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In this report, there will be discussions on financial management of Mandarin Oriental Hotel Group and Premier Inn. There will be an analysis of Revenue and their segments. Secondly there will be discussions on growth potential and the market positioning. The financial commitment of corporate social responsibility will be analysed. Lastly there will be recommendations for each company.
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The revenue analysis of the companies is conducted below as follows – 
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Figure 1: Revenue Source of Mandarin Oriental Hotel Group (Source- Mandarin Oriental Hotel Group, 2023)
From the above table of segmented revenue, it can be seen that from the perspective of business activity, more than 84% of revenue for Mandarin Oriental Hotel Group comes from hotel ownership (Mandarin Oriental Hotel Group, 2023). In addition, around 15% of revenue comes from residents and hotel management and branding. From that geographical area, around 50% of revenue for Mandarin Oriental Hotel Group comes from Asia (Mandarin Oriental Hotel Group, 2023). On the other hand, around 97% of revenue comes from contracts with customers.
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Figure 2: Revenue Sources of Premier Inn (Source-(Premier Inn, 2023)
From the above tabulation, it can be seen that around 70% of revenue for Premier Inn comes from accommodation services (Premier Inn, 2023). On the other hand, around 30% of revenue comes from beverages, food and other items for the company. From the geographical perspective, around 93% of the revenue of Premier Inn comes from the UK and Ireland. Only 7% of revenue comes from Germany (Premier Inn, 2023).
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Market Share
Mandarin Oriental Hotel Group is mainly popular for their luxury positioning offerings (Atrill & McLaney, 2021). Mandarin Oriental Hotel Group has captured a niche segment in the luxury market in the hospitality industry. That is why Mandarin Oriental Hotel Group has not been able to capture the largest market share in terms of several rooms or properties (Bhimani, 2021). However, the focus on providing luxury positioning has allowed the company to charge premium prices for their guests. In this way, Mandarin Oriental Hotel Group has been able to maintain a strong and competitive presence in these global destinations (Drury, 2021). On the other hand, Premier Inn is a leading player in the mid-range and budgeted hotel segment in the hospitality industry. Premier Inn has a significant market share in the mid-range hotel segment (Guilding & Ji, 2022). That is why the company is appealing to business travellers and leisure travellers who seek value-oriented reservations and accommodations.
Customer Demographics
From the context of consumer demographics, the Mandarin Oriental Hotel Group has targeted primarily affluent travellers (Jagels, 2007). The consumer demographics of Mandarin Oriental Hotel Group mainly include business executives, professionals, celebrities across the entire world, and luxury seekers. In addition, Mandarin Oriental Hotel Group has also targeted different types of individuals who are highly net worth (Lee, 2022). In addition, the consumers want to have exclusive experiences in the hotel as well as attention to detail (Mehmood, 2020). For this reason, consumers are always willing to pay a premium price to experience exceptional hospitality from Mandarin Oriental Hotel Group and different types of top-tier amenities. The consumer demographics of Premier Inn are very broad (Quesado, 2022). The consumers of Premier Inn include family members, corporate clients, and budget-conscious clients. In addition, Premier Inn has also targeted those individuals who are looking for affordable and reliable lodging alternatives (Seal et al., 2019). The customers mainly seek comfortable and clean rooms and some essential amenities but in an affordable way.

Brand Perception
From the perspective of brand perception, the operational brand of Mandarin Oriental Hotel Group is associated with impeccable services, sophistication and luxury offerings (Seal et al., 2019). The properties and the hotel chains of Mandarin Oriental Hotel Group are mainly located in different types of prestigious locations across the entire world. Mandarin Oriental Hotel Group has a strong reputation in the market industry for delivering highly luxury experiences (Siu, 2019). The reputation of the company has been achieved through different types of awards and accolades from their guests as well as from their industry experts. The customers of the company always perceive it as a dependable and trusted alternative for their budgeted accommodation (SLOAN, 2023). The brand perception of the company is aligned with reliability, consistency, and, finally, good value for money from the perspective of consumers (Tranter et al., 2014). Customers always appreciate the commitment of the company to providing efficient services, an easy booking process, and quality standards.
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Expansion Strategies
Mandarin Oriental Hotel Group has always focused on a selective approach to international expansion. It has always concentrated on different types of iconic destinations across the entire world, where there is a high demand for luxury experiences and luxury accommodations (Walker, 2021). That is why the expansion strategies of Mandarin Oriental Hotel Group include targeting some key cities where there are growing economies as well as emerging luxury markets for travellers. Those cities include Mumbai, Shanghai and Dubai. Furthermore, Mandarin Oriental Hotel Group has alternatives for international expansion using management contracts and strategic partnerships (Walker, 2021). 
On the other hand, Premier Inn has always concentrated on its growth strategy by focusing on geographic expansion (Wild, 2018). That is why the company has always targeted not only international markets but also the domestic market, where there is potential for budgeted accommodation. Premier Inn is successful in leveraging the scalable business model as well as operational expertise in the penetration of new markets (Wild, 2018). It has almost focused on establishing franchise agreements, strategic partnerships and market acquisitions for an acceleration of its operational growth. In this case, the company has targeted city centre hotels, budget-friendly resources and outer court hotels. In this way, the company will be able to capture a larger portion of the business travel and leisure segment.
Market Opportunities
The market opportunities of Mandarin Oriental Hotel Group are favourable because the luxury chain has been able to show resilience in different times of economic fluctuations (Lee, 2022). This is because the luxury hotel chain is mainly driven by high spending power and increasing wealth among affluent international travellers. That is why Mandarin Oriental Hotel Group can capitalise on this type of high-luxury trend by enhancing its brand presence in emerging markets; however, there is a high demand for a luxury experience (Lee, 2022). Those markets include the Middle East, China and some cities in Southeast Asia. For additional revenue streams, Mandarin Oriental Hotel Group can focus on experiential travel packages as well as luxury residents to attract new segments of consumers.
The growth opportunity of Premier Inn lies in providing mid-range and budgeted accommodation (Siu, 2019). The market opportunity is mainly driven by increasing demand for different types of affordable alternatives. That is why the company can easily capitalise on this trend by making expansions in existing markets in secondary cities and urban centres where there is strong demand for business travel and tourism. Furthermore, the company can focus on different niche segments, including digital nomads and environmentally conscious travellers (Siu, 2019).
Potential Barriers to Growth
However, there are some challenges that could potentially be barriers to growth for the Mandarin Oriental Hotel Group. The company has challenges in scaling its operations and simultaneously maintaining high and luxury standards of exclusivity and service offerings (Drury, 2021). The company has faced challenges because of balancing expansion strategies with the preservation of the integrity of the operational brand. In addition, there is an increased level of market competition from other luxury chains and boutique hotels.
The challenges of Premier Inn include penetration into highly competitive markets dominated by local players as well as global companies (Drury, 2021). In addition, there is a challenge to adoption according to local market trends, cultural nuances, and regulatory requirements. That is why it is challenging to maintain a consistent brand image. In addition, there are economic uncertainties, supply chain disruptions in economic downturns, spending situations and geopolitical risks.
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CSR of Mandarin Oriental Hotel Group
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Figure 3: Workforce Sustainability (Source- (Mandarin Oriental Hotel Group, 2023)
From the above graph of workforce sustainability of the business organisation, it can be seen that the structure of human resources has been segregated from different perspectives (Wade, 2023). From the perspective of gender diversity, around 59.3% of employees are male. On the other hand, around 40.7% of employees are female people. This organisation has mostly adult and middle-aged employees in the operations. This is because around 53% of employees of the business organisation are aged between 30 and 50 years old (Wade, 2023). The company has also employed a good number of young enthusiasts. This is because around 33% of employees are under 30 years old. Around 98% of employees are employed full-time in the operation.
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Figure 4: Environmental Sustainability (Source- (Mandarin Oriental Hotel Group, 2023)
From the perspective of environmental sustainability, the business organisation has been able to reduce carbon intensity for every square meter since 2012 by 30% (Mandarin Oriental Hotel Group, 2023). By 2030, the business organisation has targeted to reduce the carbon intensity by 50%. The reduction of energy intensity in 2022 from 2012 is around 31%. By 2030, the company expects to reduce the energy intensity by more than 30% (Mandarin Oriental Hotel Group, 2023).
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Figure 5: Energy Sustainability (Source- (Mandarin Oriental Hotel Group, 2023)
From the perspective of using renewable energy, the business organisation will be able to use 8% of certified renewable sources in 2022 (Wade, 2023). However, by 2030, the company has targeted to use at least 15% of energy from different renewable sources.
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Figure 6:Social  Sustainability (Source- (Mandarin Oriental Hotel Group, 2023)
From the social sustainability perspective, the business organisation has taken around 426 initiatives, and they have dedicated around 19,000 volunteer hours (Wade, 2023). They have donated more than 8000kg of durable goods and more than 10,000 kilograms of food and beverage items. In addition, they have donated around more than USD 1.69 million for the development of social communities (Wade, 2023).
CSR of Premier Inn
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Figure 7: Board Diversity (Source- (Premier Inn, 2023)
The above graphical representation reflects the human resource sustainability of the business organisation. From the above graph, it can be seen that the business organisation is mainly male dominated (Premier Inn, 2023). This is because around 70% of employees of the business organisation are male people. On the other hand, only 30% of the employees of the business organisation are female. That company also has diversity on the board based on ethnicity. From the above graph, it can be seen that around 70% of employees are white people (Daily CSR, 2023). On the other hand, around 20% of the company's employees come from Asian nations. Finally, 10% of the employees of the company are black people (Daily CSR, 2023).
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Figure 8: Sustainability Strategy (Source- (Premier Inn, 2023)
From the environmental sustainability perspective, the business organisation has taken the initiative to reduce food waste by more than 50% by 2030 (Mansuri, 2023). However, by 2022, the business organisation has been able to reduce food waste by more than 32%. In addition, the company has targeted to become net zero for carbon footprint emission by 2040. By 2022, the company will be able to reduce carbon emissions by more than 50% (Mansuri, 2023). From the perspective of social responsibility, the company has promoted around 2/3 of its human resources internally during 2023. In addition, the company has donated more than 200 hours to the development of local communities during the COVID-19 pandemic times by volunteering (Premier Inn, 2023). In addition, the company has targeted more than 45% female representation in human resources by the fiscal year 2026. In addition, they have targeted more than 10% of ethnic minority representation on the board of the company (Premier Inn, 2023).
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It is recommended that Mandarin Oriental Hotel Group expand its operations in growing markets where there will be luxury residential offerings. This is because the company can leverage their strong reputation and personalised services to extend its business to luxury residential properties. Furthermore, the company can use the brand equity to attract affluent buyers and charge premium pricing for luxury residential units. On the other hand, Premier Inn needs to invest in green technologies and sustainable initiatives because there is an increasing demand for sustainable accommodations. Furthermore, this will help the company differentiate itself from its competitors by investing in sustainable strategies like waste reduction strategies and the implication of renewable energy.
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The main value proposition of Mandarin Oriental Hotel Group is offering luxury solutions in the hospitality industry. That is why the expansion strategy of Mandarin Oriental Hotel Group is focused on those locations where there is an increasing demand for luxury solutions. The corporate social responsibility performance includes higher magnitude of workforce sustainability, implication of renewable energy and volunteering activities. On the other hand, Premier Inn is focused on providing budgeted solutions for accommodation. That is why the company belongs to a highly competitive market in the hospitality industry. In this case the company needs to invest in green technologies where there is an increasing demand for sustainable accommodation.
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