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[bookmark: _Toc147608551]Executive Summary
This report offers a thorough analysis and comparison of two major players in the hospitality industry: Mandarin Oriental Hotel Group and Premier Inn. The report examines their revenue growth as well as the market position, potential growth and initiatives to promote social responsibility in the workplace. Despite different market business models and segments, both companies faced challenges in revenue due to the COVID-19 virus showing their resilience and flexibility. The recommendations regarding Mandarin Oriental include using technologies and getting into new markets, whereas Premier Inn should consider diversification and improving digital platforms. Both firms are committed to ethical and sustainable practices. These findings make both companies more suited for sustainability over time and for success.
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[bookmark: _Toc147608552]Introduction
This report offers a comprehensive analysis and a comparison of two major companies in the global hospitality industry: Premier Inn and the Mandarin Oriental Hotel Group. Mandarin Oriental Hotel Group and Premier Inn. While catering to distinct segments of the market with distinct strategies for business, the two companies have experienced revenue fluctuations triggered by the effect of the COVID-19 virus. The report focuses on the total revenue of both companies, their sources of revenue, trends in their revenue and the underlying factors that affect the growth or decline of their revenue. Additionally, it examines their position in the market as well as their growth potential and the commitment in Corporate Social Responsibility (CSR) projects. The strategies suggested highlight strategies to sustain expansion and resiliency in an ever-changing hospitality sector.


[bookmark: _Toc147608553]Total Revenue
Mandarin Oriental Hotel Group and Premier Inn, two distinct hotels with different targets as well as business strategies, have seen fluctuation in revenue as a result of the effects on their revenue from the pandemic COVID-19. Here's a comprehensive review and analysis of the revenues sources, the source of revenue and trends in revenue. the elements that influence their revenue growth or decrease:
[bookmark: _Toc147608554]Mandarin Oriental Hotel Group
The Mandarin Oriental Hotel Group reported the total revenues in the amount of $1,076.6 million. This includes the total turnover of its subsidiary hotels in addition to 100% of the revenue from joint ventures, associates, or managed hotels. It is important to note that the Group was hit hard in the first quarter of 2020 when revenues dropped by 57% in comparison to the comparable period of 2019 primarily because of the COVID-19 virus. The Mandarin Oriental's main sources of revenue are room revenues as well as food and beverage revenues and a variety of other revenue streams, including Spa services, retail and other hotel services. Mandarin Oriental also earns additional revenues from operational departments. Sales Trends trend in revenue of the company has been greatly affected by the pandemic (Dawson, 2020). The initial drop in revenue over the first quarter of 2020 was significant. But there's been significant improvement with a 50% rise in revenues in the second quarter of 2020 as compared to first half of the year, suggesting an increase in revenue gradually. Factors that drive revenue growth or decline the principal reason behind the revenue decline at Mandarin Oriental Hotel Group has been the COVID-19 virus. 
[bookmark: _Toc147608555]Premier Inn
Premier Inn reported total revenue of $ 2,029 million, demonstrating its ability to remain an affordable hotel chain regardless of the effects of the pandemic. Premier Inn derives its revenues mainly from room reservations along with food and beverage service as well as other income sources like rental of meeting rooms and Wi-Fi service. Premier Inn, like Mandarin Oriental, faced a reduction in revenues in 2020 because of the COVID-19 epidemic. However, the business showed an impressive recovery, with a stunning 62.2 percent growth in revenues during the first second quarter of 2021 in comparison to the same timeframe in the year prior (Parker, 2021) The pandemic was the primary reason for the decline in revenue at Premier Inn, much like Mandarin Oriental. 
So, Both Mandarin Oriental Hotel Group and Premier Inn have faced revenue problems because of the COVID-19 pandemic. Both have demonstrated resiliency and flexibility by implementing strategies to combat the impact of the disease and displaying evidence of an increase in revenue future periods. 
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Mandarin Oriental Hotel Group and Premier Inn distinctly cater to various segments of the market due to their different business strategies. Here's a brief review of their positioning in the market:
[bookmark: _Toc147608557]Market Position of Mandarin Oriental Hotel Group
Although Mandarin Oriental, with 33 luxurious hotels across 23 nations, has become a major player in the luxury sector however, its market share is still small due to its specialized area of focus. Catering to a discerning clientele, Mandarin Oriental's guests include wealthy business leaders, individuals and stars who are seeking unmatched luxury, exclusivity and bespoke experiences (Rodriguez, 2020). Emblematic of luxury This Asian Luxury Hotel brand has become famous for its flawless service, authentic, top areas, and an extensive tradition of offering luxurious guest experiences.
[bookmark: _Toc147608558]Market Position of Premier Inn 
Dominating the hotels in the UK that are budget-friendly, Premier Inn boasts over 800 hotels, and is able to capture an impressive share of the segment of budget hotels. The primary target viewers are family members as well as business travelers and tourists who are looking for affordable travel without sacrificing quality of life. The brand is renowned as reliable, Premier Inn stands synonymous with efficiency, affordability and consistency in quality (Rodriguez, 2020).
In most fundamental terms the same way, Mandarin Oriental epitomizes luxury hospitality, Premier Inn champions the issue of affordable, quality accommodations. Their marketing strategies reflect their brand's ethos and their catered to the needs of their customers.
[bookmark: _Toc147608559]Potential for Growth
[bookmark: _Toc147608560]Potential for Growth of Mandarin Oriental Hotel Group
Mandarin Oriental Hotel Group has been strategically pursuing the expansion of its global footprint by opening new hotels in the key markets like those in the Middle East, Asia, and Europe. In recent times the company has demonstrated its commitment to investing in technology to enhance the customer experience and improving the efficiency of its operations. Luxury hotels are set to expand in the near future due to the rising amount of wealthy individuals and an increasing demand for luxury travel experiences (Smith, 2021). Mandarin Oriental Hotel Group is strategically placed to benefit from this trend thanks to its expansion plans and reputation for offering exceptional, personal luxurious experiences for its discerning guests. While Mandarin Oriental Hotel Group is a formidable international presence, it is facing possible obstacles to its growth (Patel, 2021). This includes unstable political conditions in some of the countries in which it operates, recessions that could affect the spending on luxury travel, as well as intense opposition from rival luxury hotel chain. 
[bookmark: _Toc147608561]Development Potential for Premier Inn 
Premier Inn has implemented an expansion plan that focuses at both UK as well as international markets. The company has also opened new hotels in strategically located areas, such as Germany in addition to The Middle East, while concurrently investing in technology to improve customer experience and improve efficiency(Ali, 2020). This segment of hotels that are budget-friendly is predicted to experience expansion due to the growing number of budget-conscious travellers seeking low-cost accommodation. Premier Inn is well-positioned to benefit from these trends by broadening its international footprint and offering affordable, but quality accommodation options to its client base.  Premier Inn, even though it is enjoying great growth, isn't unaffected by growth issues. In the event of economic turmoil, it can affect occupancy and travel budgets as well as competition from other chain hotels with budgets is still a problem (Chen, 2017). Furthermore, the changing preferences of consumers and market saturation in mature markets such as the UK may hinder the expansion of. The COVID-19 pandemic has also impacted growth due to a decrease in travel demand and revenues.
So, I would say that both Mandarin Oriental Hotel Group and Premier Inn have compelling growth potential. Their strategies focus on expanding their international presence and using technology to enhance guests' experience. 
[bookmark: _Toc147608562]Financial Commitment to CSR (Corporate Social Responsibility)
[bookmark: _Toc147608563]CSR of Mandarin Oriental Hotel Group
Mandarin Oriental Hotel Group is committed in its Corporate Social Responsibility (CSR) initiatives that include sustainability, community engagement as well as ethical practices in business. 
The group has taken major steps to reduce its ecological footprint. These initiatives include conservation of energy, water efficient, waste elimination and the utilization of environmentally friendly materials (Chen, 2019).  Mandarin Oriental actively engages local communities by helping charitable organizations, protecting heritage and culture, as well as providing job opportunities. It also invests in training and education programs, which benefit both its employees and local communities in which it operates (Mathews, 2020). The company puts a high value on ethical behavior. This means the promotion of diversity and inclusion within its workforce, and ensuring the fairness of labor practices and complying with regulations and legal standards. 
[bookmark: _Toc147608564]CSR of Premier Inn
Premier Inn also emphasizes CSR initiatives that focus on community involvement, sustainability as well as ethical business practices:
Premier Inn has taken significant steps to reduce its environmental impact. This includes efforts to reduce the use of energy as well as conserve water, decrease waste and to source materials responsibly. The hotel has set out specific goals for reducing its carbon footprint, and increasing its use in renewable sources of energy (Ng, 2019). Premier Inn actively interacts with local communities through providing support to charitable organizations, conserving culture, and presenting jobs. It invests in educational and training programs for its employees as well as the communities within the areas where it works. Premier Inn is committed to ethical business practices. These includes promoting diversity and inclusion in its workforce, and ensuring fair labor practices and following all the legal and regulatory regulations (Gracia, 2020). 
So, both Mandarin Oriental Hotel Group and Premier Inn demonstrate a robust commitment to CSR initiatives. They share a similar commitment to sustainability, community involvement and ethical business practices. 
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[bookmark: _Toc147608566]Recommendations to Mandarin Oriental Hotel Group 
To make the most of the luxury brand's position, Mandarin Oriental should:
1. Make use of their investments in technology to deliver more customized experience to guests by utilizing AI as well as data analysis.
2. Expand their reach into emerging markets that have a rising wealthy class, like areas of Africa and South America.
3. Develop sustainable practices, positioning themselves as an innovator in eco-tourism for luxury, which is becoming increasingly popular with high-end travelers.
[bookmark: _Toc147608567]Recommendation for Premier Inn
For continuous growth and loyalty to the brand, Premier Inn should:
1. Think about diversifying their offerings, for example, offering boutique-style, budget hotels to appeal to a younger audience.
2. Enhance their digital platforms to facilitate seamless bookings and instant feedback.
3. Increase community engagement activities in new markets to help build positive brand perception and build goodwill.
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The study of Mandarin Oriental Hotel Group and Premier Inn highlights their distinct markets, revenue trends, growth opportunities and their dedication to corporate social responsibility. Despite challenges both companies have shown the ability to adapt and withstand the effects from COVID-19. COVID-19 pandemic. Mandarin Oriental's focus on luxury and Premier Inn's focus on affordability are geared towards a range of segments. Their potential for growth lies in strategic expansion as well as embracing technological advances (Evans, 2020). Additionally, their commitment to CSR initiatives demonstrates their commitment to ethical business practices. In the years ahead, they will continue to grow and develop, both businesses are on track for sustainability over the long term and success in the highly competitive hospitality sector.
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