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Executive Summary
This report offers an in-depth examination of Mandarin Oriental Hotel Group and Premier Inn - two prominent brands within the hospitality industry that represent luxury and budget accommodation segments respectively, displaying contrasting financial trajectories in 2021. While Mandarin Oriental experienced a 78% surge in revenue, underlining its resilience and recovery, Premier Inn suffered significant declines, attributed largely to the pandemic's impact. Mandarin Oriental capitalized on luxury experiences, showcasing improvements across financial metrics and reflecting an upscale market positioning. Premier Inn, on the other hand, emphasized affordability, with innovative diversification efforts helping buffer some losses. 
Ansoff Matrix analysis suggests growth potential for both, with Mandarin Oriental's luxury offerings and Premier Inn's affordable lodgings being key strengths. Both brands exhibit commitment to CSR initiatives, albeit with Mandarin Oriental showing a deeper financial commitment. Expansion into new markets and tech integrations are recommended for future growth.
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Introduction 
This report provides an in-depth study of two leading companies in the hospitality industry namely Mandarin Oriental Hotel Group, representing the luxury segment and Premier Inn - representing the budget-friendly segment. By examining the two hotels’ perspectives on financial management, taking into account their revenue figures, their market position and their growth potential, as well as their commitment to Corporate Social Responsibilities (CSR), this report will provide useful insights about their future business strategies, as well as some tactical recommendation for their growth potential in this ever-changing sector.
Analyze and compare the total revenue generated by each organization
Mandarin Oriental Hotel Group and Premier Inn represent different tiers in the hospitality sector, the first focusing on lavish services and the other providing reasonably priced lodging. 
Revenue analysis 

The Mandarin Oriental Hotel Group: In 2021, Mandarin Oriental International Limited showcased significant improvement in its financial metrics compared to 2020. The combined total revenue of hotels under its management surged by 78% to $1,053.5 million, while general revenue experienced a growth of 73%, totaling $316.9 million (Mandarin Oriental International Limited, Annual Report 2021). Although the company continued to record an underlying loss, it was notably reduced from $205.9 million in 2020 to $68.1 million in 2021, a positive change of 67%. Similarly, the loss attributable to shareholders dropped significantly by 79% to $141.4 million. This improvement was reflected in the per-share metrics, where the underlying loss per share and loss per share both decreased by 67% and 79% respectively.
Premier Inn: Premier Inn's financial performance in FY21 showed significant declines across various key indicators. Statutory revenue plummeted by 71.5% to $589.4 million, primarily impacted by the ongoing challenges in the hospitality industry due to the COVID-19 pandemic. Adjusted revenue also followed suit, falling by 71.4% to $588.9 million (Whitbread, Annual Report and Accounts 2020/21). Consequently, the statutory profit before tax saw a dramatic decrease of -459.8% to -$1,007.4 million. However, the company managed to offset some losses with a tax credit of $100.9 million, resulting in a statutory profit after tax of -$906.5 million, down 516.0% from FY20. The sharp declines were largely reflective of the pandemic's severe impact on the hospitality sector.
 
In 2021, Mandarin Oriental International Limited and Premier Inn both experienced notable financial changes, but in opposite directions. Mandarin Oriental International saw a remarkable recovery, with a 78% increase in combined total revenue to $1,053.5 million and a 73% growth in general revenue, reaching $316.9 million. While the company still reported an underlying loss, it significantly reduced from $205.9 million in 2020 to $68.1 million in 2021, marking a 67% improvement (Mandarin Oriental International Limited, Annual Report 2021). The loss attributable to shareholders also decreased by 79% to $141.4 million. The per-share metrics improved substantially, with underlying loss per share and loss per share both decreasing by 67% and 79%, respectively, though net asset value per share declined by 6%. Leverage, indicated by net debt to shareholders' funds, increased slightly to 16%, while the adjusted figure remained stable at 10%.

Conversely, Premier Inn's FY21 financial performance showed substantial declines due to the ongoing impact of the COVID-19 pandemic. Statutory revenue plummeted by 71.5% to $589.4 million, with adjusted revenue following a similar trajectory, falling by 71.4% to $588.9 million (Whitbread, Annual Report and Accounts 2020/21). However, the company managed to diversify and increase its other income significantly by 1007.9% to $154.0 million. Operating costs before depreciation, amortization, and rent decreased by 29.1%, while the adjusted operating profit shifted from a profit of $486.8 million in FY20 to a substantial loss of -$486.7 million in FY21. Interest costs increased significantly, contributing to a decline in adjusted profit before tax of -$635.1 million, down 277.3% from the previous year (Whitbread, Annual Report and Accounts 2020/21). Adjusting items had a notable impact, totaling -$372.3 million. As a result, the statutory profit before tax saw a dramatic decrease of -459.8% to -$1,007.4 million. However, the company managed to offset some losses with a tax credit of $100.9 million, resulting in a statutory profit after tax of -$906.5 million, down 516.0% from FY20. These sharp declines were largely reflective of the pandemic's severe impact on the hospitality sector.

In conclusion, Mandarin Oriental International displayed a substantial recovery in 2021, while Premier Inn faced a challenging year due to the ongoing pandemic's impact on the hospitality industry.

Assess the market positioning of both Mandarin Oriental Hotel Group and Premier Inn

Bowman's Strategy offers an approach to analyzing the competitive position of a business within its market. In the present report, the strategy considers two aspects, the value proposition and the strategic placement of Mandarin Oriental Hotel Group and Premier Inn in this instance.
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Figure 1: Bowman's Strategy
The Market position for Mandarin Oriental Hotel Group
The Customer Value Proposition 
Mandarin Oriental Hotel Group offers its customers a lavish experience with personal service, lavish amenities, and exclusive destinations. The chain’s clients comprise of people who appreciate luxury and are willing to spend more for a memorable and luxurious experience. Mandarin Oriental Hotel Group has succeeded in positioning itself as a luxurious hotel group that is known for its exclusive locations and personalized service at its hotels (Rajan et al., 2020). The perception of their brand is associated with exclusivity and luxurious amenities, having a significant presence throughout Asia, Europe and North America. Statista shows The Mandarin Oriental Hotel Group held a 0.1% market share of the hotel industry worldwide at the time of 2020. Their customers are primarily those who want to pay more for a luxurious and exclusive experience. This draws people who value these services into their customer base (Marconi et al., 2023) and makes the Mandarin Oriental Group a value-driven business, with a high focus on differentiation factors.  
Premier Inn stands out in its position in the market by offering guests a pleasant stay that is in their price range. Their emphasis on affordability, convenience and quality makes Premier Inn the preferred hotel chain that offers comfortable and affordable lodgings. Premier Inn has established its reputation as a budget hotel chain that emphasizes convenience and affordability. Being a cost-driven business, its image has been synonymous with inexpensiveness, value for money and quality. With more than 800 hotels spread across the UK, they have a strong presence throughout the country. Statista reports the fact that Premier Inn held a 1.2% market share of the hotel industry worldwide in 2020. People who are attracted by Premier Inn tend to be people who want to save money and are seeking an affordable and enjoyable stay. In Premier Inn, customers value its reputation for its low cost and high quality (Pang, 2020).

In conclusion, this report considers that Mandarin Oriental Hotel Group and Premier Inn have a strong brand image and distinct market positioning strategies, with Mandarin Oriental Hotel Group's main focus on differentiation, such as exclusivity and luxury, while Premier Inn focuses on affordability and ease of use, positioning itself in the Hybrid area of the Bowman strategy.  
Evaluate the growth potential of each organization
To assess the potential for growth for Mandarin Oriental Hotel Group and Premier Inn, this paper will utilize the Ansoff Matrix which is a strategy-oriented planning tool employed by companies for planning growth strategies and evaluating the potential. It considers two dimensions of the business, market and product (Hardesty et al., 2019).
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Figure 2: Ansoff Matrix
Mandarin Oriental Hotel Group can improve its market share by extending into other markets and enticing more customers with targeted marketing strategies. It can develop into markets, such as the emerging markets that are located in Asia as well as Africa, where the demand for luxury hotels is increasing. It can create innovative new services like wellness programs and eco-friendly initiatives in order to draw new customers and differentiate its business from other competitors. It can diversify its operations by entering new markets like the private sector or luxury property in order to increase its revenue streams while decreasing the dependence on hospitality only (Rotberg, 2020).

Premier Inn can increase its market share by increasing its presence across the UK and attracting new customers by focusing on its marketing campaigns which seduce the young generation. It has the possibility of expanding into new markets such as Europe, in addition to Asia where the demand for budget hotels is rising. It can develop new services and products including green initiatives or digital operations to attract new customers and differentiate itself from other hotels of its caliber (Rotberg, 2020).

Premier Inn can also diversify its operations by entering new sectors such as budget airlines or car rental, creating new revenue streams and lessening its dependence on hospitality as a whole. However, Premier Inn may encounter difficulties in expanding due to inflationary pressures (Whitbread, 2023) and volatility of the real estate market, which has increased especially after the pandemic. Another entry barrier might be related to the large expenses associated with the operations of penetrating new and unpredictable markets. 

Analyze the financial commitment of each organization to CSR initiatives

Mandarin Oriental and Premier Inn, two prominent players in the hospitality industry, display an admirable commitment to Corporate Social Responsibility (CSR) initiatives. At the same time, their approaches differ concerning financial commitment and sustainability practices such as community involvement and ethical business conduct.

Mandarin Oriental's 2022 Sustainability Report displays its robust financial commitment to sustainability across its global operations. Notable achievements include an incredible 30% reduction in carbon intensity, a 31% decrease in energy intensity and a 16% drop in water intensity compared with 2012 baselines - this indicates significant investments made into energy-saving technologies, water conservation measures and sustainability measures that translate into significant financial commitment (Liu et al., 2022). Reducing single-use plastic usage by 99.996% across their operations, excluding supplier packaging, shows their dedication to environmental responsibility. Not only will it have significant environmental benefits, but the financial involvement also represents investments into alternative materials and the implementation of plastic reduction strategies. 
Mandarin Oriental's dedication to responsible procurement can be seen through its achievement of 100% responsibly sourced status in key categories as verified by Lloyd's Register Quality Assurance. This achievement signifies financial investments made in procuring high-quality, ethically produced products that contribute towards ethical business practices (Huda and Setyowardhani, 2023). Their extensive community engagement, comprising 426 social impact initiatives emphasizes their financial commitment to social responsibility. Furthermore, donors contributed over USD$1.69 million as donations in support of communities where they operate.

Premier Inn's "Force for Good" initiative showcases its strong commitment to CSR, specifically environmental responsibility. Their goal of reducing carbon emissions by 50 % by 2025 and their achievement of a 33% reduction since 2011 demonstrate financial investments made into energy-saving technologies and emission-reduction strategies (Teare, 2023). At the same time, their commitment to reduce water consumption by 25% by 2025 - in combination with an impressive 20% decrease achieved since 2011- reflects significant investments made into water conservation measures. Premier Inn's community engagement program of charity fundraising, volunteering and offering work experience opportunities also demonstrates their financial commitment to social responsibility (Srinivas, 2022). Although financial details may not be explicitly outlined within their provided information, investments made into community programs and engagement activities demonstrate this financial dedication towards community welfare.

On the other hand, Mandarin Oriental stands out in its financial commitment to CSR initiatives with its comprehensive, clear demonstration of investments made into sustainability practices, responsible procurement and community involvement. Their comprehensive reduction percentages and quantifiable results illustrate their depth of commitment (Huda and Setyowardhani, 2023). 
Concluding the analysis of the financial commitment of each organization to CSR initiatives, this report states that both organizations prioritize CSR, with Mandarin Oriental showing greater financial commitment to sustainability, ethical business practices and community involvement than Premier Inn could. Both contribute to global efforts toward more eco-friendly practices while meeting emerging expectations for socially responsible corporate entities.

Recommendation 
Mandarin Oriental Hotel Group sees the potential of tapping into new markets booming with a growing middle class looking for extravagant experiences. The ability to tailor local luxury experiences distinguishes the brand. the addition of tech-driven luxury services such as AI-driven hotel stays as well as virtual concierge, can blend modernity with tradition to attract younger customers. 
Premier Inn can leverage its reputation for its brand to expand into areas with rising demand for affordable accommodations including Southeast Asia (Poquiz et al., 2023). The cooperation with local travel companies can increase its reach. They could also think about offering subscriptions or expanding their loyalty programs that offer a consistent benefit to frequent travelers and encourage customers to return for more business.
Conclusion 
Mandarin Oriental Hotel Group and Premier Inn represent two different locations within the global hospitality sector - luxurious accommodations and budget accommodation respectively. Their growth paths were shaped by the COVID-19 virus in 2021, Mandarin Oriental showing resilience by returning to a high level and Premier Inn showing adaptability through innovative strategies. Both companies have significant growth potential, reachable by expanding into new markets and establishing customer-centric strategies; these plans are in perfect alignment with their distinct position in the marketplace and their unique value propositions, which means they can have an exciting future.
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