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Introduction
Financial management refers to a strategic plan and management of business finances undertakings to realise goals. In any business, financial management seeks to generate profit, ensure the sustainable financial health of a business and maximise shareholders' value. The main aim of financial management is to ensure the sustainable financial stability of the business. Therefore, the following report seeks to compare the financial management of Mandarin Oriental Hotel Group and Premier Inn. The report gives detailed insights on the total revenue, market position, growth potential and financial commitments of both Mandarin Oriental Hotel Group and Premier Inn towards Corporate Social Responsibility CSR).
Total Revenue
The following section looks at revenue streams for Premier Inn and Mandarin Oriental Hotel Group for the financial year 2022. From the financial statement above, Mandarin Oriental Hotel Group generated £ 1.5681 billion in revenue, an increase of £ 514.6 million from the year 2021 (Mandarin Oriental Hotel Group, 2022) (See figure 1). On the other hand, Premier Inn Hotel realised revenue of £1.703 billion in the 2022 financial year (Whitbread 2022) (See figure 2). Therefore, it can be argued that Premier Inn Hotel generates £ 135.3 more in revenue compared to Mandarin Oriental Hotel Group.
Revenue sources
Based on the 2022 financial statement, Mandarin Oriental Hotel Group generates revenues majorly from the sales of food items, beverages, room booking and others. For instance, room booking generated £ 900 million, food and beverages generated 533.8 million while other sources of revenue generated £ 134.3 million (Mandarin Oriental Hotel Group, 2022) (See figure 3). On the other hand, Premier Inn generates its revenue from accommodation, food and beverage, and rental income (Statista Research Department, 2023). For instance, Premier Inn generated £ 398.7 million in accommodation, 190.2 million in food and beverage and 9.4 million in non-undertaking revenues in the financial year 2021-2022.
Revenue trends
In determining revenue trends, the following report looked into the financial statements for the years 2021, 2022 and the first quarter of 2023 for Mandarin Oriental Hotel Group. Mandarin Oriental Hotel Group’s revenue in 2021 was £ 316.9 million and increased to £ 454.1 million in 2022. In the first half of 2023, the combined revenue was estimated to be $ 881.5 million, equivalent to £ 722.32 million (‌Keswick, 2023) (See figure 5). Therefore, the general revenue trend for Mandarin Oriental Hotel Group has been on an upward trend. On the other hand, Premier Inn revenues in 2021 were estimated to be £588.9 million and 1.703.4 billion in 2022. However, in the first quarter of 2023, the revenue is reported to have declined to 1.2108 billion (Premier Inn Hotels Limited, 2023) (See figure 6).
Factors that drive revenue growth or Decline
a) Uncertain Economic conditions: According to Premier Inn Hotels Limited (2023), the hotel experienced a decline in revenue of approximately £ 493 million. The report attributes this loss to uncertain economic conditions. As indicated in the report, the global economic recession has had prolonged impacts on inflation, weakened consumer confidence and increased the cost of doing business (Premier Inn Hotels Limited, 2023). The tough economic times have also caused a decline in household cashflows hence reduced expenditure on hospitality-related expenditure. 
b) Stagnation in the UK property market: According to Premier Inn Hotels Limited (2023) report, there is a general stagnation in the UK’s property market. This has had an impact on the hotel’s ability to grow its returns on property. In other words, the stagnation has put pressure on the return expected from Premier Inn property. This has led to the slow growth in development opportunities (Premier Inn Hotels Limited, 2023)
c)Management Issues: Mandarin Oriental Hotel Group on the other hand has experienced an increase in revenue due to good management. For instance, the group management sold its property in Jakarta, generating a gain of £ 34 million as a post-tax gain. The management has also implemented debt reduction strategies which has seen Mandarin Oriental Hotel Group’s debt fall to £ 190.92 million as of June 2023.
Market position
Market position refers to the identity or uniqueness that a business portrays in the eyes of its customers.  In other words, it is the ability of a given business to influence how its consumers perceive its products relative to the products of competitors (Hu, and Trivedi, 2020). 
Market share-According to Kunst (2023), Premier Inn had a market share of 42% in 2022, that is, the percentage of hotel users within the UK who prefer Premier Inn. Kunst (2023) also reports that Premier Inn customer loyalty was at 37%. (See Figure 7). On the other hand, Mandarin Oriental Hotel Group's market share in the UK is approximated to be 7.49%.
Customer demographics- Mandarin Oriental Hotel Group UK customer composition consists of 44.8% males and 55.2% females. The dominant customer age group are visitors between the age of 25 and 34 years (Similar Web, 2023) (See figure 8). Customer demographics in Premier Inn, UK consist of 52.85% males and 47.15% females with similar dominant customers between 25-34 years ‌(Similar Web, 2023) (See figure 8).
Brand perception- According to Kunst (2023), Premier Inn brand awareness is higher, that is, rated 93% (See figure 7). On the other hand, Mandarin Oriental Hotel Group positions itself as a luxury hotel (Mandarin Oriental Hotel Group, 2010).
Growth Potential
Mandarin Oriental Hotel Group utilises a market penetration strategy by leveraging its strong brand to establish a presence in crucial travel and leisure destinations worldwide, enabling it to grow its customer base and revenue potential. It offers discounts and innovative products across the new establishments, which increases its capacity to grow its customer base and outcompete other hotels in the new regions. According to Tabenska (2022), hotel organisations employ market penetration strategies like offering new product lines, lower product prices, and discounts to develop a customer base in new market locations. The strategy is beneficial since it enhances the diffusion of business products, reduces competition, and establishes positive relationships and impressions among the first customers who purchase the products and services offered (Tabenska, 2022). In contrast, Premier Inn utilises a vertically integrated business model by combining various aspects of its operations, like hotel activities, property ownership, strong brand, and distribution of inventories (Whitebread PLC, 2021). Camison et al. (2020) explain that the vertically integrated model allows businesses to take ownership of their supply chain by acquiring businesses involved in the production, supply, and distribution of hotel-related inventories.
Consequently, based on market opportunities, Mandarin Oriental Hotel Group has huge market potential owing to its unique and innovative products and service delivery across the hotel establishment. Mandarin Oriental Hotel Group (2022) illustrates that the hotel provides innovative dining through its talented culinary staff across its spas to ensure memorable guest experiences and attract a huge customer base. It can also expand in foreign leisure destination markets due to its strong brand and ability to integrate local products and services into its culinary services through its homegrown culinary teams. On the other hand, Premier Inn Hotel can grow its market through customer segmentation by expanding its target to high-market category customers, owing to its ability to offer excellent culinary services across its modernised hotels. Davras and Caber (2019) observe that market segmentation can increase the potential to expand to foreign markets and capture the midmarket categories of customers, comprising business and leisure travellers. The hotel offers low price tags and discounts for its products and services, increasing the potential to attract more customers in foreign markets.
However, despite the growth potential, both hotels face stiff competition from a highly concentrated hotel and hospitality industry (Pereira-Moliner et al., 2021). Many hotel organisations offer similar products and services, including talented culinary staff competing for the same customer categories. Besides, Mandarin Oriental Hotel Group faces entry barriers to foreign markets due to the increased cost of advertisement, property acquisition, and training of employees to gain experience in local cultures. Holovnia et al. (2020) explain that expansion into foreign markets requires huge financial resources, which significantly eats into the organisation's revenue and could result in losses if the new establishment does not fare well. Similarly, Premier Inn also faces challenges maintaining its low-cost tag for products and services offered due to the increasing cost of living. Xie and Tveterås (2020) observe that the high cost of living has caused an increase in the cost of products like food and salary increment for employees, which may make it challenging for a business to maintain a low cost of products and still gain profits. Thus, hotel businesses have been compelled to increase the prices of their products and services, relative to the increased economic costs, increasing the cost of expanding businesses.
Financial Commitment to CSR (Corporate Social Responsibility)
CSR activities improve customer loyalty and retention in hotels, resulting in positive revenue generation (Srivastava & Singh, 2021). Mandarin Oriental Hotel Group focuses on growing its luxury hotel worldwide through sustainable business practices, like water conservation, and eliminating single-use plastics in December 2021 to reduce pollution of the environment (Mandarin Oriental Hotel Group, 2022). Besides, it is also committed to adopting renewable energy use across its operations by 2030 to reduce the financial cost associated with high-intensity consumption of non-renewable energy. According to Mandarin Oriental Hotel Group (2022), the hotel reduced its scope 1 emissions (greenhouse gas) by 8% between 2012 and 2022 and scope 2 emissions (indirect greenhouse emissions like electricity consumption) by 4% over the same period. On the other hand, Premier Inn is also committed to reducing its scope 1 and 2 emissions by 80% by 2030 through its advanced heat recovery boilers and use of batteries to power most hotel operations (Whitebread PLC, 2021). It has also invested in 100% renewable energy across its establishments in the UK and is committed to establishing charging points for electric vehicles across its establishments to encourage the use of electric vehicles among its customers and suppliers (Whitebread PLC, 2021).
Consequently, Mandarin Oriental Hotel engages in community development, such as rolling out a 1-day paid-off to allow its employees to engage in voluntary community development initiatives, like supporting marginalised communities and maintaining environmental cleanliness (Mandarin Oriental Hotel Group, 2022). It also collaborates with charity groups like Felix Project to provide food and other essential products to struggling families across London (Mandarin Oriental Hotel Group, 2022). Similarly, Whitebread PLC (2021) illustrates that Premier Inn Hotel also engages in community development by supporting various community initiatives like raising finances (approximately £ 20 million) for Great Ormond Street Hospital for developing and improving the sight and sound centre for children's treatment. It also allows 3-hour paid work for its employees to engage in voluntary community activities like cleaning and redecorating community food bank donation centres.
Mandarin Oriental Hotel is committed to ethical business practices, such as reducing forced and child labour through its strict supplier standards, which promote safety, non-discrimination, and fair wages, including prohibiting child labour practices (Mandarin Oriental Hotel Group, 2022). It also promotes workplace inclusivity and diversity by reducing harassment and discrimination between employees and customers. Similarly, Whitebread PLC (2021) illustrates that Premier Inn Hotel also engages in ethical business practices, such as offering free and independent mental health support on a 24-hour basis to promote the well-being of its employees and customers. It has also established a robust governance system to ensure responsible sourcing and procurement of hotel inventories to ensure leadership accountability and alignment with supplier standards.
Recommendation  
Mandarin Oriental Hotel Group should consider a horizontal integration strategy to bolster its growth in international markets. Zhang et al. (2020) explain that a horizontal integration strategy involves a business acquiring or merging with another business dealing with the same line of products and services. Businesses that adopt the strategy have the advantage of reduced establishment and operational costs, access to assets, and availability of market share to expand (Dogru et al., 2020). In this case, acquiring local hotel chains in different countries will enable the hotel to overcome barriers to international expansion, such as stiff competition from locally established hotels, legal compliance challenges, supply and political risks (Zhang et al., 2020). Thus, the strategy will enable the business to expand on the available market share and increase its revenue.
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Figure 1: Mandarin Oriental Hotel Group 2022 statement
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Figure 2: Premier Inn 2022 financial statement
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Figure 3: Revenue sources for Mandarin Oriental Hotel Group
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Figure 4. Revenue Sources for Premier Inn
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Figure 5. Mandarin Oriental 2023 Financial Performance
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Figure 6: Premier Inn Financial Statement as at March 2023
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Figure 7. Premier Inn Brand awareness, usage and Loyalty in 2022
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Figure 8. Demographic distribution for Premier Inn.
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Figure 9. Demographic distribution for Mandarin Oriental
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MANDARIN ORIENTAL INTERNATIONAL LIMITED
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