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Introduction 
For a successful business, the role of financial management is very important because a base for success depends on financial management. In the same way, it is noted that the fundamental principles of financial management are key to the success of hotels because they are enabled to manage their properties effectively. This report is based on a comparison of two leading companies in the hotel industry including Premier Inn and Mandarin Oriental Hotel Group. 
Mandarin Oriental (Mandarin Oriental International Ltd) is one popular company that owns, operates and invests in luxury residences, resorts and hotels. First-class hotels and deluxe are managed by the company in Africa, the Middle East, Europe, America, and Asia (Pitchbook, n.d.)
One popular British hotel is known as Premier Inn Limited which is working based on 840 hotels and services providing over 83,500 rooms which has made it one largest hotel brands in the UK. Across the UK, over 1,600 Premier Inn hotels and restaurants are working and each month, Premier Inn Limited is serving over five million customers (Premierinn, n.d.).
Total revenue 
the Mandarin Oriental Hotel Group
	Year
	Total Revenue (in millions of USD)
	Revenue Growth

	2021
	$316.9
	-

	2022
	$454.1
	43% (approx.)


(Madarin AR, 2022)

Revenue by Business Segment:
1. Hotel Ownership: From 2021 to 2022, an increase has been noted in revenue from hotel ownership from $278.9 million to $400.9 million.
2. Hotel & Residences Branding and Management: An increase in revenue is reflected in this segment from 2021 to 2022 such as $48.5 million to $68.5 million.
3. Property Development: A distinct business activity is represented by the redevelopment of The Excelsior site but in terms of revenue it is not reported (Madarin AR, 2022)
Geographical Revenue Analysis:
· Asia: An increase from 2021 to 2022 with $132.4 million to $141.4 million occurred in revenue in this region. 
· EMEA (Europe, Middle East, and Africa): An increase from 2021 to 2022 with $137.8 million to $239.7 million occurred in revenue in this region.  
· America: An increase from 2021 to 2022 with $46.7 million to $73.0 million occurred in revenue in this region.   
Revenue Trends and Growth Factors:
· Demand has increased because of the relaxation of restrictions on travel so overall revenue has increased in 2022
· Due to favourable rates and increased occupancy, the hotel ownership segment is showing strong growth. 
· All regions have shown growth in revenue
· Secured long-term contract have been made by the Group because of the recognition of revenue
Premier Inn Hotel
Total Revenue:

	Year
	Total Revenue (in millions of GBP)

	2020/21
	£589.4

	2021/22
	£1,703.4


(Premier Inn AR, 2022)
Geographical Distribution of Revenue:
Following is the geographical distribution of the revenue. 
1. United Kingdom:
· 2021/22: £1,661.8 million
· 2020/21: £575.5 million
2. Germany:
· 2021/22: £35.2 million
· 2020/21: £11.5 million
3. Other:
· 2021/22: £6.4 million
· 2020/21: £2.4 million
Revenue Trends:
This data is based on the following takeaways. 
Significant Revenue Growth: From 2020 to 2022, remarkable growth in revenue is experienced by Premier Inn Hotel Group (Premier Inn AR, 2022)
1. 
2. United Kingdom: For Premier Inn, the primary source of generating revenue is the UK. 
3. Expansion into Germany: The expansion of the group into a foreign market is indicated by an increase in revenue from Germany. 
Factors Driving Revenue Growth:
1. Recovery from the COVID-19 Pandemic: Due to the removal of restrictions on travelling substantial revenue growth has been shown by hotels. 
2. Increased Domestic Travel: Revenue growth has been driven by a focus on domestic travel in the UK. 
3. International Expansion: A strategic move for taping into new markets is represented by expansion into Germany (Capdevila, 2022). 

Market Position 
Mandarin Oriental Hotel Group:
Customer Demographics: An upscale, luxury-seeking clientele catering to Mandarin Oriental such as celebrities, and business executives etc. 
Brand Perception: A key focus on privacy, exclusivity, wellness, exceptional services and luxury services and commitment to sustainability and environmental responsibility (Yenny et al., 2023). 
Premier Inn:
Customer Demographics: A diverse customer base has been generated by the popular hotel chain Premier Inn in the UK. These include budget-conscious travelers, leisure travelers etc. 
Brand Perception: Commitment to sustainability, and focus on modern amenities, quality service, affordability and reliability. 
Growth Potential
Growth Potential Factors: 
1. Revenue Growth: An increase from $183.70 million to $454.10 million over the past three years is showing huge demand for luxury services of Mandarin Oriental Hotel Group (Madarin AR, 2022)
2. Improved Profitability: A notable improvement is noted in profitability despite the net losses. Improvement in operating income has reached a positive $20.90 million in 2022.
3. Expansion Strategies: Strategic expansion efforts are a key factor based on which potential for growth of Mandarin Oriental is supported. 
4. Market Opportunities: Further growth is expected in the tourism and luxury travel segment which is driven by a growing global middle class and increasing number of individuals with high net worth. 
5. Brand Reputation: Brand perception is positive and strong based on which growth could be increased by attracting a loyal customer base (Lock, 2022). 
Swot analysis Premier Inn
Strength 
· Occupancy rate: In the industry a strong and good position has been gained by Premier Inn based on more than 68.3% occupancy rate (Lock, 2022).
· Strong presence in the UK: In the UK, more than 840 hotels are working for the company and customers are serving over 83,000 rooms (Premier Inn, 2023). Every month more than five million customers are serving. 
· Brand Image: Over the years, a good brand image has been established by Premier Inn as one great selling point for the hotel is the provision of free Wi-Fi 24/7 in terms of a Kid-friendly and bike-friendly image. At the British Travel Awards, it has been voted as ‘Best UK economy hotel brand’ most of the time (Premier Inn, 2023). 
Weaknesses 
· Limited global presence: In the case of Premier Inn one weakness is considered as limited global presence. Premier Inn is operating in a limited number of countries compared to other market leaders. 
· Refund Issues: it has refused by Premier Inn to refund some customers due to which it has faced legal action. This has resulted in the dissatisfaction of many customers (George, 2021). 
 Opportunities 
· New markets: Exploration of new markets is the first key opportunity for Premier Inn because it can enter into Republic of Ireland after successful entry in Germany. 
· New décor: An upmarket room design and décor have been trialled by some properties which could be a good surprise for guests in the perspective of a segment of a budget hotel. 
Threats 
· Competitors:  In the category of budget hotel segment, some of the companies that are creating huge competition for Premier Inn include Ibis, Easyhotel, and Holiday Inn. 
· Legal threats: In the weaknesses section, some issues have been mentioned and due to these a threat has been created of risk of legal actions that could be taken against Premier Inn if relative laws and regulations are not followed (Jones and Comfort, 2021). 
Swot analysis of Mandarin Oriental Hotel Group
Swot analysis of Mandarin Oriental Hotel Group
Strengths:
· Luxury Brand Image: Premium and luxury brand image is one key strength of Mandarin Oriental because based on this high-end customers have been attracted. 
· Global Presence: A strong presence in the international market is another main strength for this group. 
· Outstanding Service: personalized attention and exceptional customer service is one area based on which Mandarin Oriental is renowned in the market and this has led to increasing loyalty of customers (Yenny et al., 2023). 
Weaknesses:
· High Operating Costs: High operating costs could be led because of delivering excellent customer service and maintaining a luxury brand which could be expensive. 
· Limited Market: A specific often smaller market is catering for the luxury segment so the customer base could be limited. 
· Economic Sensitivity: In respect of the economic downturns, it is noted that the luxury hotel industry is sensitive (Pang, 2020). 
Opportunities:
· Expansion in Emerging Markets: An opportunity to expand business into some emerging markets is available to companies such as the Middle East and Asia. 
· Diversification: Expansion of experiences and services beyond traditional offerings of the hotel such as wellness centres, private clubs, and luxury residences. 
· Digital Innovation: Streamline operations and customer experiences could be enhanced by investing in online booking platforms and digital technology. 
Threats:
· Economic Downturns: Financial crises and economic recessions can create significant impacts on the luxury travel industry because discretionary spending is cut by customers. 
· Competition: The emergence of new luxury brands and increasing competition can erode the share of the company in the market (Capdevila, 2022). 
Bowman's Strategy Clock
[bookmark: _Hlk148002285]In the prospects of Bowman's Strategy Clock, there are eight different strategic options available which are focused on reducing pricing value to high pricing value.
Mandarin Oriental Hotel Group:
· Low Price/Low Value: Companies in the hotel industry that are not positioned as low value provided include Mandarin Oriental, like IHG and Hilton. In the luxury segment, they are focused on delivering high value and standards to customers. 
· Low Price: It is noted that based on price, Mandarin Oriental is not competing with Premier Inn which is a budget hotel chain. 
· Hybrid: A hybrid strategy is used by Mandarin Oriental which is the same as that adopted by IHG and Hilton. Differentiation and cost leadership are combined by them. 
· Differentiation: In terms of Mandarin Oriental's strategy one key aspect is differentiation.
· Focused Differentiation: specific properties and brands are retained by Mandarin Oriental by targeting niche market segments in the luxury sector. 
· Increased Price/Standard Value: Premium experiences and services are offered by Mandarin Oriental at higher prices. 
· Increased Price/Low Value: A strategy of increasing prices based on value at a lower level is not followed by Mandarin Oriental. Provision of exceptional value is focused on it. 
· Low Value: Mandarin Oriental is not positioning itself as a provider of low value as IHG and Hilton. Focus is given on delivering exceptional value and maintaining high standards (Bruynseels, Funcken and Paque, 2019). 
Premier Inn:
· Low Price/Low Value: Low Price/Low Value" end of Bowman's Strategy is a key strategy based on which Premier Inn is positioned in the market. Budget-friendly accommodations are offered by the company. 
· Low Price: Cost-efficiency and affordability are some factors based on which Premier Inn competes in the market. In terms of pricing, it is not competing with Mandarin Oriental. 
· Hybrid: In specific locations, it is noted that a hybrid strategy is also used by Premier Inn and it is done based on offering Hub by Premier Inn". 
· Differentiation: Cost leadership is the prime focus of Premier Inn but they are allowed based on a hybrid approach of adding some level of differentiation. 
· Focused Differentiation: Focused differentiation is not focused by Premier Inn but a level of focus on differentiation is added and given by the "Hub by Premier Inn" sub-brand.
· Increased Price/Standard Value: A significant increase in prices is not involved in the strategy of Premier Inn. 
· Increased Price/Low Value: Premier Inn is not known concerning offering low-value levels with increasing prices. 
· Low Value: Focus is not given by Premier Inn to become a provider of low value so value for money is maintained in accommodation services (Saqib, 2021). 
Financial Commitment to CSR
The importance of CSR and sustainability initiatives have been recognized by both prominent players in the hospitality industry including Premier Inn and Mandarin Oriental Hotel Group. The commitment of these companies is based on making a positive impact on society and the environment along with delivering exceptional guest experiences (Oriental, 2020).
Luxurious property is a key aspect of the popularity of Mandarin Oriental and this is evidenced by different levels of sustainability measures that have been implemented by the company related to water production in their establishments, use of water and reduction of energy consumption. EarthCheck and Green Key are some certifications that have been earned based on these initiatives. It is further identified that a substantial portion of its budget is allocated by Mandarin Oriental to this initiative (MANDARIN ORIENTAL , 2022). 
Premier Inn has shown its commitment to ensuring that a positive impact is created by its business on the world and stakeholders and it is presented in its sustainability programme ‘Force for Good’, term strategy targets have been set by the company to deliver this vision. The major focus and aim of the company is based on achieving net zero by 2040, eliminating of use of plastic by the end of 2025 and making a 50% cut in food waste by the end of 2030. A strong focus has been maintained by the sustainability work of Premier Inn on communities and people. This is based on leading work on sustainable cotton, supplier risk assessment for ensuring the human rights of employees and responsible sourcing of key commodities. Premier Inn is joining a global network based on becoming part of the Sustainable Hospitality Alliance (Hospitalitynet, 2022)
It is further identified that the company is closer to completion of work that is carried and performed on its first all-electric Premier Inn in Swindon it will be heated based on equipment such as Mitsubishi Q-ton heat pumps and will have no connection with a natural gas supply (Woolfson, 2023 )
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