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Financial management for the hotel industry is necessary for achieving success. For numerous reasons, financial management reports are needed like cost control, performance evaluation, and performance comparison for other business organizations. After the covid-19, hotel business companies are trying to move on and overcome their difficulties, for this reason, they have to analyse the financial management report. The report conducts an depth analysis of the comparison of two prominent hospitality management companies Mandarin Oriental Hotel Group and another is Premiere Inn. Group. This report compares the total revenue between the two companies to understand the revenue trends, and growth and to understand the factors driving revenue growth. Also, compare the market position of these two hospitality management companies by considering some factors like the market share of each company: both companies' brand perceptions, etc. Also here doing the in-depth analysis of the potential growth of both companies that are necessary for existing in a market. Then provide some recommendations by analyzing both companies' performance on the following criteria.
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Sources of revenue: At the end of the year 2021 the Mandarin Oriental Hotel's revenue was £454.1 million (approximately) and the premier Inn company's total revenue was £589.4 million shows that the company's growth is better than the Mandarin Oriental Hotel. Moreover the Premier Inn. Revenue in 2020 was £2071.5 which is too good but after the COVID-19 pandemic, their revenue generation power was reduced, but still they have to try to overcome their situation (Al-Wattar et al., 2022). The Mandarin Oriental Hotel collects most of its revenue from Rental Income and the amount of their rental income in 2021 was £18.1 million which shows that their main source of revenue generation is rental income.

Figure 01: Factors of revenue analysis
Moreover, the Premier Inn. The hotel collected most of the revenue was food and beverage which is £190.2 million. Here are the key differences between both two companies, Mandarin Oriental's Performance is worse than the Premier Inn (Drury, 2021). The Premier Inn. The company can condition is good rather than the Mandarin Oriental Hotel. 
Factors of Changing revenue growth: The main indicator of their revenue differences is the Mandarin Oriental Hotel is a luxury hotel brand for this reason some so many people can’t afford the hotel on the other hand the Premier Inn. Is a mid-range range hotel which is why the maximum number of people like to go to the hotel (Franco et al., 2020). In addition, for this reason, they can generate so much revenue than the Mandarin Oriental Hotel.
Another factor is the geographic location of both two hotels, The Mandarin Oriental Hotel is located in a prestigious location on the other hand the Premier Inn Hotel is situated in the centre of the city which shows the key difference between them (Sardo et al., 2021). Many people feel comfortable going to the Premier Inn hotel.
Market trend analysis: Both hotels' market trend has a different effect on their revenue, such as the Mandarin Oriental Hotel is a brand ambassador of the luxury hotel industry they only focus on providing luxury facility on the other hand the Premier Inn is A mid-range hotel that is provided with the facility on affordable price (Kotler et al., 2016). 
Above all these reasons, their revenue generation power varies. 
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Figure 02: Factors that affect companies’ market positions
Market positioning: The Mandarin Oriental Hotel is a luxury hotel brand that provides international and luxurious service facilities for its customers (Tranter et al., 2014). They only focus on brand effectiveness; most of their clients are upper-class people and rich people. They cannot provide the service at an affordable price (Seal, 2019). All kinds of facility's prices are very high.
On the other hand, the Premier Inn is a middle-class hotel and it provides comfortable services for their clients at an affordable cost. Premier Inn does not provide a luxury service facility moreover they provide clean and comfortable hotel service for their clients (Martinez, 2015). Their maximum clients are middle class and this is why their range of customer are so wide.
Market share: The scope of Mandarin Oriental hotels is not wide, because their maximum type of customers are upper-class people and they only provide luxurious service for their customers. All types of customers like middle-class, and upper-middle-class people do not get any kind of facility from them  (Wild, 2018). This is why their market share is smaller, and their service chain is narrow. Because they only focus on one type of customer.
On the other hand, the Premier Inn is a well-known brand in the UK that provides comfortable Hotel service facilities at an affordable price for their customers (Yadav et al., 2016). In addition, their market-capturing capacity is too good and for this reason, their market share area is so vast. Moreover, the Premier Inn group has expanded its business in Germany and the Middle East in recent times and it has increased its market share.
Customer demographic: The Mandarin Oriental Hotel is only trying to attract upper-class people and their maximum customers demand the luxurious service with a high budget.
On the other hand, the Premier Inn focuses on all ranges of people like the middle class, upper middle class, and Upper class (Alshehhi et al., 2018). Their customer mostly wants that comfortable and clean service at an affordable price.  Both types of companies' customer perception is different from one another.
Brand perception: The Mandarin Oriental Hotel is a high-quality brand and it provides higher and more luxurious facilities for its customers (Atrill and McLaney, 2021). Moreover, their customer expects high from their services if any wrong things happen then it reduces their brand image.
The Premier Inn brand perceptions are mostly based on customer affordability and they always try to provide reliable service for their customer. It increases their brand image. 
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Expansion strategies: Mandarin Oriental Hotel now trying to expand its business in the international sector so that it can generate revenue on this possession (Guilding, 2014). Moreover, they try to develop their luxurious business based on customer requirements. They can try to expand business internationally by hiring luxurious hotels buildings etc. not making them (Jiang and Kim, 2015). They try to shift their business all over the luxurious tourist destinations effectively so that their brand value is increased. They focus on hiring buildings to expand their business.
On the other hand, the Premier Inn hotel has expanded its business in Germany and the Middle East and now trying to expand its business all over the world country (Bhimani, 2006). The company is very well known in the UK and for more revenue-generating the company decided that they shift its business to potential tourist destinations (Seal et al., 2008)
Market opportunities: With the growing demand for luxurious hotel business, the Mandarin Oriental Hotel has wide scope to succeed in the particular field (Mohd Suki, 2016). Now people are demanding luxurious service from any field and it creates good market opportunities for them. The company decided to expand its business in Asia-based countries and it created a good opportunity for them to generate more profit (Jagels, 2007).
On the other hand, the Premier Inn hotel is focused on cost-effective business, and for this reason, there are different types and different variety of clients and their market opportunities are too much.
A potential barrier to growth in Business: due to some barriers every business organization faces some kinds of problems the Mandarin Oriental Hotel and Premier Inn are not except from it (Kim et al., 2017). From the perspective of the Mandarin Oriental hotel, so many things hampered their growth like market competition. In the age of competition, everyday new business organizations are generated and it creates problems. The economic problem is one of the most crucial reasons for hampering business growth. Due to inflation and deflation, business growth faces complexity (Iraldo et al., 2017).
On the other hand, the premier Inn hotel also faces these complexities. Increasing competition and changes in the taste of people are the most crucial barriers to business growth. These barriers play a significant role in business expansion hampered.
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Sustainability practice: Mandarin Oriental Hotel practices vary much sustainability approaches they take steps to reduce energy costs, and they make so much environment-friendly decisions like using environment-friendly energy, using environment-friendly lighting, and taking necessary steps for waste management (Walker, 2021). These approaches are very helpful for the environment and by this sustainability practice, the company has a significant footprint on the environment. Moreover, they use local food products on behalf of corporate social responsibility. Because if they use local products in their business then it will be so much helpful for local people.
The Premier Inn also practices environmental sustainability, they also take various steps in waste management and reducing environmental pollution, etc. They take steps for waste recycling to reduce pollution. It is an effective approach of sustainability approach.
Community engagement: Both Mandarin Oriental Hotel and Premier Inn are involved in the various kinds of Community engagement (Hang et al., 2020). They attach to the local charity-based organizations that support various kinds of people without expecting any kind of profit. They operate many charity and volunteer activities in one kind of corporate social responsibility. The companies are also involved in many social welfare programs as a kind of corporate social responsibility they work with young people for their employment and provide various kinds of training facilities for young people so that they can easily find a job  (Laukkanen and Tura, 2020). The companies doing this task to maintain their corporate social responsibility and it is good for social welfare.
Ethical business Practice: If a one-business organization practices ethical activity in their organization then it will be good for them (Deschryver and De Mariz, 2020). The Mandarin Oriental Hotel and the Premier Inn also practice some ethical activities like the one they focus on employee development as the wellbeing of their employee. They also practice honesty in their every kind of task. Both companies always try to provide good and efficient services for their clients so that the clients stay happy. By practising this ethical activity the companies can be, achieve the trustworthiness of the people (Pulido et al., 2019).
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The report is based on the financial management performance analysis of two major sustainable hotel management companies Mandarin Oriental Hotel and Premier Inn. This report analyses their performance based on some factors like total revenue, market position, potential growth, and practising corporate social responsibility. In the total revenue, it is shown that the Premiere Inn's total revenue is more than the Mandarin Oriental Hotel, and in the market position analysis, the Mandarin Oriental Hotel Provides luxurious hotel service and the Premier Inn provides the mid-range service for their customers. That is why the premier Inn market position is stronger than the Mandarin Oriental hotel. In addition, both companies try to expand their business in different countries of the world also both practice some corporate social responsibility that is effective for social well-being.

[bookmark: _Toc148214002]Recommendations 
Mandarin Oriental Hotel
1. The company tries to increase its revenue generation possibility otherwise the company cannot compete with the other companies in the market.
2. The company only provides luxurious service for their clients which is not effective for this competitive business world. They have to focus on both middle-class and upper-class clients otherwise their market existence becomes tough.
3. They have to expand their business in different regions of the world like Asia and the Middle East so that their market share can be increased.
Premier Inn
1. The company provides middle-range services for its clients but they also have different sectors that provide luxurious services for upper-class people. In this way, their business products are increased.
2. Though the company’s total profit figures are good due to the COVID-19 pandemic they suffer, various losses so the company must overcome them.
3. The company has to expand its business effectively and efficiently because the competition is rising so they can innovate new products for business purposes.
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