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[bookmark: _Toc148458403]Introduction 
Financial management is linked with sustainability in terms of economic growth as well as a positive impact on sustainable development (Towbin, 2021). Based on such a concept, this report aims to evaluate the approaches to financial management in both Mandarin Oriental Hotel Group and Premier Inn and their impact on financial performance as well as sustainability. Mandarin Oriental Hotel Group, is a multinational hospitality and management group which was founded in 1963 (Mandarinoriental.com, 2023). This public company has its headquarters in Hong Kong and operates in nearly 34 countries. On the other hand, Premier Inn is one of the UK-based renowned hotel chains which was established in 1987 (Premierinn.com, 2023). This private limited hotel is a subsidiary of Whitbread and operates in several areas such as Germany, Jersey, Qatar, and so on. To meet the aim of this report, a comprehensive comparison of the total revenue of both hotels will be included. Besides, the report will also include the assessment of market positioning, growth potential and financial commitment to CSR initiatives of both organizations. Finally, there will be some recommendations for both companies to support their growth. 
[bookmark: _Toc148458404]Comparison of total revenue 
The comparison of total revenue generated by each organization can be highlighted using the income statements of each organization. The income statements of each organization are as follows: 
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	Figure 1: Income statement of Mandarin Oriental Hotel Group.
	
	Figure 2: Income statement of Premier Inn.
Source: (Premierinn.com, 2023).

	Source: (Mandarinoriental.com, 2023).
	
	


[bookmark: _Toc148458405]Generated revenue 
The Mandarin Oriental Hotel Group has generated £3,16,900 and £4,54,100 as total revenue in 2021 and 2022 respectively. On the other hand, the Premier Inn has generated £17,03,400 and £26,25,200 as total revenue in 2022 and 2023 respectively. The generated revenue indicates higher revenue growth in both hotels. 
[bookmark: _Toc148458406]Source of revenue 
The primary source of revenue of Mandarin Oriental Hotel Group is revenue from room occupancy as this hotel charge premium price for rooms. Besides, this hotel offers high-quality food and beverages which is another source of revenue (Cuillier and Stoffle, 2019). Again, the hotel offers royal spa services to the guests which also generates high revenue. Moreover, business events, meeting facilities, and so on are also sources of income for the hotel. On the other hand, the primary source of revenue of Premier Inn is revenue from room bookings. Besides, the facility of food and beverages on-site also generates revenue for the hotel. Again, business meetings and supplementary services such as Wi-Fi, parking, and so on are also a source of revenue for this hotel (Chiang, Chen and Xu, 2021). 
[bookmark: _Toc148458407]Revenue trends 
	[image: ]
	
	[image: ]

	Figure 3: Revenue trend of Mandarin Oriental Hotel Group.
Source: (Mandarinoriental.com,2023).
	
	Figure 4: Revenue trend of Premier Inn.
Source: (Premierinn.com, 2023).


As per the above charts, the revenue trend of room in 2022 is the highest generating £900 million. Besides, the revenue from food and beverages is £533.8 million which has also increased in 2022 than previous years (Mandarinoriental.com, 2023). Moreover, the revenue from other sources is £134.3 million which has also increased to the previous years. The same case can also be seen in Premier Inn. Revenue from accommodation has exceeded the previous years' revenue by generating £1895.1 million in 2022/2023 (Premierinn.com, 2023). Besides, the revenue from food and beverage is £730.1 million which has increased from previous years. On the other hand, the hotel has no significant increase in underlying revenue in this fiscal year. 
[bookmark: _Toc148458408]Factors that drive revenue growth or decline 
Considering the revenue trend of Mandarin Oriental Hotel Group, the business expansion in new destinations, and strong market presence are the key factors of revenue growth of this hotel. Besides, partnership and celebrity endorsement are also key factors of revenue growth for this hotel. However, the pandemic and lockdowns have led the hotel to economically uncertain events which is the key factor of declining revenue in 2020 (Abdullah, Abidin and Hamdan, 2019). On the other hand, affordable pricing, focus on middle-class people, strong brand image, and so on are the key factor that has driven revenue growth in 2022/2023 (Cuillier and Stoffle, 2019). However, the global pandemic and labour shortage are the key factors contributing to the decline in the revenue of this hotel in 2020/2021. 
[bookmark: _Toc148458409]Assessment of market positioning of both organizations 
The Mandarin Oriental Hotel Group is Hong Kong-based while the Premier Inn is UK-based. The market position of both the hotels in both their own country and globally is as follows: 
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Figure 5: Market share of different hotels.
Source: (Chiang, Chen and Xu, 2021).
As per the above chart, the Mandarin Oriental Hotel Group has 35%, Eaton has 18% and Hotel Icon has 20% market share in the Hong Kong market which indicates a higher position of the Mandarin (Mandarinoriental.com, 2023). On the other hand, Hotel Intercontinental has 25%, Premier Inn has 35% and Travelodge has a 25% market share in the UK market which indicates a higher position for Premier Inn (Premierinn.com, 2023). In the global market, the Mandarin Oriental Hotel Group has an 8% share and Premier Inn has a 12% share which indicates a higher position of Premier Inn as this brand focuses on middle-class people and this has ensured a large clientele base for this hotel. 
[bookmark: _Toc148458410]Customer demographics
Mandarin Oriental Hotel Group
This hotel focuses on the income, age and nationality of the guests as customer demographics. This hotel focuses on guests who belong to higher social classes and have high disposable income to pay the premier prices for service. Besides, the hotel focuses more on the older than the young and prefers people from the 35 to 65 age group (Prasad and Mishra, 2021). However, this hotel also attracts younger people and students. Though this hotel has grown in the Asian region, people of Asia and Europe are also the key guests of this hotel. 
Premier Inn 
Premier Inn focuses on the age, activity, and so on of the guests for its customer demographics. This hotel targets both young and older people in the 25 to 54 age group (Kotas, 2021). Besides, this hotel also targets business travellers, leisure travellers, family groups, and so on. The target guests mainly belong to the middle class and offer budget-friendly deals. 
[bookmark: _Toc148458411]Brand perception
The brand perception of the hotels can be highlighted using a positioning map. The positioning map for the hotels is as follows: 
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Figure 6: Brand positioning.
Source: Inspired by Pandey (2021).
Mandarin Oriental Hotel Group 
This hotel is perceived by customers as a sign of elegance and luxury. Besides, this hotel has positioned itself as exclusive due to its exceptional service, innovative design and maintaining premium pricing for high-class customers (Wanke, Herrmann and Schaffner, 2021). Again, due to the global presence and wellness facilities, the customers have been perceived as exclusive. 
Premier Inn 
This hotel is perceived by customers as a sign of quality and budget-friendliness due to offering quality service at affordable prices (Pandey, 2021). Again, this hotel offers affordable and consistent deals for its target customers. Due to offering standard experience to middle-class guests and increasing brand awareness, the customers have positioned it in the mass market. 
[bookmark: _Toc148458412]Evaluation of the growth potential of both the organization 
[bookmark: _Toc148458413]Expansion strategies 
Both Mandarin Oriental Hotel Group and Premier Inn apply the market development strategy and diversification strategy as their expansion strategies (Litteljohn and Beattie, 2021). Coming to Mandarin Oriental, this hotel expands its global presence by opening new luxury hotels in emerging markets and renowned cities to serve high-class people. On the other hand, Premier Inn relies on the UK market most and continues the budge-friendly services for its expansion (Anderson, Fornell and Rust, 2021). Besides, this hotel has also applied the market development strategy to expand internationally. Again, Mandarin Oriental applies the diversification strategy by offering spas, resorts, and other services than traditional exclusive hotels. On the other hand, the Premier Inn diversifies its services by offering flex rates and refund options (Kotas, 2021). These strategies have helped the hotels to reach a broader market. Moreover, Mandarin Oriental engages in partnership with several renowned restaurants to offer a seamless experience to the customers but Premier Inn lacks this strategy. 
[bookmark: _Toc148458414]Market opportunities and potential barriers 
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Figure 7: Market opportunities.
Source: (Fiorentino, 2021).
Based on the customers’ demand, there are several emerging market opportunities in the hospitality industry. The demand for digital interaction is 53% among the customers (Litteljohn and Beattie, 2021). As the Mandarin Oriental Hotel Group already interacts with the customers through social media, this is not a market opportunity for this hotel. On the other hand, the Premier Inn prefers traditional methods for interacting with the customers. So, digital interaction is an effective opportunity for this hotel. Besides, demand for spa facilities is 50% and this is another market opportunity for the Premier Inn but the Mandarin Oriental Hotel already offers this service. Nearly 40% of customers have a demand for luxury travel opportunities (Fiorentino, 2021). Both the Premier Inn and Mandarin Oriental can grab this opportunity by launching this service in emerging markets such as Asia, Dubai, and so on. Again, nearly 35% of customers have shown interest in hyper-personalisation (Pandey, 2021). As both the hotels lack this service, they can grab this market opportunity. 
Potential barriers
Due to being a budgeted hotel, the Premier Inn may face the barrier of market saturation in including spa services. Again, the hotel may face the barrier of economic depression as this situation can decrease the disposable income of the target customers and this may not support them enough to access luxury travel (Melissen et al., 2019). Moreover, the hotel may face a financial barrier in maintaining the software required for hyper-personalisation such as CRM. On the other hand, the Mandarin Oriental Hotel Group may face the barrier of an economic downturn which can generate a financial crisis in bearing the cost of luxury travel. Besides, the hotel can also face barriers to technical proficiency in managing customer data at a high scale. 
[bookmark: _Toc148458415]Analysis of financial commitment to CSR initiatives 
The financial commitment of Mandarin Oriental Hotel Group and Premier Inn can be analysed using Carrol’s CSR pyramid. The analysis is as follows: 
[image: What is Corporate Social Responsibility? | Human Resources Management]
Figure 8: Carrol’s CSR pyramid.
Source: (Prasad and Mishra, 2021).
Philanthropic responsibility includes activities such as donations, charity, and so on (Sigmund, 2019). The Mandarin Oriental donated more than £65,000 to charities for the local communities (Lougee and Wallace, 2021). Besides, this hotel has also donated £1.5 million to support the equality and diversity initiatives of the communities (Fiorentino, 2021). Moreover, the hotel has donated 10% of its revenue to the Cancer Society (Mandarinoriental.com, 2023). On the other hand, the Premier Inn has supported the Great Ormond Street Hospital Children’s Charity by donating £10 million (Premierinn.com, 2023). Besides, this hotel provides 10% of its total earnings for children's education, local upskilling, and so on. 
Ethical responsibility is concerned with ethical practices (Chung and Kinsey, 2019). The Mandarin Oriental maintains 15% of its total earnings to ensure the least impact on the environment. 5% decrease in carbon emission, savings of £1.2 million in energy annually, and ethical sourcing of coffee, vanilla and so on are examples of the ethical responsibility of this hotel (Mandarinoriental.com, 2023). On the other hand, the Premier Inn spends 12% of its earnings on environmental benefits. Besides, this hotel has adopted renewable energy sources such as solar panels, water treatment equipment, and so on as per its sustainability practices. Due to this reason, the hotel has reduced carbon emissions by 14% and saved energy usage by 10% (D’Ascenzo, 2021). 
Legal responsibility encompasses the responsibility to comply with the regulations. The Mandarin Oriental hotel complies with the regulations of health and well-being of employees and so the hotel allocates 5% of its total earnings for safety training of the employees. A similar aspect also exists in the Premier Inn and this hotel allocates 4% of total earnings for this cause (Lassala, Apetrei and Sapena, 2019). 
Economic responsibility includes being profitable along with offering long-term support to society (Adams, 2021). The Mandarin Oriental maintains a code of fair labour and allocates 15% of its total income to several social causes (Chung and Kinsey, 2019). On the other hand, the Premier Inn allocates 13% of its total income for the holistic betterment of society. Besides, both hotels prefer ethical suppliers and fair competition as ethical business practices. 
[bookmark: _Toc148458416]Recommendations 
Based on the overall analysis, the following are the recommendations for both companies – 
· The Mandarin Oriental hotel should adopt outsourcing and big data technology to offer hyper-personalization facilities to the customers (Lougee and Wallace, 2021).
· The Premier Inn hotel should focus on leveraging its social media platforms to make digital interactions with customers effective.
[bookmark: _Toc148458417]Conclusion 
This report aimed to evaluate the approaches to financial management in both Mandarin Oriental Hotel Group and Premier Inn and their impact on financial performance as well as sustainability. Revenue from rooms, supplementary services, and so on are the key revenue sources of both hotels. Based on the consumers’ perceptions, the Mandarin Oriental is perceived to be exclusive and the Premier Inn is perceived to serve the mass market. Both the hotels apply market development strategy and diversification strategy as their expansion strategies. Considering customers’ demand, the Premier Inn has the market opportunity for digital interaction and spa facilities. On the other hand, Mandarin Oriental has an opportunity for luxury travel and hyper-personalisation. Both companies allocate a fixed amount for community initiatives, sustainability initiatives, and so forth.
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