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 Two of the most prominent hotel chains in the industry are Mandarin Oriental Hotel and Premier Inn. These brands cater to separate groups of customers and provide various experiences. This report aims to evaluate and compare the financial strategies and sustainability of both organizations considering various critical areas.
The Mandarin Oriental is a renowned international hotel chain that offers unparalleled service and opulence. Its various offerings include spacious rooms, premium toiletries, and top-notch dining options, swimming pools, fitness centres, and on-site spas. On the other hand, as a budget hotel, Premier Inn is a viable choice. It places emphasis on affordability and practicality, and it aims to provide guests with comfortable accommodations. Premier Inn offers both standard and premier rooms, both coming with various amenities and comfortable beds. The company's hotels also have on-site bars and restaurants.
Premier Inn and the Mandarin Oriental Hotel both place emphasis on customer satisfaction, even though they operate in different markets and have different pricing strategies. The management must utilize different tools and apply a wide range of knowledge when it comes to achieving high profitability (Andersson and Wachtmeister, 2016). 
Dynamic pricing is one of the primary strategies used by Premier Inn. It adjusts room rates according to certain factors, such as events and demand. This strategy helps Premier Inn gain an edge over its rivals and increase occupancy rates. Premier Inn uses promotional packages to differentiate itself from the crowd. These bundles combine the company's value-added services, such as parking and breakfast, with accommodations. Alternatively, Mandarin Oriental Hotel uses a dynamic pricing strategy as well, whichever capitalizes on certain events or seasons by increasing rates while also offering substantial value during off-peak periods. The hotel offers different packages that combine the services and amenities of its facilities with accommodations (dining experiences, exclusive facilities, and spa treatments). For instance, Mandarin Oriental places emphasis on providing guests with a luxurious experience, with services such as event spaces and personal assistants. To ensure that its staff members are trained to provide the best possible service, the company has invested in various facilities. 
Even though they have their own distinct features, Premier Inn and Mandarin Oriental have both emphasized how important technology is when it comes to enhancing the experience of their guests. Mandarin Oriental features state-of-the-art systems (entertainment system, a climate control, intuitive room control). Premier Inn, on the other hand, provides guests with free Wi-Fi access and apps for check-in and booking. The hotel chains are aware of the increasing digital demands of their customers and are working to integrate technology into their offerings. The Mandarin Oriental Hotel is a multi-faceted business that relies on various sources of revenue. Room revenue is one of the most important sources of a hotel's income. The division of a company's cash flow is defined by a contract between the parties involved (Dichev et al., 2013). The Mandarin Oriental Hotel is famous for its lavish rooms, which are known for their exceptional views and high-end rates. The rates offered by the Mandarin Oriental vary depending on certain factors, such as the room category, location, and view. The food and beverage operations of the Mandarin Oriental are a vital part of the hotel's revenue. Its various restaurant and bar options, which include Michelin-starred establishments. These establishments provide guests with world-class cuisine are also known to cater to private events, spa revenue, equipped with swimming pools, fitness centres, and relaxation areas. The Mandarin Oriental Hotel is a great venue for various events, such as social gatherings and conferences. The Mandarin Oriental Hotel takes pride in its retail spaces, which are designed to offer guests unique gifts and exclusive products. These areas allow individuals in shopping without leaving the establishment. The hotel's retail establishments contribute to its profits by catering to the varying needs of its clientele. Apart from its hotel business, the Mandarin Oriental is also involved in real estate development. Through its partnership with developers, the company creates new properties across the globe, which generate revenue from sales, rentals, and management fees. In 2021, the company reported underlying earnings of £41 million. For the full year, it earned an underlying profit of about £8 million, which is its first annual profit since 2019. The changes in consumer behaviour, increased competition, economic fluctuations, the impact of global events and online booking platforms like Airbnb, can be seen as a decline in revenue for Mandarin Oriental Hotel. Other reason for revenue decline is global events and the rise of accommodation sharing.
 The rise of international and local luxury resorts and hotels has increased the competition within the hospitality industry, which has negatively affected the revenue of the Mandarin Oriental. Due to the increasing number of international and local luxury hotels, the demand for the Mandarin Oriental has decreased. Global events, such as the COVID-19 pandemic, can have an immediate effect on a hotel's earnings. The success of Premier Inn can be attributed to its various sources of revenue. These include room bookings, corporate partnerships, food and beverage sales and ancillary services. Since it is a renowned hotel chain that caters to individuals and groups of varying social backgrounds, Premier Inn draws in a wide range of visitors (tourists, business travellers, people looking for short-term housing). The company can earn a substantial profit from the occupancy rates it achieves by offering competitive rates. Aside from room bookings, the Premier Inn hotel chain also generates revenue from food and beverages. Premier Inn has a wide range of ancillary services that it can use to increase its revenue. These include renting event spaces, hosting conferences, and providing meeting rooms. Through its collaborations with other companies, such as travel agencies and online platforms, Premier Inn can reach out to a wider consumer base and increase the number of people who book with it. The company's adjusted loss before tax for the 2021/22 period was £15.8 million, which is significantly lower than the previous year's loss of £635.1 million. The improvement was due to its robust recovery, which was achieved through the 189% increase in statutory revenues. One of the most critical factors that a hotel's management must consider when it comes to cost management is ensuring that its information is accurate and timely (Aničić and Aničić, 2019). On the opposite, one of the main factors that has caused Premier Inn's revenue to decline, is the rise of competition within the industry. “The growth of the sector in past years has led to the emergence of new competitors” (Collier and Gregory, 1995; Harris and Brander Brown, 1998). The company's revenue has also been affected by the global economic situation. Recessions and financial crises have an adverse effect on the hospitality and travel industry. In addition, the recent Brexit vote and other geopolitical events have affected the travel sector, which has impacted Premier Inn's revenue. Currency fluctuations can also make it more costly for customers traveling from other countries.
The company can maintain its position in the market by offering competitive rates. Premier Inn distinguishes itself from other hotel brands by delivering high-quality service without compromising on price. This approach allows the company to attract budget-conscious individuals and boost its market share. Another key factor that contributes to its market position is its vast number of properties. The company's continuous efforts in innovation are crucial to its market position. Premier Inn places emphasis on providing the latest technology, such as free Wi-Fi, high-quality bedding, and in-room facilities. Premier Inn uses social media and digital platforms to promote its services and reach its intended audience. According to Lo Liang (2010), the rise of social media sites like Twitter, YouTube, and Facebook has allowed businesses to improve their marketing techniques. It also works with online travel agencies. Business travellers are a significant group of customers for Premier Inn. Premier Inn also caters to. The increasing number of people traveling solo has prompted a demand for affordable and safe accommodation options The hotel chain's amenities and policies are designed to accommodate families with kids as well. The Mandarin Oriental has been able to achieve a prominent position in the market due to its commitment to providing the best possible service and its diligence. The reputation of a brand is particularly important in determining a company's market position (Beamish and Delios, 1997). The hotel collaborates with various lifestyle and luxury magazines and agencies to reach out to its target market. “Through social media, consumers and companies have been able to interact with each other” (Tsimonis and Dimitriadis, 2014). Its associations with prominent brands and personalities further cement the company's standing in the market. The demographic is composed of rich and famous individuals, as well as business executives and high-end travellers.
The Mandarin Oriental Hotel is known for its commitment to providing guests with unforgettable experiences and its dedication to excellence. The satisfaction of customers is a vital element that helps organizations achieve their goals (Wilson et al, 2008). This is evidenced by its extensive portfolio of properties, which can be accessed across different markets and territories. The hotel has incorporated various technological innovations into its operations, allowing it to improve its efficiency and provide guests with better services and include the establishment of a digital concierge system and the use of smart rooms. 
The quality of service should be managed by the organization to ensure that the customers are satisfied (Oakland, 2014). The Mandarin Oriental Hotel takes pride in being environmentally responsible. Through its various initiatives, the hotel has been able to reduce its greenhouse gas emissions and improve its energy efficiency. The company's strong brand identity is one of the main factors that contribute to its growth potential. Customers of firms with strong corporate reputations are more loyal (Nguyen & Leblanc, 2001). Premier Inn is known for its high-quality service and inexpensive rates. The company's growth potential goes beyond its home market being more successful internationally. Premier Inn achieve its growth goals by adopting a franchising model. This allows the company to expand its footprint without the need to make significant operational and financial investments. Through this approach, it can take advantage of the local expertise and resources of its franchisees to set up and operate hotels in different regions. Through a participatory approach, strategic planning can be utilized to enhance the effectiveness of the community (Phillips & Moutinho, 2014).
The Mandarin Oriental Hotel is committed to Corporate Social Responsibility (CSR) by making investments in responsible business practices. It has taken various steps to cut down on its ecological footprint through eco-friendly initiatives, such as adopting energy-saving technologies, implementing waste minimization systems, and utilizing sustainable materials. Through its charitable foundation, the hotel has established long-term relationships with various organizations that support the well-being of local communities. The evaluation of the environment is regarded as a crucial part of the tourism industry's strategic planning process (Oreja-Rodriguez and Yanes-Estevez (2007). The Mandarin Oriental Hotel places great importance on the well-being of its employees, and it consistently invests in initiatives that aim to promote a productive work-life balance by offering various programs and services designed to help its staff members improve their well-being, such as mental health assistance, fitness centres, and assistance programs. The commitment of Premier Inn to its CSR begins with its continuous efforts to improve the environment. The company has invested a sizeable number of resources into implementing sustainable practices across its various operations.
 One of the company's key initiatives is reducing its greenhouse gas emissions using renewable energy sources such as solar panels to power its facilities. The company has also introduced energy-saving devices, such as temperature control systems and motion sensor lights. Apart from being environmentally friendly, Premier Inn has supported local communities through financial contributions. The company has also established programs that aim to help the less fortunate. In addition, it has made investments in initiatives that promote employment, healthcare, and education. Through its various programs, Premier Inn has been able to provide financial assistance to educational institutions and support medical camps in disadvantaged areas. It also encourages skill development through training facilities. Responsible sourcing is one of the many measures that Premier Inn takes to ensure that its suppliers follow ethical standards.
In conclusion Mandarin Oriental and Premier Inn have their own distinct strategies when it comes to catering to the needs of distinct groups of people. For instance, Premier Inn is known for its affordable accommodations, while Mandarin Oriental is known for its lavish services and exclusivity. Both hotels have established themselves as leading luxury hotel brands. While Premier has experienced rapid growth, Mandarin Oriental has maintained its reputation as a global leader in the industry. To continue being successful, both companies should focus on innovation, expanding their operations into new markets, and adopting digital strategies. A company's goodwill and image are enhanced by the quality of its service. This is beneficial for a long-term business relationship (Mubbsher et al, 2014).
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