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Executive Summary
This report has been prepared as part of the course requirement for financial management of the hotel industry. This business report mainly focuses on the financial performance of Mandarin Oriental Hotel Group and Premier Inn. First of all, the revenue and revenue trends of the two business organisations have been analysed with a graphical presentation as well as trend analysis. Secondly, the market share position of Mandarin Oriental Hotel Group and Premier Inn has been assessed from the perspective of brand position, market share, and customer demographic. A comprehensive turnaround strategy will be developed to revitalise the resort's financial health and restore its reputation as a premier vacation destination or most viable financial outcomes. The growth opportunity and Corporate Social Responsibility activities of the two business organisations have been presented and narrated in the third and fourth part of this report.  
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Introduction
[bookmark: _Hlk148671275]This report has been prepared to compare the financial position and financial strategy of Mandarin Oriental Hotel Group and Premier Inn. The main objective of the preparation of this report is to assess the financial performance of these companies, market position strategy, potential growth opportunity, and fulfillment of CSR activities (Berk & DeMarzo, 2021). Revenue of Mandarin Oriental Hotel Group and Premier Inn is analysed in this report.  Evaluating the major sources of the revenue, revenue trends, driving factors of revenue, the driving factors are further divided into four factors that are customer segmentation, demand forecasting, inventory management, and pricing. Market position is analysed by evaluating the market share, customer demographic, and brand perception.  Analysing the Ansoff matrix the growth potential analysis of market position is analysed in this report. Tracking the model making the detailed financial budget, annual budget creation, reporting structure generation for assisting managers for keeping a tab on P and L data are the most important activities of financial management in the industry of tourism and hospitality. These activities will be analysed through this report for Mandarin Oriental Hotel Group and Premier Inn.





[bookmark: _Toc148728140]Analysis of the revenue of Mandarin Oriental Hotel Group and Premier Inn
The performance of the company depends on the revenue growth and revenue drivers as the net profit margin has a direct relationship to the revenue. The business organisation can report good Earnings per Share and net profit margin when the business organisation has positive revenue growth and multiple sources of revenue (Deloof et al, 2023). In this portion of the report, we will discuss sources of revenue, revenue trends, and driving factors of revenue for Mandarin Oriental Hotel Group and Premier Inn. 
[bookmark: _Toc148728141]Major sources of revenue: The business organisations that are operated under the hospitality and tourism industry generate revenue from room and accommodation, meetings and events, food & beverage, and ancillary services. From the above-mentioned revenue sources, the maximum business organisation has obtained its revenue from room and accommodation services and food & beverage services (Ball, 2021). The room and accommodation service includes the renting of different types of rooms like luxury rooms, suite rooms, couple rooms, and family rooms. The financial performance of the hospitality and tourism business organisation depends on the occupancy rate of the different rooms. The hospitality and tourism business organisations face loss when the room occupancy rate is below the expected level. Parking, spa, laundry, and concierge services are provided to clients of the tourism and hospitality industry under the ancillary services. The minimum revenue has been earned by the tourism and hospitality business organisation from the ancillary services (Arsaqe N, 2018).
Mandarin Oriental Hotel Group has reported in this financial statement that its major revenues are obtained from the Hotel Ownership, hotel and residences branding and management, and rental income (Tan, 2018). As per the financial statements of Mandarin Oriental Hotel Group, this company earned 88.28% revenue out of the total revenue from the Hotel Ownership segments and earned 3.98% revenue out of the total revenue from the rental income (Novianti, 2019).


	Mandarin Oriental Hotel Group financial statement
	Revenue 

	Europe and Middle East Region.
	52.78%

	Hotel Ownership segments
	88.28%

	Rental income.
	3.98%

	

	Premier Inn financial statement
	Revenue

	Accommodation
	69.67%

	food and beverage
	30.32%

	United Kingdom
	97.55%



Further, Mandarin Oriental Hotel Group has segmented its revenue based on geographical areas like Asia Region, Europe, Middle East & Africa, and America Region. As per the financial statements of Mandarin Oriental Hotel Group, 52.78% revenue of total revenue was obtained from the Europe and Middle East Region. So, the management of Mandarin Oriental Hotel Group has emphasised Hotel Ownership function and Europe & Middle East Region to ensure its profitability and business growth. Providing delightful customer service, working together, delighting the colleagues, becoming the best service provider, working with responsibility the growth of business is ensured (Saltor Clavero, 2019).
Premier Inn has reported in this financial statement that its major revenues are obtained from accommodation and food and beverage revenue. As per the financial statements of Premier Inn, this company earned 69.67% revenue out of the total revenue from accommodation and 30.32% revenue out of the total revenue from food and beverage revenue. Further, Premier Inn has segmented its revenue based on geographical areas like the United Kingdom, Germany, and Others. As per the financial statements of Premier Inn, 97.55% revenue of total revenue was obtained from the United Kingdom Region. So, the management of Premier Inn has emphasised on accommodation function and the United Kingdom Region to ensure its profitability and business growth. The growth will be continued as the goal of the business is to increase the profitability, market share overall the business growth day by day. As the hotels follow sustainable strategies obviously the growth will be improved for the next year and future.
[bookmark: _Toc148728142]Revenue Trends: To analyse the revenue trends of Mandarin Oriental Hotel Group and Premier Inn, the revenue for the period from 2019 to 2022 has been obtained from the annual report and presented below in the graphical form:

Figure 1: Revenue of Mandarin Oriental Hotel Group and Premier Inn.

From the above graphical chart, it is observed that the revenue of Mandarin Oriental Hotel Group has followed consistency over the last three years (from 2020 to 2022). The revenue of Mandarin Oriental Hotel Group decreased significantly during the year 2020 due to the pandemic of Covid 19. After COVID-19, this business organisation has tried to increase its revenue as well as to return to pre Covid-19 period. However, this company cannot improve itself like the pre-COVID-19 situation. That means the flow of service generation and revenue creation that has happened before the pandemic has slowed down since the pandemic and it will take time to be the same as pre-covid19 situation. Such as the flow of earnings has damaged as the international tourists movement was stopped. Services were stopped so the revenue generation was slowed down (Tan, 2018).  From the above graphical chart, it is also observed that the revenue of Premier Inn has consistency in first two years in 2019 and 20 except for the year 2021. The revenue of Premier Inn decreased significantly during the year 2021 due to the pandemic of Covid 19. After COVID-19, this business organisation has tried to increase its revenue as well as to return to the pre Covid-19 period. Mandarin Oriental Hotel Group revenue is more consistent than Premier Inn after Covid-19 period as the revenue is fluctuating in Premier Inn.
MANDARIN ORIENTAL INTERNATIONAL LIMITED 2022 PRELIMINARY ANNOUNCEMENT OF RESULTS
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[bookmark: _Toc148728143]Driving factors of revenue: The success of the tourism and hospitality industry has been affected by revenue management since the profitability has come from revenue. Hence, the Mandarin Oriental Hotel Group and Premier Inn need to manage its revenue cautiously and prudently (Gillespie, 2019). The following are considered as main factors driving to increase or decrease in revenue of Mandarin Oriental Hotel Group and Premier Inn:


Figure 2: Revenue Driving Factors
Customer Segmentation: For tourism and hospitality business organisations, customer segmentation is considered as the most influencing factor (Gupta, 2020). During the making of the customer segmentation, the tourism and hospitality business organisation may consider the demographic factor, the purpose of the trip; stay duration, travel status, and booking channel (McClave & Sincich, 2021)
Demand forecasting: The ability to identify reasonable demand forecasting of customers for room and accommodation service is another crucial factor for the success of the tourism and hospitality business. (Pandey, 2021). Therefore, Mandarin Oriental Hotel Group and Premier Inn need to analysed the demands of customers with consideration of customers’ perceptions.
Inventory Management: In tourism and hospitality business organisations, the management needs to serve food and beverages on short notice. In that case, Mandarin Oriental Hotel Group and Premier Inn need to manage the inventory level following the internal policy and safety margin rate.
Pricing: For every business organisation, the pricing is the most important factor in increasing demand or declining demand for services (Parkin, 2023). During the setting of the price for accommodation and food services, the tourism and hospitality business organisation needs to consider the income level of customers, demands for services along with other economic factors. 
Total revenue of Mandarin Oriental Hotel Group is 516.40m in USD in 20 February 2024 Changes in today is 0.01 to 0.67%. Net income is -100.40m. . In one night at London , Mandarin Oriental charges 591 dollars and Premier Inn charges 150 dollars and it has verities of rooms which is started from 20 dollars.
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Financial Data of Mandarin Oriental Hotel Group
Since 2019 net debt is reduced 27% underlying the profit. Funding position and liquidity is remained robust and representing the growth in the portfolio at 7% in 2022 two residence and two hotels opened. There are 400 properties in Mandarin Oriental Hotel from front desk to channel manager all modules.
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Financial data of Premier Inn
Net income of Premier Inn on 20 February 2024 is 420M.  In London and other regions citing the strong demand in year on year the chain of hotels of Premier Inn is grown in 11% on the basis of the owner of Dunstable, Bedfordshire.  Key offerings of Premier Inn are car park, front desk, free Wi-Fi, luggage storage, check-in/out, cash withdrawal, coffee shop and bar.  Mandarin Oriental offers 24-hour doorman, concierge service, luggage and package received service, personalised mail delivery and housekeeping service. 
Premier Inn uses dynamic pricing policy that fluctuates with the demand. The revenue in 2022 of Mandarin Oriental Hotel Group is 0.45 billion dollars. In UK Premier Inn has total revenue of 2.5 billion dollars from 900 hotels that is operated in UK (Berry, 2022).
[bookmark: _Toc148728144]Market position analysis of Mandarin Oriental Hotel Group and Premier Inn

The market position of any business organisation can be analysed through analysis of market share, customer demographics, and brand perception (Sloman et al, 2022).  The market position of Mandarin Oriental Hotel Group and Premier Inn will now be analysed considering the above-mentioned factors:
[bookmark: _Toc148728145]Market share: The market share analysis helps the stakeholder to understand how much the market can be captured by the business organisation. From the annual report of Mandarin Oriental Hotel Group, it is identified that this business organisation holds almost 8.98% market share in the Middle East and Africa region under the Tourism and Hospitality industry. On the other hand, Premier Inn has also reported that this business organisation holds almost 10% market share in the United Kingdom under the Tourism and Hospitality industry (Sloman et al, 2022). Based on the market share analysis, Mandarin Oriental Hotel Group reflects a good position in the market but Premier Inn is in better position as it market share is higher than Mandarin Oriental Hotel Group.  According to a report of UK revenue of Premier Inn is increased by 50% and the amount is 2.5 billion dollars and the business is expanded by 54% on the basis of average revenue for individual room.  From 38.69 dollar the revenue is 59.45 dollars year on year.
[bookmark: _Toc148728146]Customer demographic: Both Mandarin Oriental Hotel Group and Premier Inn has focused on business customers as well as individual tourists to earn revenue. However, Premier Inn has earned more revenue from the business customers (Sloman et al., 2022). Further, Premier Inn has earned a significant portion of revenue from the United Kingdom, Qatar, Ireland, Germany, and Somalia. Mandarin Oriental Hotel Group depends on Europe and the Middle East to earn revenue.  Premier Inn does psychographic segmentation based on values and beliefs. The male audience is 50% and female audience is 49.06%.
[bookmark: _Toc148728147]Brand perception: The brand perception of customers has been developed based on the service quality of the business and the loyalty of the customers. Mandarin Oriental Hotel Group reports that 63% of its customers have taken service again and repeatedly. On the other hand, Premier Inn reports that 86% of its total customers avail of its loyalty scheme programs (Wilson, 2018).  
[image: ]
The competition of business and companies in the marketplace is comprehend by the beneficial model of Bowman’s Strategy Clock.
To compete in the market the Mandarin Oriental Hotel Group and Premier Inn can use competitive method for keeping price low though low price low value strategy. Offerings of the service and product price can be lower of Mandarin Oriental Hotel Group and Premier Inn according to this strategy of Mandarin Oriental Hotel Group and Premier Inn can make huge profits for high volume output generation, following low price strategy producing large quantities service. Product differentiation and low price two strategy is combined in hybrid strategy to offer consistent quality every day. Following differentiation strategy Mandarin Oriental Hotel Group and Premier Inn is created unique from of values. Utmost price level is focused by focused differentiation strategy and strategy Mandarin Oriental Hotel Group and Premier Inn produces products for the customers who are willing to pay more 10-20 times more comparing to economic competitors. The risky high margin is the short term strategy used by Mandarin Oriental Hotel Group and Premier Inn to exploit the disequilibrium of supply chain in short term.

[bookmark: _Toc148728148]Growth potential analysis of Market position analysis of Mandarin Oriental Hotel Group and Premier Inn

Potential growth of the Market position analysis of Mandarin Oriental Hotel Group and Premier Inn can be analysed by following the Ansoff Matrix.

[image: ]
Figure 3: Ansoff Matrix
Reference: (Wilson, 2018)

As the products of Mandarin Oriental Hotel Group and Premier Inn are premium and highly standardised, they have limited opportunity to expand their business following the product development strategy. In that case, the business organisation can follow the market development strategy.  Mandarin Oriental Hotel Group and Premier Inn has introduced many new product and service with the existing service. New opportunities are identified to sell products and services (Wilson, 2018). As a part of the market development strategy, both business organisation expanded their business in developing countries where some tourist areas existed. The market development strategy will help the Mandarin Oriental Hotel Group and Premier Inn to earn more revenue and profit within the short term although the market development strategy needs more investment. As a part of market development strategy, this business organisation is engaged with Franchise businesses, joint-venture businesses, and branch office businesses (Watson et al, 2023). There are some barriers to market development strategy like cultural issues, conflicts with the partners, regulatory issues, and compliance issues. Further, it is difficult to recover the investment and return the investment from foreign countries (developing countries) to home countries due to regulatory and compliance issues. Moreover, there are foreign exchange and interest rate risks in the market development strategy. Climate change and social equity is a major barrier for Mandarin Oriental Hotel Group. The environmental sustainability is highly maintained for social responsibility. The rule of government structure has five tiers and there has diversity inclusion councils. Every year huge a big portion of earnings is used for government rules, environment and society that’s slow down the growth.
[bookmark: _Toc148728149]
Analysis of Financial Commitment to CSR
To ensure sustainable business growth and profitability, each business organisation needs to be committed to its society and its environment (Gupta, 2020). As a part of corporate social responsibility, Mandarin Oriental Hotel Group is involved in reducing the use of carbon and environment-friendly equipment in its office premises. The management of Mandarin Oriental Hotel Group is also concerned with performing energy audits and eight (08) energy audit has been performed since 2022. To protect the environment and water, the management of Mandarin Oriental Hotel Group has avoided serving 19 seafood’s which were prohibited by Mandarin Oriental Hotel Groups. According to the updated inclusion and diversity policy inclusive working environment, career support, fair HR practices is fostered. Human right policy is developed for preventing human trafficking and modern slavery to promote understanding among all people.WWF identified endangered seafood species and at the end of 2022 they are aimed to stop serving endangered seafood (Roblek, 2016).
[image: ]
CSR activities of Mandarin Oriental Hotel Group’s
Like other business organisations, Premier Inn has supported its community and society. As a part of social activities, this business organisation has started to do with children and raised approximately £25,000 to support the orphanage children. During the pandemic situation of Covid 19, this business supported the general people and employees by opening food banks and providing medical support. Furthermore, Premier Inn is also conscious of its environment and tries to implement a green office environment concept. Mandarin Oriental Hotel Group is performing Corporate Social Responsibility work focusing on sustainability goal.


[bookmark: _Toc148728150]Conclusion
The financial position of Mandarin Oriental Hotel Group and Premier Inn has been compared in this report. The revenue creation activities, growth potentiality, Corporate Social Responsibility commitment are analysed in this report. Both hotels are committed to Corporate Social Responsibility work for sustainable business growth. The business management of Mandarin Oriental and Premier Inn had a strong financial and operating performance for further growth it is well set for the success in the future.   The strength of the brand Group’s are strong pipeline and existing portfolio properties together. Through franchising, joint business both of the hotels earn profit across the globe expanding their territory. Both Mandarin Oriental Hotel Group and Premier Inn have maintained the corporate social responsibility properly to ensure ESG reporting. The health of Mandarin Oriental Hotel Group and Premier Inn and the future prospects is analysed by the financial statement analysis gaining insights. Cash flow, income statements, and other documents are processed to know the financial position of Mandarin Oriental Hotel Group and Premier Inn.
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Customer Segmentation


Demand Forecasting


Inventory Management


Pricing


Revenue (Amounts in Million)
Mandarin Oriental Hotel Group 	
2019	2020	2021	2022	566.5	183.7	316.89999999999969	454.1	Premier Inn.	
2019	2020	2021	2022	2049.1	2071.5	589.4	1703.4	
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Company Revenue (TTM)  Netincome (TTM)  Marketcap  Employees

Universal Entertainment Corp 119n 189.44m 990.38m 669%
Hongkong and Shanghai Hotels Ltd 636.88m -6751m 115bn 71k
Lemon Tree Hotels Ltd 11933m 51Im 130bn 313k
Hotel Properties Limited 44220m 4259m 138bn 43%
Kyoritsu Maintenance Co Ltd 132bn 5348m 163bn 568k
Resorttrust Inc 118bn 7704m 181bn 794k
Mandarin Oriental International Ltd 51640m -100.40m 190bn 10,00k
Chalet Hotels Ltd 16101m 2799m 212bn 173k
Shangri-La Asia Ltd 184bn 13104m 234bn 2540k
BTG Hotels Group Co Ltd 99501m 6023m 2.40bn 1256k
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RESULTS

Year ended 31st December
2022 2021 Change
USSm US$m. %
Combined total revenue of hotels under management()) 1.568.1 1,0535 +49
Revenue 4541 3169 +43
Underlying EBITDA (Earnings before interest, tax, depreciation
and amortisation)® 114 407 +174
Underlying profit(loss) attributable to shareholders®) 7.6 (68.1) na
Revaluation loss on investment property under development (104.1) (739) 41
Gain on asset disposals 470 E, n/a
Loss attributable to shareholders (49.5) (141.4) +65
Use Use %
Underlying earnings/(loss) per share®) 0.60 (539) n/a
Loss per share (392) (11.19) +65
USS Us$ %
Net asset value per share 2.61 262 =
Adjusted net asset value per share® 387 393
Net debt/sharcholders’ fands 1% 16%
Net debt/adjusted shareholders' funds®) 8% 10%
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