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The hospitality sector is a constantly shifting environment, serving a wide variety of clients with an array of requirements and tastes. The Premier Inn, a bargain hotel chain, and the Mandarin Oriental Hotel Group, a premium hotel chain, are examined in detail. Both businesses have shown strong financial performance, demonstrating the distinctive approaches they've taken to generating income and expanding into new industries. This assessment analyses the market share, consumer profiles, and brand sentiment of the major competitors in the space. In addition, it evaluates both their prospects and their CSR activities, which play an ever-increasing role in today's successful companies.
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The Mandarin Oriental Hotel Group is well-known for its high-quality accommodations and impeccable service. The financial success of this brand is essential. 
Revenue Sources:
Accommodations (40%), fine dining (35%), and other services like spa treatments and event hosting (25%), all contribute to Mandarin Oriental Hotel Group's bottom line (Frost, 2021). Accommodations catering to affluent customers, food choices appealing to sophisticated clients, and services boosting the entire guest experience all add to the strong financial performance of the brand as a whole.
[image: ]Source: (Mandarin Oriental Annual Report, 2022)
This income report from the Mandarin Oriental Hotel Group breaks the total earnings by region for the years 2018 through 2022. The Group's income remained on the rise over the previous five years, from $1.32 billion in 2018 to an expected $1.57 billion in 2022, as shown in the accompanying chart. This is equivalent to an overall growth rate of 18.1%. Asia makes the most money for the Group—51.7% of all income in 2022 came from there. The next highest percentage is found in EMEA (Europe, the Middle East, and Africa) with 30.8%, then the USA at 17.5%. In 2022, revenue increased in all three geographical areas, with Asia seeing the greatest increase (59.3%). America rose by 26.9% and EMEA by 36.6%.
Revenue Trends and Growth Factors:
Over the last five years, Mandarin Oriental's revenue has exhibited steady growth, with an average annual increase of 6% (Mandarin Oriental, 2023). Several factors have contributed to this trend:
· Loyal Customers: Mandarin Oriental has attracted a devoted following of travellers in search of the finest in opulence. Because of this, occupancy rates have skyrocketed, and room rates are now significantly higher than average (Zippia, 2023).
· Global Expansion: To reach a wider audience, Mandarin Oriental has strategically expanded into major international markets like Dubai and New York.
· Digital Marketing: The brand's reach has been widened through investments in internet advertising and online booking systems, drawing a tech-savvy audience and leading to an increase in bookings.
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Premier Inn is well-known for its efficient methods and unwavering dedication to offering high-standard lodgings at affordable rates, and its financial performance has been continuously solid. This assessment will analyse revenue streams, revenue patterns, and growth drivers to determine the company's financial stability.
Revenue Sources:
The majority of Premier Inn's income (85%) comes from guests staying in the hotel's rooms. The brand is well-liked among thrifty vacationers, families, and businesspeople because of its reputation for providing comfortable lodgings at reasonable prices.
[image: ]Source: (Whitbread PLC, 2023)
The Premier Inn UK Revenue chart reveals that 2022 was an excellent year for the corporation, with sales rising by 50.8%. A rise in both the average room rate and occupancy levels at hotels across the UK contributed to this growth.
Revenue Trends and Growth Factors:
Important elements that have contributed to this ongoing growth include:
· Extensive Footprint: Premier Inn's broad network of hotels across the United Kingdom and certain international markets is partly responsible for its big customer base and high occupancy rates.
· Effective Marketing and Pricing: Premier Inn's creative advertising campaigns, such as the "Good Night Guarantee," have been warmly received by budget-minded tourists and have contributed to steady bookings (Premier Inn, 2023).
· International Expansion: Strategic growth in emerging areas like Germany and the Middle East has allowed Premier Inn to capitalise on regions with high demand for budget hotels.
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By focusing on guests' need for seclusion without sacrificing convenience or lavishness, Mandarin Oriental Hotel Group has carved out a niche in the ultra-luxury hotel industry. It plans to evaluate its popularity, target audience, and brand loyalty.
Market Share:
An independent evaluation of the Group's hotel assets showed an adjusted net asset value per share of US$3.87, which is a 2% decrease from December 31, 2021.  The net debt fell from $517 million to $376 million at the end of 2021 (Tan and Despotis, 2021).  The gearing ratio decreased from 10% to 8% by the end of 2021 in comparison to adjusted shareholders' funds. The Group is well-funded with US$226 million in cash reserves and US$471 million in credit facilities (Abbott, 2022).
Customer Demographics:
The Mandarin Oriental targets affluent individuals and business tourists. The hotel strives to provide its guests with a hospitable and inviting atmosphere. This involves providing a range of facilities to guests at their accommodation, including reliable, high-speed, secure Wi-Fi that is compatible with all their devices. Of the total number of guests, 45.88% are male and 54.31% are female and the largest age group of the hotel’s visitors are 25 through 34 years old (Salem et al., 2021). 
Brand Perception:
Mandarin Oriental is the only hotel brand with 10 Forbes 'Five-Star' spas globally. This enhanced the Group's reputation as a refined and sophisticated hotel brand providing comfortable lodging, top-notch services, and exceptional dining options. The Mandarin Oriental hotel is popular with wealthy travellers and locals because of its Asian background and exceptional service. The goal is to establish a reputation for offering luxurious and top-notch amenities, rather than being the largest hotel chain globally.
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Premier Inn, on the other hand, has found success by specialising in the lodging requirements of frugal tourists, families, and businesspeople. This will analyse its competitive standing, clientele, and reputation among its core consumers.
Market Share:
Premier Inn, a part of Whitbread Plc, is the biggest hotel chain in the UK and Ireland, with over 840 sites. Premier Inn, the largest hotel chain in the UK, is often rated as the top Best Value Hotel Chain in the country according to the YouGov hotel brand index.
[image: ]Source: (Statista, 2021)
This chart covers the years 2011 through 2021 and displays Premier Inn's percentage of the British hotel market by room count. The company's market share of UK hotel accommodations increased over time, peaking at over 11% in 2021. Consequently, the market share has increased to about twice what it was before.
Customer Demographics:
Guests who stay at Premier Inns in the UK are evenly distributed between those travelling for business and those travelling for leisure.5. The company's customer includes both white-collar professionals who travel for work and a significant number of blue-collar workers who need physical presence for their jobs. Leisure travellers go on excursions for various purposes such as attending events, socialising with friends, visiting relatives, taking short trips, and indulging in extended vacations to well-known tourist spots.
Brand Perception:
Premier Inn utilises social media marketing to promote its many locations and the introduction of new hotel properties. They attract families by organising activities such as the "dad of the year" competition. Premier Inn effectively utilises several media channels such as email newsletters, promotions, and a well-crafted website to preserve a robust online presence. Lenny Henry, a prominent Premier Inn staff member, provides video guidance on achieving a restful night's sleep (Jefferson, 2021).
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Strategies for Growth:
In 2020, the renowned Mandarin Oriental firm strategically invested in StayOne to expand into the private home renting industry. The local hotel business has seen substantial development due to the COVID-19 epidemic, with forecasts indicating a Compound Annual development Rate (CAGR) of 19.84% from 2022 to 2028. StayOne and Mandarin Oriental have selected a limited number of residences for inclusion in the fully-serviced Mandarin Oriental unique properties portfolio after their investment (Nduini and Baum, 2021).
Since its inception, Mandarin Oriental has seen a rise in demand for private villa experiences from its loyal customers. The visits aim to honour important occasions, increase family bonding, and enhance connections across all age groups of relatives. The Group intends to strategically expand its business by including over 100 properties in its portfolio during the next five years to accommodate demand. 
Market Opportunities:
Mandarin Oriental aims to enhance long-term shareholder value and profitability via the growth of its upmarket hotel brand. The firm is developing its network of luxurious hotels and apartments worldwide, prioritising environmental standards above immediate financial profits. The Group has established a robust governance system to integrate sustainability issues into its operations and policy, as shown by its online annual report. Mandarin Oriental International Limited's primary offices are located in Bermuda and Singapore. It is listed on the London Stock Exchange and has a secondary listing in Bermuda. Mandarin Oriental Hotel Group International Limited, headquartered in Hong Kong, manages the properties in the group. Mandarin Oriental is affiliated with the Jardine Matheson Group.
Potential Barriers to Growth:
In 2019, Mandarin Oriental, a hotel operator in Hong Kong, saw a substantial rise in pre-tax losses from $45.4 million to $699 million. The decrease in project worth was linked to the Covid-19 epidemic. The Causeway Bay site in Hong Kong, referred to as The Excelsior Hotel, was valued at around $2.5 billion after deducting expected construction expenses. This number indicates a reduction of $475 million compared to the prior year (Hultman et al., 2021). The firm had a pre-tax loss of $185.8 million in 2019 after this modification, compared to a profit of $71 million. Due to governments closing their borders, the firm had to shut down more hotels due to the epidemic. Revenue decreased by 68% to $183.7 million (Riordan and Ho-him, 2022).
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Strategies for Growth:
The owner of Premier Inn said that increased demand from budget-conscious UK travellers had led to greater revenue compared to pre-pandemic levels. Whitbread, a company operating about 900 hotels in the UK and Germany along with restaurant franchises such as Beefeater, Bar & Block, and Brewers Fayre, said that its large scale will provide it with a competitive edge over smaller competitors facing challenges including workforce shortages and increasing costs (Jaradat and Henderson, 2023). The company's pretax profits for the year ended March 3, 2022, were £375 million, surpassing expert forecasts. This is a significant rise from £58 million in 2022 and a 34% increase from the year ending February 2020 (Baskin, 2016).
Market Opportunities:
Premier Inn UK had a 50% rise in total revenues to £2.5 billion due to higher occupancy rates, corporate growth, and a 54% increase in average revenue per room from £38.69 to £59.45 yearly. In January, Whitbread announced plans to raise hotel prices to counteract a £60 million cost rise due to high inflation in the previous fiscal year. Costs increased from £1.24 billion to £1.6 billion compared to the previous year (Ali et al., 2023).
Potential Barriers to Growth:
The latest Coffer CGA Business Tracker reports a 3.9% revenue growth in February compared to the previous year for the leading British proprietors of pubs, restaurants, and taverns. Illustrating the hotel industry's greater resilience to setbacks compared to the travel and hospitality sectors. Hotel occupancy rates in the UK rose from 56.1% to 64.3% between January and February, while in London they grew from 57.7% to 63.8%. Pre-pandemic employment rates in the UK exceeded current rates, reaching 69.6% in February 2020 and 69.8% in London (Akbari et al., 2021).
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Sustainability Practices:
The accommodation Mandarin is 99% plastic-free due to external factors such as the packaging used in the supply chain. Mandarin aims to eliminate single-use plastic in all corporate processes. They are exploring innovative methods to address typical issues related to disposable plastics and collaborating with suppliers to provide beneficial alternatives.
Community Engagement:
In the areas of schooling, medical care, and protecting the environment, the Mandarin Oriental Hotel Group has partnered with non-governmental organisations (NGOs) to show its dedication to corporate social responsibility. The company also takes an active role in the growth of communities through its activities and volunteerism, improving the quality of life in neighbourhoods where its properties are located.
Ethical Business Practices:
· Ethical Sourcing: To maintain a socially responsible supply chain, Mandarin Oriental only works with suppliers who share its commitment to equal pay for workers and ethical sourcing.
· Employee Welfare: Fair pay, professional development opportunities, and a firm dedication to diversity and inclusion are just a few ways in which this company looks out for its employees' best interests.
Mandarin Oriental is strongly dedicated to corporate social responsibility (CSR) as seen by its financial commitments to green projects, volunteerism, and ethical business methods. These actions improve the company's reputation while also benefiting the world at large.
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Sustainability Practices:
· Environmental Certifications: The hotels in the Premier Inn chain have been certified as environmentally friendly by organisations like LEED and BREEAM for their dedication to green building practices like recycling and composting (Leong et al., 2021).
· Plastic Waste Reduction: Premier Inn has shown its dedication to environmental conservation by replacing non-recyclable plastics with more sustainable options.
Community Engagement:
Each time a Premier Inn opens, it becomes part of the local community. Each team member is required to dedicate three hours of their time to volunteering for a community organisation aligned with their newfound interests. Examples of such actions include tree planting, community building upgrades, and food bank contributions. Participation is mutually beneficial for the hotel and the community: the hotel gains insights into the places it operates in, while the community becomes more familiar with the hotel's characteristics.
Ethical Business Practices:
· Supply Chain Transparency: By encouraging supply chain transparency, Premier Inn can make sure that it only buys from suppliers who uphold ethical standards of labour and purchasing (Phillips, 2023).
· Employee Well-being: The company may do more to boost worker happiness by encouraging advancement opportunities, supplying necessary resources, and encouraging a welcoming and accepting work environment for all employees (Rahman, 2022).
Premier Inn has come a long way in its efforts to be environmentally friendly. However, more effort may be put into community service and adhering to ethical standards in the company. Premier Inn can increase its CSR efforts and have a beneficial effect on society and the planet by focusing on those fields.
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Both the budget-friendly Premier Inn and the high-end Mandarin Oriental Hotel Group were analysed, as they have shown to be financially successful. While Mandarin Oriental emphasises elegance and sustainability, Premier Inn's low-priced business model has allowed for rapid growth. Both companies recognise the importance of Corporate Social Responsibility (CSR). Both Premier Inn and Mandarin Oriental are looking to grow internationally, while Premier Inn is more focused on the high-end market and wellness tourism.
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