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[bookmark: _Toc148748502]Introduction
This report aims to examine numerous components of two prominent businesses in the global hospitality sector- Mandarin Oriental Hotel Group and Premier Inn. This report explores the comparative analysis of these two organisations in terms of their total revenues over the last five years, along with examining sources of revenue, revenue trends, and factors towards revenue growth or decline. This report also aims to analyse the market positioning (Madura, 2022). Moreover, this report will focus on the growth potential. Indeed, this report will also explore the Financial Commitment to CSR for these two distinct yet influential players in the global hospitality industry. 
[bookmark: _Toc148748503]1. Total Revenue
A company's revenue is what it generates from its main business operations, such selling goods and services. It is a key financial metric of a business organisation to determine its financial stability. For doing the comparative analysis of the revenue of Mandarin Oriental Hotel Group and Premier Inn, the revenue data from 2018 to 2022 is taken from the annual report. The belwo two charts re designed from those data:

This chart demonstrates that
· Premier Inn's revenue rises consistently year over year, by a little margin, from 2018 to 2020.
· Meanwhile, in 2021, revenues drop by £589 million, most likely because of the COVID-19 pandemic's impact on the hospitality sector and other contexts.
· In 2022, despite this, there is a significant increase, and revenues reach £1700 million (Premier Inn, 2022a).

This chart demonstrates that -
· In summary, Mandarin Oriental's revenue decreased from 2018 to 2020, having Year 2020 the lowest total ($184 million). The global Covid-19 pandemic could potentially have an impact here.
· Revenue increases to $317 million as well as $454 million in 2021 and 2022, correspondingly, as economic activity strengthens (Mandarin Oriental, 2022a).
Comparative Analysis of Total Revenue:
· Despite a decline in 2021, Premier Inn still exceeded Mandarin Oriental in terms of revenue for the duration of time.
· Due to its concentration on luxury services, which is vulnerable more throughout economic downturns, Mandarin Oriental experienced a worse fall in revenue in 2020.
· Both businesses recovered in 2022, indicating their capacity to cope with economic upheavals and respond to diverse opportunities.
So, Premier Inn's increasing revenue year after year indicates towards a profitable and sustainable business strategy. Though the luxury-oriented nature of Mandarin Oriental might have rendered it vulnerable to economic changes, the hotel's recovery performance in 2021 and 2022 demonstrates its capacity to cope with crises. 
Sources of revenue of Premier Inn
Premier Inn generates a significant portion of its revenue from services within the hospitality sector. 
· The main sources of revenue are from room services include revenues from overnight stays, multi-night stays, shorter-term bookings, and food and beverages 
· The other sources from Premier Inn can generate revenue through Conference and Event Facilities, Online Booking Platforms and Partnerships, Membership programs, Corporate Programs, and Franchising and Management Contracts (Premier Inn, 2022a).

Sources of revenue of Mandarin Oriental Hotel Group
Mandarin Oriental generates a significant portion of its revenue from services within the hospitality sector. 
· The main sources of revenue are from room services for guests who pay for short-stay suite rentals, and monthly rentals, also including Food and Beverage Revenue. 
· The other revenue is also generated through Spa and Wellness Services, Luxury Experiences and Packages catering services, Membership and Loyalty Programs, sell of branded merchandise such as luxury toiletries, management contracts or franchising agreements (Mandarin Oriental, 2022).

Revenue Trends and Factors Driving Revenue Growth of Premier Inn
The revenue growth rate of Premier Inn is 5.51% over the last 5 years (2018 to 2022) (Premier Inn, 2022a). The revenue trends of Premier Inn have consistent growth from 2018 to 2020. This increase demonstrates that Premier Inn's attempts to attract visitors and expand its market share in the budget-friendly hotel business. Though, there have a decrease in revenue in Year 2021 due to global Covid-19 pandemic which imposed restriction on worldwide travel. Yet in Year 2022, there have rapid rise of revenue as travel restrictions became more relaxed, Premier Inn may have raised promotion, modified its booking processes, and decreased price to attract more visitors.

Revenue Trends and Factors Driving Revenue Decline of Mandarin Oriental Hotel Group
The revenue growth rate of Mandarin Oriental Hotel Group is (-5.67%) over the last 5 years (2018-2022) (Mandarin Oriental, 2022a). The revenue trends of Mandarin Oriental Hotel have declined in revenue from 2018 to 2019, and there has been a drastic fall in the year of 2020. The revenue fall from 2018 to 019 was just due to less attraction of customers because of its luxurious facilities. Still, in the Year 2020, the drastic fall incurred due to the global COVID-19 pandemic, which imposed restrictions on worldwide travel. Yet in the years 2021 and 2022, revenue has rapidly risen as travel restrictions became more relaxed. Mandarin Oriental Hotel may have provided discounts, increased mid-range offerings and made booking processes easy.
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The Mandarin Oriental Hotel Group:
Mandarin Oriental, Bangkok is a classic example of the brand as a luxury hotel. Famous people visit the hotel due to its popularity for excellent service, classic elegance, and luxurious stay.

· Market Positioning (Luxury)
Featuring its luxurious accommodations and competent staff, Mandarin Oriental is positioned as the benchmark in the luxury hotel industry. Visitors searching for a luxurious and private holiday are the target market for this brand (Mandarin Oriental, 2022a).
· Market Share (Comparatively lower)
Due to its primary focus on luxurious sales, it has a smaller customer base; thus, Mandarin Oriental has a lesser market share. The Mandarin Oriental Hotel Group is an influential global hotel chain, which represents 2.26% of the worldwide hotel industry (Mandarin Oriental, 2022a).
· Customer Demographics (Affluent Travelers)
Customers who favour luxury, outstanding dining, and excellent support are the target market for Mandarin Oriental. Executives, luxury travellers and celebrities seek to have top-tier hospitality experience (Mandarin Oriental, 2022a).
· Brand Perception (Prestigious and Exclusive)
Mandarin Oriental has a reputation as a luxurious, premium hospitality brand because of its luxurious accommodations, particular service, and commitment to offering a premium guest experience. The company's standing is an essential variable in the affluent visitors it attracts (Mandarin Oriental, 2022a).

Premier Inn:
Premier Inn London County Hall represents Premier Inn's focus on giving guests affordable accommodation in convenient areas. Its affordable prices and pleasant services make it an ideal alternative for every kind of traveller.

· Market Positioning (Budget-Friendly)
With the focus on offering budget-friendly but pleasant accommodation, Premier Inn is positioned in the budget-conscious or mid-scale market. Value for money and consistency in quality are both fundamental brand values (Premier Inn, 2022a).
· Market Share (Comparatively Higher)
Since Premier Inn mainly serves the low- to middle-income market, which is very easy to access, it has a more significant market share. Premier Inn ranks as one of the largest hotel chains in the United Kingdom, representing 12% of the market (Premier Inn, 2022a).
· Customer Demographics (Value-Conscious Travelers) 
Premier Inn serves a broader demographic of budget-conscious visitors, from families to business people to single travelers (Premier Inn, 2022a).
· Brand Perception (Reliable and Accessible) 
Premier Inn has established an excellent reputation as a convenient and friendly hotel chain because of its consistent quality, easy bookings, and inviting ambience for families. People likely choose the brand because it prioritizes convenience and cost (Premier Inn, 2022a).
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Mandarin Oriental Hotel Group
· Expansion Strategies (Global Expansion)
Mandarin Oriental has a presence throughout major towns worldwide with its luxurious accommodations. Expansion strategies may include reaching new markets or developing properties in highly demanding areas (Vermeulen, 2022). As part of its expansion, it is going to launch a new property in the Turkish city of Istanbul within the year 2025. The Mandarin Oriental Bosphorus is centrally located on the European side of the town, with incredible views of the Turkish Bosphorus waterway (Mandarin Oriental, 2022a). 
· Market Opportunities
Mandarin Oriental can capitalize on a growing need for "experiential" and "luxury" holidays by satisfying the wants of affluent tourists seeking out exciting and unique experiences and upgrading spa and wellness services to capitalize on the rapidly expanding wellness tourism industry (Dimier, 2022).
· Potential Barriers
The luxury sector is most vulnerable during recessions because it adversely affects the holiday planning of the affluent. With enormous rivalry, the luxury industry necessitates constant change and uniqueness (Dimier, 2022).



Premier Inn
· Expansion Strategies (Domestic and International Expansion)
Premier Inn can focus on both Domestic and International Expansion (Vermeulen, 2022). Premier Inn has already announced that it is going to extend its hotel chain in 2023, with new properties in Lake District and Cornwall. In addition to establishing hotels in prominent German cities like Frankfurt, they have rapidly broadened their activities in the Middle East through a partnership with Emirates Group (Premier Inn, 2022a).
· Market Opportunities
Premier Inn can grab opportunities from Asia's Emerging Markets as the region continues to attract an increasing number of tourists and engage new businesses (Dimier, 2022).

· Potential Barriers
Unstable economic conditions could lead individuals to reduce holiday spending, adversely impacting the budget-friendly tourism sector. As rivalry grows and people have more alternatives, innovation may be required to capture customers in crowded, established industries (Dimier, 2022).
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Mandarin Oriental Hotel Group
· Sustainable Practices
Since 2012, the group has decreased Scope 1 emissions by 16% and increased renewable energy sources, whereas Scope 2 emissions increased. A significant capital investment in renewable energy solutions is involved. The group's substantial reductions in carbon dioxide, power, and water consumption from 2012 baselines show that it has invested in resource effectiveness and environmentally friendly practices. The doubling of renewable energy consumption in 2022 indicates their financial commitment to more environmentally friendly energy sources, which may necessitate substantial investments in alternative energy infrastructure (Mandarin Oriental, 2022b). The group's goal to eliminate 99% of single-use plastics, excluding supplier packaging, shows its commitment to sustainability through practice and investments in sustainable alternatives (Allouche, 2022).
· Community Engagement:
The Mandarin Oriental Hotel Group's 19,000 volunteer hours and significant social impact activities in 2022 highlight its financial commitment to community engagement (Mandarin Oriental, 2022b). These initiatives need tremendous personnel, resources, and community engagement. Contributions from colleagues and the Mandarin Oriental Foundation total $1.69 million for humanitarian causes and community development. It demonstrates an extreme commitment of concern for their communities (Allouche, 2022).
· Business Ethics:
Mandarin Oriental's financial commitment to the Global Sustainable Tourism Council (GSTC) standards indicates ethical business responsibility. Investments in sustainability management systems and operational modifications demonstrate the group's commitment to responsible business. An excellent average group score of 93.4% in the Safe and Sound audit and a 0.65% year-on-year improvement demonstrate the financial commitment to secure and ethical company conduct (Mandarin Oriental, 2022b). Safety instruction, supplies, and compliance illustrate the group's dedication to staff and visitor safety (Allouche, 2022).


Premier Inn
· Sustainability Practice:
Premier Inn has committed financially to sustainability by driving up its net zero carbon target for Scope 1 and 2 emissions from 2050 to 2040 and reducing emissions by 80% by 2030. It indicates their financial commitment to environmental protection (Premier Inn, 2022b).
They also committed to removing single-use plastic by 2025 to promote sustainable packaging and minimise plastic waste. This could involve investments in alternative packaging sources and product redesigning (Allouche, 2022).
· Community Engagement:
Premier Inn's financial commitment to dealing with a community problem is apparent in their 50% food waste drop by 2030 and 32.3% reduction from 2018. They pertain to the community by minimising food waste and encouraging food security (Premier Inn, 2022b).
In 2022, 99.9% of waste had been removed from landfills, indicating community participation. This minimises landfill waste and helps the communities around their properties (Allouche, 2022).
· Ethical Business Practice:
Premier Inn's carbon and Scope 3 emission reduction initiatives are ethical. Determining forceful 1.5-degree pathway targets and joining the Science Based objectives Initiative (SBTi) indicates ethical responsibility for global climate change (Premier Inn, 2022b).
Ethics of environmental responsibility and decreasing pollution are emphasised by the deal to eradicate single-use plastic (Allouche, 2022).

[bookmark: _Toc148748507]Conclusion
So, this comparative report analysis through the total revenue, market positioning, and growth potential and financial commitment to CSR provides a significant business performance of Mandarin Oriental Hotel Group and Premier Inn.  Mandarin Oriental, featuring its luxury and personalized service, showcases a lower market share than Premier Inn, featuring its reliable and budget-friendly accommodations (Madura, 2022).
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Premier Inn Revenue (in million £):
	Year
	Revenue

	2018
	£2007

	2019
	£2047

	2020
	£2062

	2021
	£589

	2022
	£1,700



Mandarin Oriental Hotel Group Revenue (in million $):
	Year
	Revenue

	2018
	$614

	2019
	$567

	2020
	$184

	2021
	$317

	2022
	$454




Revenue of Premier Inn (2018-2022)

2018	
Revenue in Million	2007	2019	
Revenue in Million	2047	2020	
Revenue in Million	2062	2021	
Revenue in Million	589	2022	
Revenue in Million	1700	



Revenue of Mandarin Oriental Hotel Group (2018-2022)

2018	Revenue in Million	614	2019	Revenue in Million	567	2020	Revenue in Million	185	2021	Revenue in Million	317	2022	Revenue in Million	454	
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