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1. [bookmark: _Toc147904328]Introduction 
According to Jooss et al., (2023), there is comparatively high competition in the hospitality industry as compared to other sectors. The sector is heavenly based on its consumers and is customer-centric. With the changing technology and consumer preference in today's business environment, the hotels not only aim to achieve quality service but also adopt the technology in order to be in the competitive market where other businesses are comparing for the highest market share and for being the market leader. This business report includes a comparative analysis of the two big hotels, namely, the Mandarin Oriental Hotel Group (MOHG) and Premier Inn, with a good market position within the current business market. Further, it will also include an analysis of both hotels' financial position and stability, their current market position, their total revenue generated and the financial commitment to CSR for both hotel brands. This business will mainly focus on exploring and assessing the strategies and business tactics adopted by both brands to come out of the problems and changes of the business environment, which has helped them to be the leader within the current market segment. In the last, it will include recommendations for businesses that can help them enhance operational efficiency. Both hotel brands target different segments and have gained a reputation over time by focusing on providing different values to customers. The MOHG has focused on providing the consumers with high-quality services at a five-star level hotel, whereas Premier Inn has focused on providing affordable and budget-friendly accommodation options to their segmented market and customers.
2. [bookmark: _Toc147904329]Background 
MOHG started its operations back in the year 1963. From the start, it has focused on providing high-class service and service quality to the targeted customers. The hotel brand has expanded its operations to the different states of the world, including Europe, North America and Asia. It has gained a brand name and brand reputation by providing customers with excellent service quality, memorable experiences and luxurious rooms around the world. The brand has positioned itself as a brand for the upper class and corporate businessmen and has always encouraged and motivated the upper-class people to spend on travelling, relaxing accommodation environment, and service quality. The brand has basically targeted the customers that belong to the upper market segment and like to spend on accommodation, food experience, good services and quality experience. With a focus on environmental sustainability and other social initiatives, the hotel brand is highly involved in corporate social responsibility.
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Figure 1: Mandarin Oriental Hotel Group Logo
The hotel brand Premier Inn is the hotel chain in the UK that has always focused on providing budget-friendly options for accommodation. The brand has targeted middle-class people and travellers by positioning itself as the brand of affordability with a focus on quality service as well. The hotel brand has been under the operations of Whitbread PLC since 1987. It is famous for providing affordable and budget-friendly accommodation services and dining facilities for guests. It has been generating revenues in the past by focusing on local and international travellers by not only focusing on providing them with budget-friendly accommodations options but also providing the guests with quality service. With the highly competitive hospitality sector, the brand has established itself as a brand of affordability, which has helped the brand gain a good market share. With a focus on affordability, the brand has also focused on the impacts of its business operations on the environmental system and has initiated and participated in environmentally friendly and sustainability initiatives as well. 
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Figure 2:  Premier Inn logo
3. [bookmark: _Toc147904330]Financial management strategies and practices
3.1. [bookmark: _Toc147904331]Total Revenue
Revenue is the most significant part of the financial statements, as it helps in assessing the financial position of the businesses and further helps in assessing the performance of the company and its operations (Sharma 2022). As in the last of each fiscal year or quarter, the brand expenses and revenues are compared to assess the business's financial stability and to see the potential for growth in the upcoming time. The financial analysis is done by assessing the net income by the business operations within the financial year, and if a business shows growth revenues over the time period, it will be analyzed to have a good and positive financial performance. As MOHG is a luxury hotel brand, the source revenue stream for MOHG is generally the customers. The revenue streams for the MOGH are generally service-based, which includes room rents, high-priced meals, and the gym, pool and laundry services. Its major portion of revenues comes from the Paradise Island resort in the Bahamas, which has gained recognition for its high-class and lavish accommodation. Further, it is under the Luxury Hotels of the World (LHW) group (Rajan et al., 2020). The hotel brand has achieved financial stability as well as consumer loyalty over a period of time by providing quality and exceptional services. In contrast, the Premier Inn has achieved success and financial stability throughout the years by providing quality services and affordability within the accommodation options. Most of the population of the UK is middle-class income and price-conscious and wants quality as well as affordable prices. The brand Premier Inn targeted a large segment of the population, and this offering has not only helped the Premier Inn to attract more customers but has also helped in achieving good revenues. The brand has distinguished itself from the other brands by providing quality service. The revenue stream for the brand is lodging arrangements, supplemented by the provision of food and beverage services. Both hotels have targeted different market segments and achieved success and efficiency in their operations with financial stability (Ahmad 2021). The hotel has succeeded through different marketing, marketing, positioning and targeting strategies by focusing on providing quality services. 
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Figure 3 Revenue of Hotel Premier Inn over the Time Period
Source: Staista (2023)
3.2. [bookmark: _Toc147904332]Market Position
It refers to the brand's position within the current operating marketing and brand positions within the targeted segment as compared to its competitors (Kalam and Kalam, 2020). It mainly includes consumer's perception of the brand compared to the competitors within the same market who are targeting the same market segment and competing over the same products or services. It includes brand positioning within the consumer's mind to perceive the brand as it has been positioned as compared to other competitors providing the same services ((Heinberg et al., 2020). In order to attract consumers, the brand strategy is to connect the brand with something which adds value for the customers targeted. Some of the famous brands have positioned themselves as the brand for high people or brands that provide exclusive services to upper-class people. The hotel Mandarin Oriental States is also one of them, which focuses on the upper-class population. Its main focus is to provide consumers with a great accommodation experience and provide exceptional service to guests so the guests leave delighted and satisfied and return to the hotel for the next trip. Making the guests happy and satisfied is the utmost priority for the brand Mandarin Oriental states. In contrast, the brand Premier Inn focuses on the middle-class segment, which is a huge segment in the UK market. The brand has positioned itself as a brand for middle-class people who want good services and are looking for affordable options to stay in. The brand focuses on providing quality services to the customers so they can enjoy their stay in time within the premier inn. The brand also gives consumers a competitive edge compared to other brands within the same market (Coleman 2019).
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Figure 4 Popular Hotel Brands in the UK
Source: Sratista (2023)
3.3. [bookmark: _Toc147904333]Growth Potential
[bookmark: _Toc147489750][bookmark: _Toc147514995][bookmark: _Toc147517500]The growth potential for the business is known as the ability to grow within the same market at the same competition rate and the potential to gain good financials and high market share in the future (Mutalimov et al., 2021). It further includes the ability to generate higher revenues by developing the workforce to increase overall production or achieve service quality. Being competitive within the competitive business environment where completion is severe, it is essential to have the potential for business to grow sequentially. The brand must have growth potential to survive within the competitive market (Park et al., 2019). Suppose the business does not seem to have the potential to grow in the upcoming years. In that case, the marketing, targeting and positioning strategy needs to be reviewed again To analyze where the business lacks. For determining the business growth, generally, the revenues and expenses are measured to get the net income of the business, and for assessing the growth potential within the business, the price-to-earnings ratio is assessed as it provides detailed examinations of the stock of businesses (Silitonga et al., 2019). The previous year's financial position and growth are generally assessed and compared by comparing the price-to-earnings ratio of the previous year with this year's earnings ratio. It will provide an overview of how the business was doing last year and what performance it has shown in recent years, and trends are analyzed from the past to assess if the brand is showing potential growth in the last years or not. The price-to-earnings ratio not only helps in seeing the growth potential but also focuses on providing the stakeholders and shareholders with the ability to assess the overall business growth over time (Artanto, 2023). Generally, the 20-25% price-to-earnings ratio is considered good and an average business rate. The price-to-earnings ratio below the average line is considered good, and above the average line is generally considered bad for the organization's growth. The P/E ratio for the Mandarin Oriental for the current year is less than zero per cent, which is less than 20%, and is generally considered good. Moreover, the revenues for the hotel brand Premier Inn grew by 6.11% in the first quarter year of 2023, and further tax profits also improved. As the Premier Inn in the UK is owned by the brand Whit Bread, it has also helped it increase its revenues over time.  
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Figure 5 Price to Earnings Ratio of Mandarin Oriental
Source: Companies Market Cap 2023
3.4. [bookmark: _Toc147904334]Financial Commitment to CSR (Corporate Social Responsibility)
Corporate social responsibility is the initiative and the management concept which enables businesses to think about giving back to the world and nature. This includes companies integrating social and environmental responsibility within the business practices and operations (UNIDO 2023). According to Fatima and Elbanna (2023) organizations and businesses are more aware and focused towards environmental responsibility after the sustainable development goals (SDGs). Premier Inn Hotel has always focused on caring about teams, communities and the planet. It has initiated a campaign for the workers to provide them with better working conditions in the working environment. Further, it focuses on the force for good by contributing to the social communities and marinating and reducing environmental harm.
Moreover, it donated meals to charity by 2020 for the good social cause to remove hunger and provide the underprivileged with food. It also has partnerships with several organizations for the well-being of social causes and environmental sustainability, including a partnership with a junk food project to donate 400 tons of goods to needy people (Premier Inn, 2023). The MOHG has also shown resistance towards social and environmental causes by showing financial commitment towards CSR activities and making significant financial contributions to the community to responsibly manage the environmental impacts and social commitments. It has reduced the carbon intensity by reducing the regular audits within the hotel for energy. It has also focused on the environment and reduced the impact of business functions by reducing the use of plastics in its operations. Further, it is also focused on reducing poverty and hunger within the country (Mandarin Oriental, 2023). Both the hotel bands have shown significant impact on the financial commitment towards CSR and are focused on bringing positive change for the good of society.
4. [bookmark: _Toc147904335]Summary 
The business report concludes that both hotel brands have significant positions within the current business segments, and both brands are focusing on different market segments and have positioned themselves differently within the same business environment by providing unique value to customers belonging to different social groups. Both hotels have a good market position, and the growth potential for the future is also high for both brands in their respective targeted market segments.  
5. [bookmark: _Toc147904336]Recommendations 
· In the current competitive business environment, the brand Mondrian Hotel should assess the opportunity within the current business environment to maintain its market share. The business strategy they can use is diversification. The hotels should focus on coming up with some new service or any new product. For example, they can open up their own small café in the hotel locations or diversify horizontally and produce the things and products at the back end that are used daily in their hotels by setting up and investing in the production unit (Vij 2019). 
· For the premier inn, it is recommended to increase the number of services for the existing customers, which can include coming up with an aesthetic coffee shop or restaurant in different tourist areas which provides an affordable variety of meals (Beillouin et al., 2021).  
Both strategies will not just expand the business. Still, they will also help them generate new means of revenue, which will help them be financially stable and make them strong in the existing market compared to other customers.
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