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[bookmark: _Toc148518488]INTRODUCTION
Hospitality Industry refers to the sector which includes the services related to food and beverages, travel and tourism, restaurant and bars etc. (Park and Min, 2020). In the provided business report, some business analysis for Mandarin Oriental Hotel Group and Premier Inn. Objective of the current report is to compare the total revenues, Market position, Growth potential and Commitment to CSR for both of them. Some recommendation on the basis of above analysis is made in order to increase the business ability to meet the business environmental challenges.
[bookmark: _Toc148518489]TASK
[bookmark: _Toc148518490]Comparison of Revenues and financial performance:
Calculation of ratios (2022): (Included in Appendix)
Interpretation of performance using accounting ratios:
· Net Profit ratio: It is a profitability measure which is used to compare the total profits over the sales revenues earned by the company during the period (Nugraha and Susyana, 2021). The Net profits are overall profits which are ascertained after providing for all direct as well indirect incurring. The total net profits during 2022 for Mandarin Oriental was in negative i.e. -10.88 while premier Inn were earning positive net profits from their operation at the level of 2.5%. Mandarin Oriental hotel expenses are increasing which are also decreasing profit margin for the firm.
· ROCE: It is another measure which ascertain the level of operating profitability generated from capital invested within the firm (Jeevitha and Rema, 2022). The ROCE for the Mandarin oriental is -1.05%. It means that company is generating negative return which indicates diminishing performance. While in case of premier Inn the ROCE for 2022 was 2.57% which is much better as compared to Mandarin Oriental.
· Debt Equity ratio: It is a solvency ratio which is used to compare long term solvency of firms (Kaur, 2022). The total debt is compared with total equity for ascertaining total solvency. The solvency ratio in above case is found to be at 0.28 for Mandarin Oriental which is less than premier Inn. The Debt equity ratio of Premier inn hotel was more than 1 (1.32 times of equity). It means company is using more debt to support their operations.
· Current ratio: It is a liquidity ratio which compares the total current assets with current liabilities of firm (Tangngisalu, 2022). Higher the liquidity is considered to be better as it indicates better ability to meet current obligation. According to above computation, the current ratio for both the firm is similar i.e. 1.76 for 2022. 
Total Revenue and source for each organization:
Sources of revenues: The premier Inn hotel is earning their revenues from Accommodation, Food beverage and other items selling (Denizci Guillet, 2020). Mandarin Oriental overseas deriving their sales revenues from different activities related to Hotel Ownership, Branding, rental income etc. Main sources according to geographical area were Asia, America, Africa and Europe etc.
Revenues trends (last 5 years):

Interpretation: According to above chart, it is concluded that the premier Inn is earning higher revenues than Mandarin Oriental. This is indicating that Premier Inn is efficient with their capacity to generate sales. The total revenues for Premier in were 2007.4 which increased to 2071.50 in 2020. It then decreased in 2021 but next year it made a v shaped recovery in 2022 and reached to 1703.40. While the mandarin hotel revenues lower and decreasing from the level of 613.7 to 183.7 in 2020. After then they only reached to 454.1 during 2022. Average sales growth rate for mandarin for the period was only 10% while it was 30% for Premier Inn.
Factors for diminishing revenues for the company:
· Decrease in business capacity: It leads to inability to meet the market demand and lost business sales opportunities. The wastage of resources increases which decrease their ability to minimize their business costs.
· Higher level of inflation: Increase in rate of inflation increase price of the product and services within the economy. It decreases demand level made by consumers (Singh, and et.al., 2022).
· Increase in expenses: The total revenues and profitability of the company decrease due to higher increase in business expenses. Expenses for the company may increase due to tax reforms or change in interest rate of financing. It leads to decrease in net profitability of the firm.
[bookmark: _Toc148518491]Market Position:
Market share: 
The market comparison is made on the basis of same currency for both the companies. Below the line chart short change in companies share prices during last 1 year.

In case of the Mandarin Oriental group, the share price of the firm was very less as compared to Premier Inn. Above chart is showing that the current share price for the firm is equal to the share price achieved lost year November (Pascual-Fernández and et.al., 2021). The share price of company is at 1.65 which is equal to the previous year level. The highest level reached in the month of January where it reached 1.92 highest level of the year. Company also declared dividend in the year once in month of Aug i.e. 0.015.

In contrast to this, the share price of Premier Inn is increasing and which is 10 times in terms of dollar as compared to Mandarin oriental group. It is also increasing time to time which is showing better position within the marketplace. The company share price was $ 7.58 dollars which is now floating at $ 10.04. The highest level was achieved during the month of July i.e. at 11.345. The company also announced dividend two times i.e. in May 2023 (0.155) and November 2022 (0.069) during the period of analysis.
Consumer demographics:
The target consumer of Mandarin Oriental hotel basically includes all the types of person of all ages. These only target the luxury sector which is also reflected from their higher class facilities provided by them. The target market of the company include consumer from Asian, African, European and American areas in total (Melović, and et.al., 2021).
Premier Inn is not only dependent on rich class but also appeals the consumers like frugal vacationers, business travelers, families etc. The Business class include male persons whose age range between 25 to 54. While travelers for leisure purpose include ages of 25-44. UK market keeps higher relevance for the firm geographically. It also serves at international level too.
Brand Perception:
Mandarin Oriental hotel is a brand which basically focuses over the consumer satisfaction in order to achieve better brand excellence in total. They create Asian culture experience with international level blend to meet the expectation of the consumers (Yu and Yuan, 2019). People like their dining and all-inclusive spas which is possible due to quality management activities within the hotel. All these make this hotel to be the award winning hotel and popular hotel within its consumer group.
Premier Inn: 53% of total consumer of UK like Premier Inn hotel. It ranks strongest on the Brand Strength index which is highest in the world. It also got AAA brand ratings which shows it has better brand strength which influences the consumer brand perception in positive manner. It is also ranked one according to its brand preference scores (Wang, Torelli and Lalwani, 2020). Consumer are confident in this hotel perception. Better brand presence at different location make it more popular.
[bookmark: _Toc148518492]Growth Potential:
Mandarin Oriental Hotel has a low level of growth potential as compared to other hotel Premier Inn. Their revenues and profitability is diminishing but their scope of consumer is currently limited. They are only operating as a luxury brand which is limiting them to some luxury consumer only (Xia and et.al., 2020). Different factors like low level of sales, innovation, profitability and returns are decreasing growth prospects for the company. Company has low level of ability to bear debt financing as they have low level of liquidity.
The global opportunities are available for Mandarin Oriental hotel are Indian luxury market. Palaces like Goa, Delhi and Mumbai could be key market for entering in Indian Market. Considering the changing lifestyle could work better for the hotel. It is also very easy to travel to countries like India. They must establish their hotels in tourist countries which could be a best expansion strategy for them. 
Potential barriers for the firm include lower level of liquidity and profitability. It is resisting company to expand them into new markets (Chen, Kumara and Sivakumar, 2021). They are also not generating the desired level od revenues from their existing destinations.

Premier Inn Hotel:It has better growth prospects as they have a better brand value in UK and also ranked as No.1 hotel in rankings. They are also sustainable with their governance. The market price for the firm has increased as compared to last year. The profitability and return level is also positive as compared to Mandarin Hotel (Asadi, and et.al., 2020).
The expansion strategy of the Hotel includes the benefit of declining small hotels within UK. It is also said that the rate of expansion has been increased due to same reason which also contribute to their success (Zahra, 2020). It is one of the best promoted and popular brand in UK. Company could also increase their market share by expanding to another country like Saudi Arabia and India which are popular destination. Company has a better financial status too.
The main barrier for the company is their operating expenses (Ali and et.al., 2023). Company cannot take more debt and financing as they are already 1 times in comparison to their owner’s equity.
[bookmark: _Toc148518493]Financial Commitment to CSR: 
Mandarin Oriental Hotel: Sustainability practices of the Hotel include the increased use of ESG framework in order to promote sustainable practices within different destination and supply chain management. The environmental policy of the company is centered to improving the energy usage and increasing the efficiency level of the company to decrease the wastage of business resources. They are also engaging their stakeholders to achieve the objective (Barauskaite and Streimikiene, 2021). Company is increasing the use of renewable sources to meet their energy needs.
The policy regarding the Diversity inclusion provides for working in inclusive manner within the office work environment. Use of Fair practices by human resource personnel and better support to career interest of employees would result increased productivity levels and dedication within the firm. New polices of human right include the code of conduct for meeting the responsible criteria of social practices in sustainable manner. 
Sustainability corporate governance within the firm include the five tiers which include seven groups like Executive panel, leadership council, Task forces, Working Groups, Sustainability department, working groups, champions and committees etc. (Cancela and et.al., 2020). They mainly focus on eco-friendly development of the company. Use of single use plastic and waste management are their main responsibilities. Sustainable communication processes with quality innovative experience would lead them to achieve their sustainability processes. Department of sustainability is also leading to better internal coordination and meeting the basic compliances to the sector.

Premier Inn: Serving the quality is the main motive of the company with a great taste. But maintenance of dietary standard like sugar salt and calories in the food with better quality value increases brand value of company. The vision of the company to give a better well living condition to their consumer. But they are also working over the decreasing waste food by donating their food from their different Food Banks. Food banks for donation purpose is a best initiative of the company.
They are currently handling with 800 hotels within the UK where each of them lives within a community. They play an active role by performing the activities related to Charity to needy people, fundraising from public (Afshan, and et.al., 2021). They also promote economic activities by providing better work opportunities to the people in such locality. Better work experience for existing employees increases the dedication level at work. They also build the employee career by running training and development programs regularly.
[bookmark: _Toc148518494]RECOMMENDATION
From the above analysis, it is recommended that Mandarin Oriental Hotel is not performing as per their efficiency. The level of expenses they are bearing is very high. It is the main reason of their decreased profitability and low level of growth potential. Company could increase their growth by making promotional activities to promote their brand to larger public. They could also expand to medium level income groups to increase their consumer base. Building local level partnership would also help them to grow their operational efficiency. Use of effective costing and forecasting techniques could help them to achieve optimum progress.



[bookmark: _Toc148518495]CONCLUSION
From the above assessment it is concluded that hospitality is very large sector which contribute to the country economy a lot. There are many players who are already working in this sector and popular in different countries. Both the companies discussed above are working for different targeted consumer group. Mandarin Hotel is lagging behind in performance as compared to premier financially as well as in market price context too.

[bookmark: _Toc148518496]APPENDIX
	
Type of ratio
	Financial Ratio
	Formula
	Working
	Mandarin Oriental International Ltd 
	Working
	Premier Inn

	Profitability Ratio
	Net Profit Ratio
	(Net Profit margin / Sales revenues) * 100
	(-49.4 / 454.10) * 100
	-10.88%
	(42.5 / 1703.4) * 100
	2.50%

	Profitability Ratio
	ROCE
	(Operating profits / Capital employed)
	(-42.6 / (4252.7 - 185.6) )* 100
	-1.05%
	(227.3 / (9566.6 - 719.6))*100
	2.57%

	Solvency ratio
	Debt / Equity 
	(Debt / Equity)
	(955.1 / 3297.6)
	0.289634886
	(5447.50 / 4119)
	1.32252974

	Liquidity ratio
	Current Ratio
	(Current Assets / Current Liabilities)
	(328.5 / 185.6)
	1.769935345
	(1268.20 / 719.6)
	1.76236798
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Sales comparision

Mandarin Oriental Hotel	
2018	2019	2020	2021	2022	613.70000000000005	566.5	183.7	316.89999999999998	454.1	Premier Inn	
2018	2019	2020	2021	2022	2007.4	2049.1	2071.5	589.4	1703.4	



Mandarin Oriental share price
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