams such as the retail sector, spa and wellness services and other hotel facilities. 
Regarding revenue trends, Mandarin Oriental experienced a difficult start to the year 2020, due to the pandemic affecting the revenues (Ka, 2023). However, there was a notable rise in the latter quarters of the year, which saw a 50% increase in revenue compared to the first part of the year which suggests a slow return. 
However, Premier Inn, known for its affordable accommodation, posted a total revenue at $2,029 million. Premier Inn primarily derives its income from room reservation as well as food and beverage services and other income sources such as renting meeting rooms as well as Wi-Fi service. Like Mandarin Oriental, Premier Inn was also impacted by a drop in its revenue in 2020 because of an epidemic of COVID-19 (Lobdell, 2023). Yet, Premier Inn demonstrated remarkable ability to adapt and withstand. The first quarter in 2021 the company saw a staggering 62.2 percent increase in revenue when compared to the same timeframe prior to the year. This remarkable growth is due in part to their ability to provide cheap lodging, catering to the budget-conscious traveler looking for secure and safe hotels during the outbreak.
So, each of Mandarin Oriental Hotel Group and Premier Inn faced revenue challenges due to the COVID-19 virus. However, their unique positioning and strategies in the market contributed to their capability to weather the storm. Although Mandarin Oriental primarily serves a high-end market and is a budget hotel, Premier Inn's affordability as well as adaptability allowed them to bounce back quickly in the midst of changes to travel patterns in the aftermath of the pandemic (Davis et al., 2022). Both businesses showed the ability to withstand change and flexibility in their strategy and are a good sign of hope for the growth of revenues in the future when the market continues to adjust to the new norm.
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Mandarin Oriental Hotel Group and Premier Inn occupy distinct positions in the market for hospitality due to their different strategies for business.
Mandarin Oriental, with its 33 luxury hotels spread in 23 nations, are an important brand in the world of luxury. But its market share is small because of its specific particularization. The brand is geared towards an elite customer base, which includes famous business leaders and celebrities, and people who seek the highest level of luxurious, exclusive and unique experiences (Bas and Sivaprasad, 2022). Famous for its impeccable service, authentic locations, and a long-standing tradition of offering luxurious guests' experience, Mandarin Oriental epitomizes luxury in the industry of hospitality. 
However, Premier Inn dominates the affordable hotel sector within the UK with more than 800 hotels. The company has a large part of the budget-conscious market that is geared towards families as well as business travelers looking to travel cheaply without sacrificing the quality of its services (Lobdell, 2023). Premier Inn is synonymous with effectiveness, affordability and quality that is consistent and reliability, making it a dependable option for travelers. 
So, even though Mandarin Oriental represents the pinnacle of hospitality that is luxurious, Premier Inn champions the offer of low-cost but high-quality accommodation (Palabiyik et al., 2023). Their positions on the market and marketing strategies are adapted to their specific segments of customers which reflect their distinct branding identities within the hospitality sector.
[bookmark: _Toc147612861]Evaluate the growth potential of each organization.
Each of Mandarin Oriental Hotel Group and Premier Inn exhibit promising growth potential, despite having particular difficulties.
Mandarin Oriental Hotel Group has strategically widened its footprint across the globe and is targeting markets that are important to Asia, the Middle East, Asia, and Europe. The investment made by the company in technology to improve the customer experience and improve operational efficiency shows its determination to remain at the top of its game (Bekbulatova et al., 2022). With the growing amount of wealthy people and a growing demand for luxurious vacation experiences Mandarin Oriental is well-positioned to take advantage of this trend. 
Premier Inn, on the contrary, has been pursuing an expansion strategy in the UK and the international market. Strategic hotel openings in places such as Germany as well as in the Middle East, along with investment in technology, have contributed to their expansion (Bohne, 2021). Since budget-friendly hotels are predicted to grow due to the growing popularity of travelers who are budget conscious, Premier Inn is poised to profit from this trend. However, it will face issues related to economic recessions that affect travel and occupancy and competition from other hotel chains that are budget-friendly. 
So, each of Mandarin Oriental Hotel Group and Premier Inn have compelling growth opportunities. Their strategies focus on the expansion of their operations internationally and technological advancements to meet the changing needs of customers (Wei and Jingyi, 2021). While they are faced with challenges related to competition and economic volatility Their strong position in the market and their strategic plans make them a good choice for growth in the near future.
[bookmark: _Toc147612862]Analyze the financial commitment of each organization to CSR initiatives
Mandarin Oriental Hotel Group and Premier Inn both exemplify a firm dedication to corporate Social Responsibility (CSR) initiatives that include sustainability, community engagement as well as ethical practices in business.
Mandarin Oriental Hotel Group has taken significant steps to decrease the environmental impact of its operations. Their efforts focus on water efficiency, energy conservation recycling, waste reduction as well as the utilization of green materials (Kucukusta et al., 2019). In addition, the company actively interacts with local communities through assisting charities, protecting the culture and heritage, and establishing job opportunities. They invest in education and training programs that are beneficial not just to their employees, but as well the communities in which they work. Mandarin Oriental places a high importance on ethical conduct by encouraging inclusion and diversity within its workforce, and is committed to ensuring the fairness of labor practices, while adhering to the regulations and legal requirements.
Similar to that, Premier Inn has prioritized CSR initiatives that focus on sustainable development, involvement in the community as well as ethical practices in business. Premier Inn focuses on reducing its environmental impact through conserving water, energy, as well as responsibly sourcing its materials (Chen et al., 2023). They have set goals to reduce their carbon footprint as well as make more utilization in renewable sources of energy. The hotel actively interacts with local communities through assisting charities, conserving culture, and supplying employment opportunities. Premier Inn also invests in education and training for employees as well as the local community. Ethics-based business practices are an essential part in the company's CSR commitment, which includes acceptance of diverse and inclusive practices, as well as ensuring fair labor practices as well as adhering to legal and regulatory requirements (Wen et al., 2021).
So, the two hotels Mandarin Oriental Hotel Group and Premier Inn demonstrate a robust commitment toward CSR initiatives that focus on social responsibility, sustainability ethics in their business operations (Hu et al., 2020). Their common dedication to these values reflects their accountability as corporate citizens, and their understanding of the significance of having an impact beyond their primary business operations.
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Based on the extensive analysis conducted for Mandarin Oriental Hotel Group and Premier Inn, it is obvious that both firms have distinct capabilities and plans. To maximize their potential to grow and to sustain its commitment in corporate social Responsibility (CSR) We provide the following suggestions:
1. Strategic Flexibility: Both companies should continue to adjust their strategies to the changing market conditions, including the changing preferences of travellers in the post-pandemic period(Lee et al., 2021) Mandarin Oriental can explore diversifying its offerings to accommodate an increased number of luxurious travelers, and Premier Inn can consider expanding its budget-friendly offering to new markets.
2. Sustainable Initiatives Mandarin Oriental and Premier Inn should intensify their sustainability efforts, not just to lessen their environmental footprint but also to address the increasing demand for eco-friendly alternatives to travel. Clear and measurable sustainability goals can attract environmentally-conscious guests and investors.
3. community engagement: Each company should increase their efforts to engage with communities by working with local organizations as well as assisting with preservation of cultural heritage as well as providing education and training opportunities. It will also help the communities they work in, but also improve their image as corporate citizens who are responsible (Buhalis and Cheng, 2020).
4. Technology Integration Continued investment in tech is vital to improving customer experience, optimizing operations, and remaining in the game. Both companies should focus on innovation in the digital realm that is compatible with their brand's positioning in the market.



[bookmark: _Toc147612864]Conclusion
The analysis of Mandarin Oriental Hotel Group and Premier Inn reveals two dynamic actors in the hospitality industry with distinctive positionings and strategies. Both faced challenges with revenue because of the COVID-19 epidemic, they showed the ability to adapt and withstand. Mandarin Oriental's focus on luxury and the affordability of Premier Inn enabled them to manage the crisis with ease. For the future, these companies have a strong growth opportunity through international expansion and technological integration. Their common dedication to corporate social responsibility, in particular sustainability and involvement in the community highlights their responsibilities in their role as citizens of the company. If they follow these suggestions, they will be able to strengthen their competitiveness and remain competitive in a constantly evolving business.
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