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[bookmark: _Toc156484729]Executive Summary
Organisational strategic financial management seeks maximum profit and ROI. Mandarin Oriental's resorts, hotels, and houses welcome guests. Premier Inn helps customers experience entertainment, contribute to society, and attain optimal health by providing economical, high-quality lodging. This research will critique Mandarin Oriental Hotel Group and Premier Inn's financial management practices. The report includes each company's revenue, sources, trends, and growth or decline factors. For both companies, the study evaluates market share, customer demographics, and brand image. The research evaluates brand growth potential, including expansion strategies, market opportunities, and obstacles. Finally, research includes hotels' sustainability, community involvement, and ethical business practices.
Research outcomes claimed that dining, lodging, entertainment, and leisure are Mandarin Oriental Hotel Group's revenue streams. Moreover, Mandarin Oriental Hotel Group targets 35–65-year-old elites. Whilst Premier Inn targets economically active 25-55-year-olds. Mandarin Oriental Hotel Group wants its technology to tackle all environmental issues. Premier Inn aim to eliminate Scopes 1, 2, and 3 emissions by 2050. Premier Inn's "expansion plan" raised income by building more hotels and buying rivals. However, Premier Inn is well-known for its affordability. 
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Introduction
Strategic financial management refers to generating profit for the company along with ensuring an adequate return on investment (ROI). Financial management is implemented using business financial plans, upholding financial controls, along with taking effective financial decision-making (‌Eun et al., 2021). This study aims to write a comprehensive business report that critically appraises Mandarin Oriental Hotel Group and Premier Inn in terms of their financial management strategies and practices. In this essence, the report includes total revenue for each company, including total revenue generated, sources of revenue, revenue trends, and the factors driving revenue growth or decline. 
In addition, the report discusses the market position of both companies, considering factors like market share, customer demographics, and brand perception. Moreover, the report embraces growth potential, evaluating expansion strategies, market opportunities, and potential barriers to growth for each brand. Lastly, the report adds financial commitment to the CSR of both hotels, including their sustainability practices, community engagement, and ethical business practices. 

[bookmark: _Toc156484731]Total Revenue
Mandarin Oriental has reported $0.45 billion in current revenue (TTM) in its most recent financial reports. Its 2022 revenue was $0.45 billion, up from $0.31 billion the previous year (Mandarinoriental.com, 2024). On the other hand, the annual sales for Whitbread were estimated to be 2.62 billion British pounds for the fiscal year 2022–2023. The Premier Inn brand is owned by Whitbread, a worldwide hospitality and leisure company with headquarters in the UK (Walker, 2021). Whilst the demand and supply theory provides a useful framework for analysing Premier Inn's and Mandarin Oriental Hotel Group's total revenue (Berry, 2022). Price changes will have little effect on the number of people interested in booking this kind of hotel since demand is not very elastic. Mandarin Oriental may increase prices without sacrificing profitability (Atrill McLaney, 2021).
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Figure 1 Demand curve for Different types of goods
Source: (Orrell, 2020)
On the other hand, Premier Inn is a cheap hotel brand that caters to budget-conscious tourists. Given the very elastic nature of demand for such lodgings, a price adjustment might significantly affect the amount of people wanting to use their services (FinancialTimes, 2023).
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Figure 2 Demand Curve- price-based goods
Source: (Jumayeva, 2023)

[bookmark: _Toc156484732]Sources Of Revenue
Both Hotels are able to function due to distinct sources of revenue. Though the Mandarin Oriental Hotel Group's sources of income are food and drink sales as well as lodging, amusement, and leisure services. However, Premier Inn, on the other hand, makes revenue not just from accommodation, food, and drinks but also from event spaces, meeting rooms, and conference rooms (FinancialTimes, 2023). 

[bookmark: _Toc156484733]Revenue Trends
There has been a steady decline in Mandarin Oriental Hotel Group's income. The business had a fall in sales from 2015 to 2019, falling from $1.2 billion to $1.04 billion. Alternatively, Premier Inn has seen an increase in its profitability at the same time. From $2.58 billion in 2015 to $3.28 billion in 2019, the company's revenue grew significantly (Statista, 2022).
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Figure 3 Annual revenue of Whitbread worldwide from 2011/12 to 2022/23
Source: (Premierinn.com, 2024)

[bookmark: _Toc156484734]Factors Driving Revenue Growth or Decline
Revenue has dropped, room availability has decreased, and occupancy rates have gone down at Mandarin Oriental Hotels as a consequence of “geopolitical factors” and “economic uncertainty” (Mandarinoriental.com, 2024). On the other hand, Premier Inn's “expansion plan” had increased revenue via the opening of additional sites and the purchase of competitor hotel brands. In sum, both brands faced the same factors whilst for Mandarin Oriental Hotels, factors became a source of decline, and for Premier Inn, they became a source of growth. Hence, through strategic growth and acquisitions, Premier Inn out-earned the Mandarin Oriental Hotel Group in terms of revenue generation (Berry, 2022). 

[bookmark: _Toc156484735]Market Position
Mandarin Oriental had a market valuation of around $1.99 billion in October 2023. The brand currently holds around 0.5% of the global hotel market share (Figure 2). Revenues for Mandarin Oriental International Ltd. increased by 43.29% from 316.90 million to 454.10 million last year, but net income decreased by 49.50 million from 141.40 million (Markets.ft.com, n.d.).
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Table 1 Market Value of Hotels
Source: (Mandarinoriental.com, 2024)

Whilst Premier Inn holds approximately 1.5% of the UK hotel market share. Among British budget and midrange hotels, Whitbread's Premier Inn stands surpassed all of its competitors. The surge in demand for hotels in the UK propelled everyone away, leading to double-digit revenue growth for Whitbread's main UK brand. Thus, strategies that encourage a wider range of consumers and lessen the group's dependence on any one demographic became beneficial. In this regard, Whitbread believes the developed hotel industry in the UK and Ireland could support an extra 125,000 rooms, up from the present 82,700 (George, 2021)

[bookmark: _Toc156484736]Customer Demographics
The Mandarin Oriental Hotel Group attracts wealthy people (35–65 years old) who look for luxurious accommodations and five-star hotels across the world. The hotel embraces a number of countries in its geographical demographics, including individuals who focus on big urban cities and popular tourist spots. They are targeting an audience that likes luxury facilities, personalised services, and exclusive access that boosts their mood (Nalley and Gregory, 2021).
Premier Inn aims its marketing at economic people who are in the age bracket of 25 to 55 (Premierinn.com, 2024). These are people who look for reasonably priced and decent accommodation. Regardless of their possible geographical variety, these people are probably interested in domestic travel inside the UK. From a psychological perspective, they likely value practicality, economy, and convenience of use more than they do lavish decorations and personal attention (Nalley and Gregory, 2021).

[bookmark: _Toc156484737]Brand Perception
The Mandarin Oriental brand is a good example of sophistication, elegance, and opulence. On the other hand, Premier Inn is a well-appreciated hotel chain that has earned praise for its dedication to affordability (Yu and Yuan, 2019). 

[bookmark: _Toc156484738]Bowman's Strategy Clock Model
Businesses may use Bowman's Strategy Clock to see how they stand against their competition and figure out what to do next. There is a unique model between price and perceived value at each of the eight points in the model (Villagrasa et al., 2021). 
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Figure 4 Bowman's Strategy Clock Model
Source: (Almutairi, 2023)
The Mandarin Oriental Hotel Group is a market leader, providing guests with luxurious, high-class accommodations (Seal, 2019). The group's approach to differentiating itself is based on premium pricing and quality. To represent this state, the hotel is at fifth rank, called the "Differentiation" technique on Bowman's Clock method (Mandarinoriental.com, 2024). In contrast, the Premier Inn hotel brand operates on a lower tariff, offering reasonably priced facilities. The group's cost leadership is defined by its strategy, which is aided by operational success and economies of scale. This viewpoint is shown by Bowman's approach and Clock's "Low Price/Low Added Value" strategy. 

[bookmark: _Toc156484739]Growth Potential
[bookmark: _Toc156484740]Expansion Strategies
Mandarin Oriental has forged partnerships and broken into new premium travel markets as central tenets of its expansion plan. To further solidify its position in the high-end hotel market, the company is aiming to form strategic partnerships and secure management contracts in prosperous areas (Drury, 2021). On the other hand, Premier Inn is considering expanding into other geographic locations as part of its low-cost business strategy. Recognising the significance of technology, the firm has made a deliberate effort to invest in technical innovations that enhance the customer experience and provide them with a competitive advantage in the budget hotel market (Hassanien and Dale, 2019).
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Figure 5 Mandarin Oriental Growth Potential
Source: (Nain, 2018)

[bookmark: _Toc156484741]Market Opportunities
To reach its goal, the Mandarin Oriental group intends to take advantage of the increasing demand for luxurious experiences. Mandarin Oriental aligns its growth efforts with the preferences of sophisticated travellers looking for luxurious and exclusive hotels by locating potential sites in prosperous regions with a high volume of tourists (Mandarinoriental.com, 2017). Premier Inn aims to provide affordable rates to a broad range of clientele so that the company can grow its business. By looking at prospects in regions where the need for cheap housing is on the rise, the firm can strategically take advantage of changing visitor tastes (Seal, 2019).

[bookmark: _Toc156484742]Potential Barriers to Growth
Concerns about Mandarin Oriental's vulnerability to economic downturns are one of the key factors that might influence customers' purchasing of luxury goods. Furthermore, there is a lot of rivalry in the luxury hotel business, which makes it hard to keep and even increase market share (Hassanien and Dale, 2019). However, Premier Inn has difficulties that limit its growth potential, such as the oversaturation of the low-cost hotel industry. The organisation has to be flexible in its responses to changing market conditions since economic difficulties might affect consumer spending on accommodation and travel, which could affect the company's growth trajectory. To continue growing in their own markets, both organisations must be on the lookout for changes in legislation and trends in the sector (Nain, 2018).

[bookmark: _Toc156484743]Financial Commitment to CSR
[bookmark: _Toc156484744]Sustainability Practices
Mandarin Oriental Hotel Group aspires to make even the most technical aspects of the company by addressing all of the concerns about pursuing more environmentally responsible operations. The company’s goal in launching this initiative is to encourage other businesses to do the same by seeking out eco-friendly solutions and working together to find practical ways to reduce our environmental impact (Mandarinoriental.com, 2024). On the other hand, being able to start steps that encourage change is a critical part of understanding Premier Inn's effect on the environment. As a result, the hotel intends to have eliminated all emissions from Scopes 1, 2, and 3 by the year 2050. Additionally, this company has committed to a 20% reduction in water use per guest by the year 2030 (Mandarinoriental.com, 2017).
[image: Force for Good | About Us | Premier Inn]
Figure 6 Sustainability Practices Premier inn
Source: (Premierinn.com, 2024)

[bookmark: _Toc156484745]Community Engagement
[bookmark: _Hlk156480734]Mandarin Oriental Hotel Group help improve social and economic results in its community practices by minimising the impact on the environment and fulfilling the social responsibilities (CSR) in all aspects of its business, including supply chains. To help with this goal, every employee is given one paid community service day a year (Mandarinoriental.com, 2017). Contrarily, every time a new hotel or restaurant opens, it becomes a part of a whole new neighbourhood. At each of Premier inn recently opened offices, the hotel encourages and even pays for every employee to spend three hours volunteering for a local cause in which they have a personal or community investment (Fernández-Robin et al., 2019).
[image: Case study: How the Mandarin Oriental Hotel Group promotes ethical business  conduct - SustainCase - Sustainability Magazine]
Figure 7 Community Engagement Mandarin Oriental Hotel Group
Source: (Legrand et al., 2022)

[bookmark: _Toc156484746]Ethical Practices
Mandarin Oriental Hotel Group strongly reject the idea of charging any kind of recruiting charge and protects workers' freedom of movement. In accordance with applicable laws and ILO Convention 138, the company reject any kind of child exploitation and forbids their employment as well (Fernández-Robin et al., 2019). On the other hand, by prioritising the protection of workers' rights and the mitigation of negative environmental impacts at every stage of Premier Inn’s projects' life cycles, the hotel is fulfilling its obligation to safeguard the neighbourhoods in which it operates (Premierinn.com 2024). 

[bookmark: _Toc156484747]Conclusion
It can be concluded that the latest Mandarin Oriental financial reports show $0.45 billion in revenue. Whitbread's 2022–2023 revenues were anticipated to be 2.62 billion British pounds. The Mandarin Oriental Hotel Group makes money from food and drink, accommodation, entertainment, and leisure. Premier Inn’s revenue comes from lodging, food, beverages, event venues, meeting rooms, and conferences. Mandarin Oriental Hotel Group targets elite class ranges from 35 to 65-year-olds. Premier Inn targets economic earners ranging from 25 to 55-year-olds. Mandarin Oriental Hotel Group stands at Bowman's Clock's sixth tier, "Differentiation". Premier Inn's low-cost business plan may include geographic expansion. Mandarin Oriental Hotel Group wants to solve all environmental problems in its technological operations. Whilst Premier Inn Hotel plans to eradicate Scopes 1, 2, and 3 emissions by 2050. 

[bookmark: _Toc156484748]Recommendations
[bookmark: _Toc156484749]Mandarin Oriental Hotel Group
· The hotel should focus on promoting its product via social media platforms. The company has to upsurge its online presence. The company, in this essence, will have the opportunity to reach and expand in potential international markets.

[image: ]
Figure 8 Recommended Social Media Platforms
Source: (Mandarinoriental.com, 2017)

[bookmark: _Toc156484750]Premier Inn
· The company can alter its pricing strategy thus to raise its quality. It is because there is severe competition in the UK hotel industry, and the company, along with cost-effective strategies, has to set a competitive advantage.
[image: ]
Figure 9 Recommended pricing strategies
Source: (Cho et al., 2018)
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