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Executive summary
This respective report has been reflected in the operational activity of the several hotel industries that have been able to provide their services in a specific period of time. Also depending on the level of gained income, this has been showing the differences among the Mandarin Oriental Hotel Group and Premier Inn. This has been clearly showcasing the position of marketing to know the demographics of users along with the precipitation of brand image. Along with that, this has been showing the chances of development potential as well and the obligation of CSR has been also depicted here.  
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[bookmark: _Toc147769428]Introduction 
This report will indicate the operational activity of the two business entities Mandarin Oriental Hotel Group and Premier Inn during a specific period of time. The support of the report will showcase the detailed evaluation of the approaches related to the function of financial management over a specific time frame. With the guidance of this, it will clearly showcase the monetary concepts of overall income, market position, and growth opportunity along with the commitment to CSR of the two selected hotel industries. Along with that, this will critically analyse both factors to understand the performance in a precise manner over time. 


[bookmark: _Toc147769429]Showing the volume of net income that has been gained by the hotel entities
The actual volume of revenue from Mandarin Oriental Hotel Group
Reflecting on the sources of revenue 
The selling of accommodation, food and beverages, and spa or leisure services, in addition to the provision of conference and gathering spaces are some of the methods by which the Mandarin Oriental Hotels Company generates revenue (Dabrowski et al., 2019). The company also offers specialised products and services, such as dining in the room, customised concierge services, and customised organising events to enhance the tourism experience. In addition, the Mandarin Oriental Hotel Group features extravagant accommodations in highly desirable areas, such as popular tourist destinations and significant commercial districts, which attract affluent visitors and generate high revenues. The other sources of income are thirty-four per cent from lodging, 30% from food and drink, 15% from massage and wellness, and 21% through various customary activities (mandarinoriental, 2023).
Showing the trend of revenue with the aspects that have an effect on the development of income 
[image: ]
Figure: Revenue trends of the hotel business
Source: (Seyioğlu and Ivanov, 2020)
During the time of COVID-19, the Mandarin Oriental Hotel Group’s revenue has been lessening in the current time frame. Nevertheless, the company’s earnings started to rise again in 2022 as limitations on travel started to soften. The income increased from 922.5 million to 1.05 trillion in 2019, though it then decreased to 454.1 billion in 2020 and 655.4 billion in 2022. The primary drivers of the pattern include the COVID-19 outbreak, general financial problems and competition with additional upscale hotel chains. The income sequences of the Mandarin Oriental Hotels Group could be affected by an assortment of factors. That includes global occurrences like contagious diseases or shifts in the economy, vacationing marketing, and the economy. Excellent customer service, profitable advertising efforts, and expanding markets may all contribute to revenue growth, whereas unfavourable conditions in the marketplace or crises abroad may result in a decline.
Overall revenue of Premier Inn 
Depicting the sources of finances 
Budget-friendly lodging Renting rooms at hotels is often how Premier Inn generates business. The company offers a variety of hotel kinds, comprising normal, deluxe, as well as rooms for families, together with affordable housing pricing to satisfy different customer wants and spending limits. In addition, the Premiere Inn offers extra services including WiFi for free, on-site parking, and supper in an effort to enhance the stay for guests and entice more visitors. In addition to renting out rooms, Premier Inn generates revenue from its eating and drinking operations, which consist of an assortment of eateries and drinking establishments situated at all of its hotel locations. The hotel’s accommodations are expected to provide about 82% of the revenue that’s in the two years following 2022, according to the study. In addition, taking into account decades in order for 2022 along with 2023, everywhere 18% of the proceeds are produced by nourishments and drinks. 
Showing revenue trends with the analysis of factors that affect the level of growth and income 
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Figure: Indicating the revenue trends of Premier Inn 
Source: (Seyitoğlu and Ivanov, 2020)
From the help of this, it will indicate the income trends that will be shown in the operations of Premier Inn. During the time of epidemic situation, the level of revenue was hampered and from that it was growing continuously for the implementation of rules. Notwithstanding the COVID-19 epidemic’s challenges, Premier Inn’s revenue has been steadily increasing in the past few years. The diagram that was mentioned in the previous section essentially shows earnings trends for Premier Inn from 2018 through 2022, in the form of million GBP. According to the abovementioned graphs, Premier Inn’s revenue increased by 36% between the years 2018 and 2022. The earnings trends associated with the aforementioned corporate entity fluctuate from one another due to an array of variables. The rise sought after for affordable housing, the growing number of the Premier Inn’s motel network, and rising room rates are all factors in the business’s increase in revenue. Reductions in income could be brought about by the slump in the economy, more rivalry, and flight cancellations.
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[bookmark: _Toc147505973]The market position of the respective business named Mandarin Oriental Hotel Group
Share of market 
The Mandarin Oriental Hotel Group is a very small player in the worldwide luxury lodging sector, holding just over one per cent of the total market share worldwide. The company has an important advantage in the upscale segment of the hotel market despite fighting with numerous elite lodging brands such as Four Seasons Hotels as well as Ritz-Carlton, Resorts and Peninsula Hotels (Seyitoğlu and Ivanov, 2020).
Demographics of consumer 
The Mandarin Oriental Hotel Hotel Group’s target market is wealthy, affluent people looking for an elegant, tailored hotel experience. Consumers of the company are often older over 40, well-off, and knowledgeable. They also value luxury as well as travelled widely (Huang et al., 2020).
Brand perception
The Mandarin Oriental Hotel Group is well known for its outstanding client care, luxurious surroundings, and advantageous locations. Hotels administered by the corporation are typically located near famous sightseeing spots and areas of resorts. This mentioned business is celebrated for its Asian history and commitment to a combination of conformist Asian philosophy with fashionable services (Senbeto and Hon, 2020).
[bookmark: _Toc147505974]The market position of Premier Inn
Share of market  
Premier Inn, which has a market share of more than 15%, is the largest operator of affordable hotels throughout Britain. In the inexpensive segment of the industry, where it contends against other low-cost hotel chains including Ramada and Ibis, the company distinguishes out (Boakye et al., 2021).
Demographics of consumer 
The target demographic for Premier Inn hotels is the budget-conscious visitor looking for comfortable, clean accommodation that is also affordable. The company frequently receives visits from individuals, couples, and business travellers. They probably prioritise speed and financial considerations as top goals (premierinn, 2023).
Perception on Brand 
The well-known features of Premier Inn are its affordable prices, immaculate, welcoming amenities, and convenient location (Alnawas and Hemsley-Brown, 2019). The aspects of the hotel network typically have access to major roads and highways, which allows for locating guests easily. The mentioned business entity is notorious for its hospitable troposphere for relatives along with its commitment to donating wonderful value for speculation. 
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[bookmark: _Toc147505976]Highlighting the expansion strategies 
Growth procedure of Mandarin Oriental Hotel Group 
The group of Mandarin Oriental Hotels is constantly extending its influence in important nations via strategic collaborations, acquisitions, and the creation of new facilities. Preserving exclusivity for the brand and providing lavish encounters are their primary concerns (Fernández-Reino and Rienzo, 2021).
Indicating strategy for Premier Inn.
[bookmark: _Toc147505977]On the other hand, the Premier Inn company is following a bold business strategy by bringing its inexpensive hotel network to numerous countries, with a particular focus on significant urban and tourist areas. They emphasise uniform, reasonably priced, and services that focus on customers with the goal to be appealing to a range of consumer segments. 
Showing the Market opportunities 
Market opportunities for Mandarin Oriental Hotel Group 
The Mandarin Oriental Hotel Group may benefit from a growing appetite for luxurious accommodations by concentrating on expanding Asian nations like India and mainland China. They can thus broaden that they were present in well-reupdated luxury vacation industry locations. For adapting continuous alteration in shifting user needs, their capacity is also expressed for occasions in wellness and sustainability.
Opportunities in the Market for Premier Inn.
[bookmark: _Toc147505978]Budget-conscious travellers may be located all around the globe, but they are particularly prevalent in Asia and Europe, where the Premier Inn can entice visitors with its efficient and cost-effective company structure. Additionally, creating partnerships with renowned travel companies and utilising online advertising can boost visibility and foster client devotion in the highly competitive inexpensive hotel industry.
Reflecting barriers to the growth
Showing the Growth barriers for Mandarin Oriental Hotel Group 
In light of the fierce competition in the high-end hotel sector, The Mandarin Oriental Hotels Group faces difficulties in expanding, which restricts its chances of growing. In addition, the expenses associated with sustaining their high standards and luxurious facilities are enormous and could harm revenue. Geopolitical upheavals as well as changes in the economies of the economies they represent may potentially put their existence in peril (Herédia-Colaço and Rodrigues, 2021).
Growth issues for Premier Inn. 
Saturation of the market in some areas, particularly in the locations of the UK, may offer an evolution challenge for Premier Inn and an upsurge in cheapness. Travelers regarding Budget-oriented may be jammed by fiscal recessions, and preserving dependable superiority crossways with an extensive selection may prove interesting. As well as regulatory difficulties and altering customer housing preferences can make it interested in more challenging for them to enlarge (Kitsios et al., 2021).
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CSR responsibility of Mandarin Oriental Hotel Group
The group of Mandarin Oriental Hotels demonstrated a steadfast dedication to its CSR programmes that address long-term viability civic engagement, and ethical company conduct. Companies have implemented a comprehensive sustainability policy with the aim to eliminate single-use plastics in each of their establishments and promote sustainable buying in significant areas including aquatic creatures, coffee, and chocolatey (Tuomi et al., 2021). These initiatives demonstrate a large financial willingness to strategies that support global environmental goals and are environmentally beneficial. Mandarin Oriental actively supports local communities through a variety of programmes, including feeding the poor, providing training possibilities for teenagers from neighbourhoods that are impoverished, and collaborating with organisations like City Harvest. These programmes’ significant monetary contribution shows their commitment to enhancing the communities within which they serve. By establishing policies like the contemporary Slavery Declaration Supplier Codes of Conduct, and Human Rights Declaration, they have further proven their dedication to moral business conduct. These rules ensure that their business operations uphold the most stringent standards of ethics and show their financial backing for moral recruiting and supplier practices.
CSR commitment of Premier Inn.
Premiere Inn’s Earth Day promise, which emphasises their major support of CSR initiatives, is evidence of their unalterable commitment to ecological stewardship, charitable work, and ethical business practices (Krizanova et al., 2019). Their initial commitment to reduce greenhouse gas intensity by as much as 88% by 2025 as well as by 50% by 2025 is reflected as a significant monetary obligation to sustainability. Substantial operational changes, including the utilisation of energy from natural sources, the purchase of energy-efficient gadgets, and the enormous deployment of solar panels on every one of their characteristics, are necessary to achieve this. These expenditures show a strong commitment to social and ecological accountability, however, they also need an enormous amount of money. Additionally, they show providing cash for decreasing the environmental impact through their endeavours to stop using petrol in new resort structures switch to responsible petrol and cut carbon footprints from their rental fleets of transportation by moving to combined and electrified alternatives (Alnawas and Hemsley-Brown, 2019). Using sunlight through solar panels and switching to energy-efficient fluorescent bulbs are examples of practices that are both cost- and sustainably effective. Their commitment to creating job opportunities and supporting local communities, among others through producing electricity including using solar boards, validates their commitment to communal contribution. 




[bookmark: _Toc147505980][bookmark: _Toc147769433]Conclusion 
This report has reflected a comprehensive contrast between two organised companies in the UK, Premier Inn and Mandarin Oriental Hotel Group. To bring improvement towards the assessment it has depicted some operative and exterior portions of the entity. The preliminary assessment has been reflected for the respective entities by classifying their income-generating dimensions for the past time frame. Depending on the collected data, this has been reflected that the increasing incoming ability of the respective entity deteriorated in the time of 2020 due to the unexpected incidence of the epidemic. Apart from that, the situation in the marketplace that both corporations has been determined with the assistance of the diagrams and tables. 
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