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[bookmark: _Toc148369923]Introduction
In the global hospitality industry, the financial management strategies and practices of leading companies play a crucial role in determining their sustainability and success. Hospitality is a dynamic and highly competitive business industry with numerous players in the market. In this industry, there are two prominent organizations named Mandarin Oriental Hotel Group and Premier Inn. (Rajan et al., 2020). They are recognized as the key players in their respective segments. Additionally, this business report covers the key areas including financial commitments, total revenue, market position, growth potential and financial commitment to CSR. This report will offer a valuable insights into how these both companies navigating the intricate dynamic of the industry. (Pang., 2020). Additionally, this analysis is based on the industry-specific terminology standards, and best practices, drawing from financial statement, academic research and industry report to provide a well-rounded perspective. In the end, this report will provide a well-reasoned recommendation of both organizations based on analysis.

[bookmark: _Toc148369924]Total Revenue
Mandarin Hotel is a group of renowned hotels for its resorts and luxury hotels. Any organization’s total revenue is based on its financial performance. According to the research, the total revenue of this organization has shown an upward trend over the past several years. In the year 2020, the total revenue of this organization was recorded as $1.23 billion, even during the pandemic situation. (Hultman et al., 2021).This indicates the ability of this organization to maintain a substantial revenue stream even during adverse conditions. On the other hand, Premier Inn operates in the mid- and budgeted-range hotel segments that provide affordable accommodation to a wide range of customers. The total revenue reflects the performance of this hotel in this competitive market.

[bookmark: _Toc148369925]Source Revenue
Room booking, event hosting, food and beverage service, spa and wellness services are the primary sources of generating revenue for Mandarin Hotel. (Mateos et al., 2022). Furthermore, they offer a diverse range of services to ensure a steady flow of revenue from multiple streams. On the contrary, the major source of revenue for Premier Inn are on-site restaurants, conference facilities and room bookings. Additionally, they consistently offer good quality and value for money that attract both business and leisure travelers.

[bookmark: _Toc148369926]Revenue Trends
By continuously expanding its global footprint Mandarin Hotel has managed to achieve a growth in its revenue. The growth in its revenue is also because of the sustained success of its existing location and the addition of new properties. (Ergashev and Berdiev., 2020). Furthermore, the company's continuous improvement of its quality and commitment to customer satisfaction have resulted in strong customer loyalty that drives towards revenue growth. On the other hand, Premier Inn experienced revenue growth over the years because of its expansion across the UK and some other international markets. (Pang., 2020). According to the research in the year 2020, the approximate revenue of Premier Inn was £2 billion. Even at that time, the company was facing the pandemic situation still the brand shows commitment to customer loyalty, became a successful and well-established brand in the market.

[bookmark: _Toc148369927]The factor driving revenue growth
Customer experience, good quality and strategic expansion are the primary factors for driving Mandarin revenue growth. Their exceptional services and luxurious experiences attract discerning travelers, which contribute to consistent revenue growth. (Nadzharyan et al., 2020). On the contrary, effective marketing, good quality with budgeted accommodation and strategic location choices are key factors for Premier Inn's continuous revenue growth. They are committed with their customer to providing them an affordable and comfortable lodging, expanding their presence in various regions including airports and city centers.

[bookmark: _Toc148369928]Market Position
The market position of Mandarin Hotel is the luxury segments of the hospitality industry. It is a brand associated with opulence, exceptional and exclusive services. (Rajan et al., 2020). It has a prominent position from others in providing unparalleled luxury experiences to its customers. Even though Mandarin Oriental hotel may not have largest market share in the industry but it has chosen to focus on niche market. On the other hand, Premier Inn’s market position is the mid-range and budget segment and it caters to cost-conscious families and travelers. This hotel may not offer opulence and exclusivity but it established itself as a reliable and budget-friendly choice for its diverse customer. 

[bookmark: _Toc148369929]Market share
As compared to other luxury hotels like Ritz-Carlton and Four Seasons Mandarin hotel has a smaller market share, at the same time it focuses on maintaining a niche market and commanding as a premium for its services. (Sheresheva et al., 2019). On the other hand, Premier Inn competes these brands like Travelodge and Holiday and has become one of the dominant players in the market in this category.

[bookmark: _Toc148369930]Customer demographics
Mandarin hotels target a group of these niche audiences such as business executives and luxury travelers who seek top-tier experiences majority of its patrons comprise high-net worth individuals. (Yuan et al., 2022). The brand has committed to providing exceptional services and creating a sense of indulgence has fostered strong customer loyalty within this niche. On the contrary, Premier Inn offers value to both leisure and business travelers which include families, corporate travelers and budget-conscious travelers that is much broader and diverse as compared to Mandarin Oriental Hotel.

[bookmark: _Toc148369931]Brand perception
Mandarin oriental group hotel's brand image emphasizes exclusivity and sophistication. It provides personalized services in luxurious settings. However, the brand perception of Premier Inn is a reliable and budget-friendly choice for travelers. It emphasizes comfort, affordability, and cleanliness.

[bookmark: _Toc148369932]Growth Potential 
Mandarin Hotel focuses on several strategies to expand further and solidify its position in the luxury hospitality market. However, Premier Inn expanding its reach with the ability to cater for a budget-conscious segment.

[bookmark: _Toc148369933]Expansion Strategies
Mandarin Hotel focuses on entering key global markets and establishing its presence in prime locations. On the other hand, Premier Inn's expansion strategies focus on both the international and domestic markets for growth. (Wei and Jingyi., 2021). As compared to Premier Inn, Mandarin actively exploring Asia, and in future, it will venture into new markets such as Europe and the Middle East where luxury tourism is thriving. However, Premier Inn while exploring its opportunities in the international market seeks to strengthen its presence in the UK.

[bookmark: _Toc148369934]Market Opportunities
Mandarin Hotel is well-positioned to capitalize on these opportunities, where significant growth opportunities offered by the luxury hospitality market and affluent class are growing especially in emerging economies. (Bohne., 2021). On the other hand, Premier Inn can tap into this demand and continue to expand its customer who seek quality accommodation with affordability. 

[bookmark: _Toc148369935]Potential Barriers to Growth
Brands continually innovating to maintain their market share it can create intense competition in the luxury segment. (Mucharreira et al., 2019).  Furthermore, global crisis such as pandemic, economic downturn and uncertainties can impact on luxury travel, posing potential barriers to growth. On the contrary, with various brands vying for market share competition in the mid-range and budget segment also intense.

[bookmark: _Toc148369936]Financial Commitment to CSR
Mandarin Hotel and Premier Inn both maintain a commitment to CSR with different approaches.

[bookmark: _Toc148369937]Sustainability Practices
Sustainable practices such as waste reduction programs, energy-efficient technologies and eco-friendly amenities has implemented by Mandarin hotel throughout its properties. (Kushniruk., 2023).  As compared to Mandarin hotel Premier Inn also emphasis on sustainable operations by reducing water usage and minimizing waste in its hotels.

[bookmark: _Toc148369938]Community Engagement
Both Mandarin Oriental Hotel and Premier Inn hotel engages with the local communities by supporting charities and participate in community events. (Yacinta., 2022). As compared to Premier Inn, Mandarin Oriental is serve as hubs for community activities. On the other hand, Premier Inn encourage employee volunteering.

[bookmark: _Toc148369939]Ethical Business Practices
According to the research Mandarin Oriental and Premier Inn both focuses on the ethical business practices, through fair employment practices, fostering diversity and inclusion among its employees and actively support human rights. (Raditia and Mularsari., 2022). These companies strongly emphasis on maintaining a responsible and ethical operations, contributing to its positive brand reputation in their respective segments.
[bookmark: _Toc148369940]Conclusion
In conclusion, this report focus on two prominent players of hospitality industry, Mandarin Oriental Hotel group and Premier Inn. Mandarin is renowned for its luxury accommodation. On the other hand Premier Inn operates in mid-range and budgeted segment. Both of these shows resilience and growth in a competitive market in their respective segments. With strategic expansions, reputation for affordable quality and brand loyalty Premier Inn successfully increased its market share. (Önder and Gunter., 2022). On the contrary, Mandarin Oriental positioned as luxury brand its commitment to quality and expansion strategies are the key drivers of its growth, it emphasis on exclusivity and sophistication. 
Both organizations Mandarin Oriental and Premier Inn exhibit potential for growth in their respective segments. At the same time they also face challenges such as potential economic downturns and intense competition. Both companies contribute positively to their communities. As compared to Premier Inn, Mandarin Oriental places a strong emphasis on community engagement and ethical business practices. On the contrary, Premier Inn focuses on sustainability efforts. (Ghani et al., 2022). Both organizations continually innovate and adapt to evolving market demands. Both demonstrate a commitment to financial stability and responsible business practices. Additionally, to remain successful, these companies must navigate challenges for future growth while seizing opportunities and engagement with their communities. 

[bookmark: _Toc148369941]Recommendation for Mandarin Oriental Hotel Group
According to the emerging market analysis Mandarin Oriental should continue its market expansion especially in Asia, where luxury tourism is on its peak. (Limna., 2022). Additionally, due to the affluence of middle class these regions provide substantial growth opportunities. Furthermore, the combination of luxury and personalized services are align with the expectation of these markets.
[bookmark: _Toc148369942]Justification
Our analysis shows that Mandarin hotel’s revenue growth is driven by the strategic expansion. Additionally, for luxury hospitality Asia offer fertile ground, the brand can easily capture recognition through this demand in this region. Through diversity in such region it can reduce the dependency on specific markets and mitigate the potential risks associated with economic downturn.
[bookmark: _Toc148369943]Recommendation for Premier Inn Hotel
On the other hand Premier Inn should invest in enhancing its customer experience and digital presence. Research shows that there is an increase occur due to online reviews and digital booking platforms. (Rhou and Singal., 2020). Additionally, while building brand loyalty, the company can attract and retain its customers by providing them a seamless and user-friendly environment.
[bookmark: _Toc148369944]Justification
This analysis highlights the reputation of Premier Inn hotel who provide budgeted accommodation with quality and strong customer loyalty to its potential customers. For making decisions customer heavily rely on reviews and online information in this digital age. Digital experiences improves the customer engagement by collecting feedbacks and improves services, while providing reservation facilities. (Ntounis et al., 2022).  Additionally, Premier Inn hotel will become a reliable and preferred choice for mid-range and budget segments.
 Lastly, these recommendations aligned with the opportunities and strength identified in our analysis. For gaining customer satisfaction both the companies working efficiently in their respective segment. Mandarin Oriental try to expand in the emerging market because of its luxury brand image. On the contrary, Premier Inn enhancing its digital presence, while leveraging its existing customer loyalty to drive growth and customer satisfaction. By implementing on these recommendation both companies will achieve their goals and get more success in their respective market segments.
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