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[bookmark: _gjdgxs]Introduction
The worldwide hospitality industry's diverse range of services will captivate both visitors and potential investors. The Premier Inn and the Mandarin Oriental Hotel Group are two enterprises that stand out as industry leaders. This business report examines and contrasts these two organisations in depth, focusing on their methods of financial management and how they relate to one another. This report examines their financial strategy in order to identify the factors that influence their financial performance and lifespan (Drury, 2021). The objectives of this report are multifaceted, encompassing financial commitment to Corporate Social Responsibility (CSR) activities, market status, expansion potential, and overall revenue. This analysis sheds light on these organizations’ one-of-a-kind financial strategies and gives significant insights into the entire hospitality industry. Based on these findings, the report goes on to make specific recommendations for enhancing the company's competitive position and ensuring its long-term success in a market where customer wants and preferences are always changing (Seal, 2019) .
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	“Comparative Financial Analysis: Mandarin Oriental Hotel Group vs. Premier Inn”
Introduction
The international hospitality industry is vast Both the Mandarin Oriental Hotel Group and the Premier Inn are well-known in the hospitality industry, yet they cater to very distinct clientele and offer very different amenities and services (Pavia et al., 2023). In and diverse, with countless businesses catering to various tastes. Both the Mandarin Oriental Hotel Group and the Premier Inn are well-known in the hospitality industry, yet they cater to very distinct clientele and offer very different amenities and services. In this business study, we examine and contrast the two organizations’ financial management methods and practices. This study aims to provide insight into the factors that influence their financial performance and sustainability by conducting a critical examination of their financial practices.

· Total Revenue
Premier Inn and Mandarin Oriental Hotel Group have quite diverse revenue strategies because they serve very different sectors within the hospitality industry.
Room rents, fine dining, and spa treatments all contribute considerably to the world-famous Mandarin Oriental Hotel Group's bottom line (Menendez Martinez, 2013). The hotel chain has established itself as a paragon of elegance and sophistication, attracting affluent guests seeking nothing less than the best. Mandarin Oriental residences are more expensive because of the high level of care that went into their design. This income strategy, which includes high hotel rates and significant spending on supplemental services, is critical to the group's acclaimed premium brand image.
Premier Inn then again, is basically dependent on visitor room income. Premier Inn is an inn network that takes care of an extensive variety of customers, from spending plan explorers to business voyagers and travellers (Skilbeck, 2021). The brand's key selling point is that it gives reliable quality at a fair cost. This low-edge, high-volume model supports cash age through efficiency and long-haul high inhabitance rates.

· Market Position
Financial management strategies and practices are profoundly influenced by the competitive landscapes in which Mandarin Oriental Hotel Group and Premier Inn operate.
When it comes to hotel chains, the Mandarin Oriental Hotel Group is unrivalled. Its name has come to represent unrivalled excellence, special privileges, and individualized service (Miteva, 2018). The vast majority of the club's members are either exceptionally well-off people or wealthy people on the prowl for unique adventures. Maintaining this status calls for massive investments in posh amenities and first-rate service. The marketing efforts of Mandarin Oriental are geared towards elevating the high-end status of the hotel chain by showcasing its illustrious addresses and superior service.
In contrast, Premier Inn relies heavily on revenue from hotel room fees. Premier Inn is a hotel chain that welcomes a wide variety of guests, from those on a tight budget to those visiting for business and pleasure. The reliability of the product's quality and its reasonable price are the brand's major selling points (Beckman, 2016). This low-margin, high-volume business strategy is supported by increased productivity and maintained high occupancy.
When compared side by side, it is obvious that Mandarin Oriental's pricing strategy, level of exclusivity, and service caliber all reflect the company's position as a premium market leader. On the other hand, Premier Inn serves a wider range of travellers by keeping its rates low and occupancy levels high.

· Growth Potential
The competitive environments in which Premier Inn and Mandarin Oriental Hotel Group compete have a significant impact on financial management strategies and practices.
The Mandarin Oriental Hotel Group is unparalleled among hotel chains. Its name has come to stand for unmatched excellence, exclusive benefits, and personalised service. Most of the club's members are either extraordinarily affluent or wealthy people looking for unusual activities (Morse, 2016). Massive investments in upscale amenities and first-rate service are necessary to maintain this status. Mandarin Oriental's marketing initiatives are intended to increase the high-end status of the hotel brand by emphasizing its prestigious locations and first-rate services.
On the other hand, Premier Inn makes the majority of its money from fees associated with overnight stays. Premier Inn is a well-known brand of inexpensive hotels that accepts travellers for both business and pleasure, regardless of their financial position. The brand's key selling qualities are consistent quality and affordable prices. A low-margin, high-volume company strategy may increase profits through improved productivity and sustained high occupancy (Hizban, 2021).
When compared to the competition, Mandarin Oriental's pricing strategy, service standards, and degree of exclusivity all attest to the company's position as a premium market leader. The inexpensive rates and full rooms at Premier Inn, on the other hand, draw a wider range of guests.

· Financial Commitments to CSR
The intense competition that exists in the markets where Mandarin Oriental Hotel Group and Premier Inn compete has a significant impact on financial management strategies and practices.
Mandarin Oriental's CSR efforts are in keeping with the hotel's high-end reputation. A few instances of the company's dedication to sustainability include energy-efficient appliances, waste-reduction methods, and locally and organically produced foods (Hijir, 2016). In keeping with socially conscious luxury visitors' expectations, the company actively engages in local charity events and community projects. Fair treatment of employees and vendors is an important aspect of the luxury brand's image.
Premier Inn's corporate social responsibility actions are informed by its philosophy of cheap, family-friendly lodging. As part of its commitment to sustainability, the company has set lofty targets for reducing both carbon emissions and waste. Only two of the sustainable practices used by Premier Inn to appeal to eco-conscious, cost-conscious guests are energy-efficient lighting and water-saving measures (Munro, 2023). These efforts not only benefit the environment but also help businesses save money, which is sure to appeal to budget-conscious clients. The organisation prioritizes its employees' health and pleasure and uses only materials sourced ethically.
A comparison of both CSR initiatives reveals that both organisations value ethical and sustainable business practices, but each does it in a way that speaks to its specific customer and competitive advantage. The high-end clientele of Mandarin Oriental has higher expectations for the hotel's corporate social responsibility (CSR) efforts. The ecological policies and other initiatives of Premier Inn appeal to the sensibilities of budget visitors who care about the environment.
Conclusion
Finally, a comparison of the financial management practices of Mandarin Oriental Hotel Group and Premier Inn highlights the need to align financial decisions with brand positioning and customer needs. Mandarin Oriental must allocate its resources with great care in order to preserve its status as the world's foremost provider of five-star luxury services. To cater to a broad audience, Premier Inn focuses on accessibility, scalability, and quality consistency.
The significance of a company's financial strategy aligning with its identity and the expectations of its target audience has been extensively researched. By sticking to their beliefs and serving a small but committed customer base, these enterprises have become market leaders.
Long-term success in the fast-paced hotel industry requires a full understanding of market-specific financial management practices (Skilbeck, 2021). The Mandarin Oriental is the pinnacle of luxury, while Premier Inn caters to budget-conscious guests with affordable rooms. Their approaches differ, highlighting the significance of aligning financial strategies with a company's mission and the demands of its target audience.






[bookmark: _1fob9te]Recommendations
Based on significant investigation of these organisations in a variety of critical areas, the following well-reasoned suggestions are made for both Mandarin Oriental Hotel Group and Premier Inn:

Figure 1: Recommendation for future performance (Atmadja et al., 2014).

Mandarin Oriental Hotel Group
1. Further Diversify the Portfolio: Mandarin Oriental Hotel Group, with its well-established image as a luxury brand, may choose to diversify its operations by entering new markets and offering a variety of one-of-a-kind services. Keeping its luxury-focused eye on the prize, it may investigate opportunities in developing markets like Asia, the Middle East, and Eastern Europe (YAO, 2016). There is plenty of space for growth in these places, and there is a growing middle class. To back up this notion, the Group may conduct thorough market research to identify undiscovered luxury markets and acquire prime locations in these places.
2. Strengthen the Digital Presence: Enhance Your Online Reputation In the present era, having a solid internet reputation is critical for luxury firms. The Mandarin Oriental's website should be improved, as should its active participation in social media and online booking systems. Virtual and augmented reality are two intriguing new technologies that the team should research in order to provide completely immersive experiences to prospective guests ahead of their arrival (Sukhdeve, 2021). Increasing client connection through digital channels would appeal to tech-savvy luxury travellers while also increasing brand recognition.
3. Expand Sustainable Initiatives: Mandarin Oriental's eco-friendly activities contribute to the hotel's high-end image. If the company wants to stay up with the increased demand for ecologically responsible high-end travel, it must expand its sustainability initiatives. Increased engagement in local community projects, for example, may need stricter carbon reduction and waste reduction criteria (Joseph, 2018). Such efforts would not only enhance the brand's reputation among environmentally and socially conscious luxury visitors, but they would also be consistent with global sustainability trends.

Premier Inn
1. Innovate for Diversification: By continually delivering excellence, Premier Inn has earned success in the budget and mid-range markets. To ensure its continued prosperity, the organisation should consider methods to innovate and diversify. It may experiment with fresh ideas and services such as boutique hotels, extended-stay options, and business-oriented lodgings to appeal to a wider range of tourists (Feng et al., 2018). Innovating in guest experiences, such as contactless check-in and smart room amenities, can also help to increase the brand's appeal to tech-savvy clients.
2. International Expansion with Local Sensitivity: Premier Inn has grown tremendously internationally, but the corporation should continue to develop in new countries while keeping the distinct wants and needs of those in each region in mind (Atmadja et al., 2014). Understanding and being sensitive to local norms and tastes is required for successful entry into new markets. For example, Premier Inn may offer Asian breakfast options and improved language support to consumers in the Asian market.
3. Strengthen Sustainability Efforts: As the number of people worried about the environment grows, Premier Inn should step up its environmental efforts. This is in line with global environmental concerns and has the potential to save a significant amount of money. Using cutting-edge energy-efficient technology, expanding waste reduction programs, and exploring renewable energy sources can all help to reduce operational expenses and cater to eco-conscious budget guests (Tsilingiridis et al., 2011).
These recommendations are in keeping with the examined areas of the firms, considering their respective market conditions, growth possibilities, and CSR promises. Their goal is to increase their position in the increasingly competitive hotel industry and ensure their long-term prosperity (Hossein Nabizadeh et al., 2015).





[bookmark: _3znysh7]Conclusion
Our comparison of the financial management practices of Mandarin Oriental Hotel Group and Premier Inn revealed a number of key insights. Both corporations have done an excellent job of tailoring their financial strategy to their unique markets. Mandarin Oriental must make significant investments in opulent amenities and personalised service in order to maintain its high-end brand image. Premier Inn, on the other hand, has been successful because it regularly provides good quality at low pricing, appealing to a larger spectrum of passengers (Walker, 2021). The various ideas on potential growth are also informative. Mandarin Oriental has made expanding into new luxury markets a primary focus in order to better serve its wealthy clients. Meanwhile, Premier Inn is prioritizing scalability and diversification in order to continue growth by swiftly growing through acquisitions and partnerships.
Corporate social responsibility (CSR) is a concern for both businesses, and each has programmers customised to their distinct market. Mandarin Oriental prioritizes sustainability and community involvement in its CSR efforts, which are in line with the expectations of luxury guests. Premier Inn targets eco-conscious low-cost travellers with its corporate social responsibility (CSR) operations, emphasizing sustainability and ethical business practices that not only help the environment but also save consumers money (McLaney, 021). Long-term success in this volatile market necessitates balancing financial goals with brand positioning and client needs. While the Mandarin Oriental is associated with grandeur, Premier Inn caters to budget-conscious guests by offering clean, comfortable rooms at reasonable rates. These proposals are intended to provide them with an advantage in the increasingly competitive hotel sector and to ensure their long-term success.
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