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[bookmark: _Toc147835658]Introduction 
Financial management encompasses the systematic processes of planning, organising, directing, and regulating various financial operations within an organisation, including the acquisition and use of its assets. Financial management is a discipline that encompasses the processes of acquiring, distributing, and regulating financial resources (Higgins, 2016). Furthermore, the achievement of any hospitality firm is contingent upon the implementation of effective financial management practices. Through meticulous financial planning and strategic management, organisations may effectively secure their ability to fulfil their commitments and attain their objectives (Pandey, 2017). Furthermore, this report will compare Mandarin Oriental Hotel Group and Premier Inn and the total revenue, market position, growth potential and financial commitment to the CSR. 

[bookmark: _Toc147835659]Total Revenue 
Mandarin Oriental Hotel Group's present total revenue for the trailing twelve months (TTM) amounts to $0.45 billion (Heyes, 2017). In the year 2022, the firm generated a revenue of $0.45 billion, representing a growth compared to the previous year's sales of $0.31 billion (Xu, n.d.). Moreover, the sources of revenue for the Mandarin Oriental Hotel include sales of rooms, catering services, bars, restaurants, etc. The further sources of revenue also included meetings and events in the hotel. Moreover, the revenue trend of the Mandarin Oriental Hotel showed fluctuation before COVID-19. It was comparatively high, but after COVID-19, it started declining due to the lockdown and associated protocols. In addition, the driving factors of revenue include seasonality, trends incurred in tourism, competition and economic conditions. Due to these mentioned trends, the revenue of the firm boosts and declines with the passage of time (Arsaqe, 2018). 
In contrast, Premier Inn UK had a noteworthy surge in its overall revenues, amounting to £2.5 billion, which can be attributed to many factors. These factors include heightened occupancy rates, a growth of the company, and a substantial 54% rise in the average income generated per room. Specifically, the average revenue per room climbed from £38.69 to £59.45 when comparing year-on-year data (POPȘA, n.d.). The sources of finance for Premier Inn UK include the income generated from ancillary services, room revenue, food and beverage, etc., while due to Brexit and Covid, the total revenue started to decline. Furthermore, the factors which drove Premier Inn's revenue growth and decline included occupancy rates, market expansion and trends in online booking (Heyes, 2017). 

[bookmark: _Toc147835660]Market Position 
The Mandarin Oriental Hotel Group is a globally recognised organisation specialising in the investment and operation of luxury hotels. It operates a portfolio of properties in strategically important urban centres throughout the globe. Market share refers to the portion or percentage of total sales or revenue that a company or product has within a certain market or industry. Mandarin Oriental works within the realm of the luxury hotel market, a distinct and specialised area within the broader hospitality business. Although the precise market share is not officially disclosed, it can be said that Mandarin Oriental is a prominent contender within this sector, contending with other esteemed hotel chains such as Four Seasons, Ritz-Carlton, and St. Regis (Lam et al., 2015).
Customer demographics refers to the analysis and categorisation of the characteristics and attributes of a certain group of consumers. The primary target demographic of Mandarin Oriental comprises affluent customers who prioritise opulence and exceptional service. This encompasses a range of individuals, including corporate travellers, high-income tourists, and notable public figures. The age demographic encompasses a wide range of persons, including both young professionals who possess financial means and elderly folks who have accumulated a fortune. The client base exhibits geographical diversity, including a substantial proportion from North America, Europe, and Asia (Toma and Gradinaru, 2018).
The concept of brand perception refers to the way in which individuals perceive and interpret a particular brand. The Mandarin Oriental trademark is often regarded as a prestigious and exclusive luxury brand. The establishment is renowned for its outstanding service, opulent rooms, and distinctive offerings. The brand is often linked with attributes like elegance, refinement, and exclusivity. The marketing efforts often include prominent figures from the entertainment industry, augmenting its reputation as a high-end brand (Lam et al., 2015).
In comparison, one of the major hotel chains in the United Kingdom, Premier Inn, has a sizable share of the hospitality industry. As of the year 2020, it had approximately twenty per cent of the United Kingdom hotel market, making it a major player in the field. Premier Inn clearly commands a sizable slice of the UK hotel business, as seen by their significant market share (George, 2021). In addition, Premier Inn has a diverse clientele that includes both businesspeople and vacationing families. It is accessible to a large cross-section of the UK population because of its low prices and many convenient locations around the country. The brand is popular among thrifty vacationers and those looking for no-frills lodgings because of its affordable rates and convenient amenities. Moreover, Premier Inn has a reputation for being a dependable and reasonably priced hotel business. Guests often praise the hotel's pleasant atmosphere, helpful staff, and prime location. With the slogan "Everything's Premier but the Price," the hotel company positions itself as an affordable option. Premier Inn has also been recognised with other accolades for its superior service and quality (Ghandour et al., 2015).

[bookmark: _Toc147835661]Growth Potential 
The Mandarin Oriental Hotel Group is famous for its high-end hotels, spas, and homes in popular places all over the world. The firm expansion strategy is to open buildings in important towns and tourist spots (Lam et al., 2015). Most of the time, they pick places with lots of culture and lots of people. In addition, the market for high-end hotels is growing, mostly in Asia and the Middle East. Mandarin Oriental can take advantage of this trend by growing in these places. On top of that, the rise of health tourism and immersive travel gives Mandarin Oriental a chance to offer unique well-being programmes and experiences (Richard, 2017). Moreover, Unstable economies and unstable governments in some areas could make it harder for the group to expand. Also, there is a lot of competition in the high-end hotel business, and Mandarin Oriental has to deal with other high-end hotel names. The current COVID-19 outbreak has also had a big effect on the hotel and restaurant business (Xu, n.d).
In contrast, Premier Inn is a high-quality hotel company based in the UK that has been growing its business around the world. As part of their plan, they are going after key towns and areas where a lot of people move for work and pleasure (Giousmpasoglou and Hua, 2020). Furthermore, people, especially millennials and business visitors, want to stay in places that are both cheap and comfy . There are also chances for growth in the UK market because of the rise in local tourism caused by travel limits. Nevertheless, there are a lot of cheap hotels on the market, and many of them offer the same services. This might slow down the growth of Premier Inn. A weak economy and changes in travel habits because of the COVID-19 outbreak could also be problems (Berry, 2022).

[bookmark: _Toc147835662]Financial Commitment to CSR (Corporate Social Responsibility)
Mandarin Oriental has established a variety of sustainability targets to reduce its carbon footprint by half by 2030 and reach net zero carbon emissions by 2050. Renewable energy use, less food waste, and the incorporation of sustainable materials into the hotel's design are just a few of the group's many efforts aimed at lowering the organisation's carbon footprint. The Mandarin Oriental is committed to sustainable travel and is a member of the Global Sustainable Tourism Council (GSTC) (Roblek et al., 2016). In addition, Participation in the local community The Mandarin Oriental Foundation sponsors a wide range of worthwhile community projects. The three main foci of the foundation are education, female empowerment, and environmental protection. The charity does things like offsetting its carbon impact by planting trees, helping underprivileged youngsters get an education, and assisting schools in underdeveloped nations (Chew, 2018). The Mandarin Oriental brand actively encourages its hotels to engage in community service. The Mandarin Oriental, Hong Kong, for instance, sponsors a variety of community organisations, including the Hong Kong Food Bank and the Hong Kong Children's Cancer Foundation. Moreover, Mandarin Oriental has a variety of regulations and processes in place. Human rights, corruption prevention, and equitable working conditions are only a few of the topics addressed by these rules. To further its commitment to ethical business practises across its worldwide supplier chains, Mandarin Oriental is a participant in the Ethical Trading Initiative (ETI) (Kim et al., 2016).
Mandarin Oriental does not provide the precise amount of money it invests in CSR activities. On the other hand, they claim that CSR is a core value and that they are committed to making investments in sustainable and responsible practices. Mandarin Oriental reports spending more than US$10 million on environmental projects between 2016 and 2020. Investments in environmentally friendly energy sources, energy efficiency, and waste mitigation all fall under this category. The organisation claims that in 2021, it gave out more than $1 million to local causes. The Original Check-Inn Over 800 Premier Inn hotels may be found in England, Wales, and Ireland. Corporate social responsibility is important to the company, which is why several initiatives have been launched to advance causes including employee welfare and environmental sustainability (Roblek et al., 2016).
Premier Inn, on the other hand, recognises the importance of protecting the environment and has established a number of sustainability targets, including the reduction of the hotel chain's carbon footprint by 2030 and the elimination of all emissions by 2050. The business has taken many measures to reduce its environmental impact, including converting to renewable energy sources, reducing food waste, and adopting ecologically friendly construction materials (De Grosbois and Fennell, 2011). Premier Inn is a member of the United Kingdom's Green Business Programme, demonstrating the company's dedication to eco-friendly practises in the hospitality industry. In addition, the Premier Inn Foundation supports a variety of community outreach programmes in the areas around its hotels. The foundation's principal focus is on helping homeless people and meeting the basic requirements of children (Soontrapimuk et al., 2016). The organisation supports a variety of causes, including initiatives to house and aid the city's homeless population and programmes for economically disadvantaged kids. The Premier Inn brand actively promotes its hotels' Participation in community service projects. The Premier Inn in Manchester City Centre, for instance, contributes to the Manchester United Foundation, which sponsors youth-oriented community initiatives (Coleman, 2019).
Premier Inn has established a variety of rules and processes to guarantee that all of its business dealings are performed in an honest and upstanding manner in terms of the ethical practices of the business (Seraphin et al., 2017). Premier Inn also supports ethical trade by participating in the Ethical Trading Initiative (ETI), which works to improve supply chain management worldwide. Nevertheless, Premier Inn is committed monetarily, yet the company does not break out their CSR spending. The chain, however, insists that CSR is a "key priority" and that it is "dedicated to investing in environmentally friendly and ethical practices." According to Premier Inn's 2022 CSR Report, the hotel chain contributed more than $1 million to nonprofits that year. Green energy and energy conservation are only two of the environmental projects that the company is engaging in (Berry, 2022). 

[bookmark: _Toc147835663]Conclusion 
In conclusion, financial management is the disciplined execution of tasks, including budgeting, saving, investing, and spending. For the most recent twelve-month period (TTM), Mandarin Oriental Hotel Group has a total revenue of $0.45 billion. Premier Inn UK had an impressive increase in total sales of £2.5 billion, the result of a number of reasons. The Mandarin Oriental Hotel Group is a well-known company that focuses on the ownership and management of high-end hotels. Premier Inn, one of the country's largest hotel brands, controls a considerable portion of the UK lodging market. The environmental goals set by Mandarin Oriental include halving the hotel's carbon footprint by 2030 and achieving net-zero carbon emissions by 2050. Premier Inn has various sustainability goals in place, including reducing its carbon footprint by half by 2030 and eradicating all emissions by 2050 as part of its dedication to environmental stewardship. Moreover, it is recommended that the Mandarin Oriental Hotel Group consistently enhance guest experiences in order to maintain the brand's esteemed standing for opulence and outstanding service. In order to maintain a superior level of service quality, it is essential for the hotel to allocate resources towards employee training and development. Moreover, Premier Inn need to consider allocating resources towards technological advancements to enhance the guest experience, including the use of mobile check-in/check-out and remote entry systems. Premier Inn should use data analytics techniques to get valuable information about visitor preferences and then customise its offerings appropriately.
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