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Executive summary
Financial management in the hotel industry is an essential aspect of its financial performance evaluation and relevant action implementation. In the comparative financial evaluation between the Shangri-La Group and the Premier Inn Hotels, it has been seen that Premier Inn Hotels has an increased rate of profitability after 2022, due to the involvement of a large number of customers. On the other hand, Shangri-La Group has a more focused group of customers and showed financial stability amid the pandemic conditions. It is recommended that Shangri-La should extend into the mid-scale segment by creating a subsidiary brand to target middle-income customers, particularly within the Asia-European market. This will help to minimise the dependence on luxury clients together with increasing resilience for economic downturns. Premier Inn should expand into Europe along with Asia at the same time enhancing its digital capabilities. This will increase its sources of revenue, and market share together with the overall brand status of being the best-known chain of budget hotels targeting eco-aware travellers.
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[bookmark: _Toc179803706]1. Introduction
The report assigned here offers with a comparative assessment of the fiscal management practices of Shangri-La Hotels and Premier Inn Hotels. It highlights their results in key areas including total revenue, market positions, growth opportunities and financial obligations to CSR. Thus, by presenting the financial data of both the selected companies from 2020 – 2023, the report will focus on the business models and strategies. These strategies will reveal the specific fiscal management practices of the companies and contain suggestions that can contribute to their further enhancement.
[bookmark: _Toc179803707]2. Fiscal management strategies
[bookmark: _3whwml4][bookmark: _Toc179803708]2.1 Total revenue
[bookmark: _2bn6wsx][bookmark: _Toc179803709]2.1.1 Key revenues and costs
In the case of a comparison of total revenue between the Shangri-La Group and the Premier Inn Hotels, different revenue streams and allocations have been compared based on their annual reports spanning between 2020 and 2023. The key revenues and costs for Sangri-La Group include:
	Key Revenue aspects
	Costs (millions)

	
	2020 (Sitecore, 2020)
	2021 (Shangri-La, 2021)
	2022 (Sitecore, 2022)
	2023 (Sitecore, 2023)

	Consolidated revenue
	1033.4
	1241
	1462
	2141

	“EBITDA of the Company and its subsidiaries”
	84.9
	132.8
	174.4
	522.2

	Total profit
	460.2
	290.6
	158.5
	184.1

	Net assets per share
	6,061.6
	5,864.3
	5,254.0
	5,222.4


Table 1: Key Financials for Shangri-La Hotels
The key revenues and costs of Premier Inn include:
	Key Revenue aspects
	Costs (millions)

	
	2020 (Whitbread Plc, 2020)
	2021 (Whitbread Plc, 2021)
	2022 (Whitbread Plc, 2022)
	2023 (Whitbread Plc, 2023)

	Consolidated revenue
	£2,072
	£590
	£1,703.4
	£2,625

	“EBITDA of the Company and its subsidiaries”
	£358
	£487
	£58.2
	£375

	Total profit
	£487
	£635
	-
	-

	Net assets
	£4,031
	£3,834.1
	£4,119
	£4,111.4


Table 2: Key Financials for Premier Inn Hotels
Based on the key revenue and cost analysis of the two hotel groups, it can be said that consolidated profits have increased over the years for both companies. However, for Shangri-La Group the profit has increased gradually while for Premier Inn Hotels, profits reduced in 2021 due to the pandemic scenario and then a gradual rise was seen. In the case of EBITDA profit before tax as well, the profit has gradually increased in the case of Shangri-La Group while reducing overall for Premier Inn Hotels (Whiteboard, 2023). It can be said that the maintenance of genuine care practices incorporated at the time of the pandemic might have maintained the value of the company operations (Kembauw et al., 2020). Thus, the company's revenue streams have been able to maintain a steady pace.
[bookmark: _qsh70q][bookmark: _Toc179803710]2.1.2 Revenue trends
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Figure 1: Total revenue trends of the Shangri-La Group and the Premier Inn Hotels
The comparison between total revenue trends regarding the two companies shows that the total revenue of Shangri-La Group has been gradually increasing since 2020. However, due to the pandemic, the total revenue of Premier Inn Hotels has significantly fallen and then gradually risen. In both cases, the total revenue has increased within the three years of operation. Situational change in customer services to ensure its validity is essential to retain a steady pace of profit in the hospitality industry (Ali et al., 2021). Therefore, it can be said that Shangri-La Group performed better in customer service than Premier Inn during the pandemic period.
[bookmark: _3as4poj][bookmark: _Toc179803711]2.1.3 Revenue sources
The main revenue sources of Shangri-La Group’s operations include cash obtained from previous operations, net cash from operating activities, lease payments, cash from associates, bank loans and proceeds from bonds (Sitecore, 2023). On the other hand, revenue sources of Premier Inn Hotels include freehold backing, adjusted accounting practices property transactions and existing shareholders and investors (Whitbread Plc, 2023).
[bookmark: _1pxezwc][bookmark: _Toc179803712]2.1.4 Factors driving revenue growth/decline
The strategic management of the Shangri-La Group has mainly driven the success regarding constantly increasing profit generation for the company. The increasing occupancy rates due to the high-end hospitality service of the company is the main driver of its revenue growth (Alhemeiri et al., 2024). On the other hand, the closure of all the hotel-related services of Premier Inn and the Whitbread group has resulted in a reduction of profit generation for the company during the pandemic which was recovered later (Premier Inn Hotels Ltd, 2024). Thus, despite of the similar situations faced, the validity of operations regarding the environment made the difference as a factor. 
[bookmark: _49x2ik5][bookmark: _Toc179803713]2.2 Market position
[bookmark: _2p2csry][bookmark: _Toc179803714]2.2.1 Market Share
The Premier Inn Group has obtained about 12% of the total UK hospitality industry share in the market (Whitbread, 2024b). However, in comparison, the total market share of Shangri-La Group cannot be determined.
[bookmark: _147n2zr][bookmark: _Toc179803715]2.2.2 Customer demographics
In terms of customer demographics, the Shangri-La Group targets mainly business-class travellers, upper-class travellers and families who fall under the high-income category (Nuseir, 2022). On the other hand, Premier Inn Hotels targets mid-market category customers and mid-income business travellers who are looking for long holidays (GBR, 2022). The difference is customer demographics are thus one of the main reasons Shangri-La Group has been able to maintain a steadily increasing profitability during the pandemic. 
[bookmark: _3o7alnk][bookmark: _Toc179803716]2.2.3 Brand perception
The Shangri-La Group has a brand perception regarding providing personalisation capability and anticipating customer needs (Shangri-La Group, 2020). On the other hand, Premier Inn Hotels has a perception regarding affordability and comfort along with a high marketing capability (Stephenson, 2023). Thus, the company can attract a larger number of customers.
[bookmark: _23ckvvd][bookmark: _Toc179803717]2.3 Growth potential
[bookmark: _ihv636][bookmark: _Toc179803718]2.3.1 Expansion strategies
The Shangri-La Group is the pioneer of the Asian hospitality sector and considers growth through mergers and acquisitions while partnering with both local and international organisations (Shangri-La Group, 2020). On the other hand, Premier Inn aims to take over low-performing restaurants and use them for their operations. By 2030, the company aims to covert 112 underperforming restaurants in the UK to add rooms for the business arsenal (O’Neill, 2024). Thus, both companies consider acquisitions as strategies for growth.
[bookmark: _32hioqz][bookmark: _Toc179803719]2.3.2 Market opportunities
The Asian hospitality sector has had a growth rate of 10.24% since 2022 and is expected to become a market of $1,063 billion by 2028, providing significant opportunities for Shangri-La Group to expand into a larger market (Statista, 2024). On the other hand, European hospitality market is expected to grow to €237.9 billion by 2028 with a 1.3% growth rate, proving moderate opportunities for Premier Inn (Reportlinker, 2024). Thus, Shangri-La Group has a larger market growth opportunity than Premier Inn. 
[bookmark: _1hmsyys][bookmark: _Toc179803720]2.3.3 Potential barriers to growth
In the case of the Asian market, the cost-of-living crisis is one of the largest barriers to growth for the hospitality industry targeting only high-class individuals (Hao, Xiao, and Chon, 2020). On the other hand, between the UK and European markets, the Brexit conditions and related business detachments can create barriers to hospitality business, involving labour market problems (Sargent, 2023). 
[bookmark: _41mghml][bookmark: _Toc179803721]2.4 Financial commitment to CSR
In terms of corporate social responsibility, the Shangri-La Group has been seen recently investing $3.2 million in social projects and donations for the UK community (Sitecore, 2024). In the case of Premier Inn, the company have been seen donating £2,388,767 to their charity partners in 2023 (Whitbread, 2024a). Thus, both companies have a significant financial commitment towards CSR, while Shangri-La Group appoints a larger amount. 
[bookmark: _Toc179803722]3. Recommendations 
[bookmark: _Toc179803723]3.1 Recommendation for “Shangri-La Hotel Group”
Recommendation 
Shangri-La Hotel Group should think of gaining a greater share of the operating income by penetrating the mid-tier market segment service while not losing its high-end service. This would call for the development of a new low-end sub-brand along with the introduction of the brand among the hotels that are in mid-range. It will help to serve middle-income travellers in other new Asian and some European markets. There is a fantastic opportunity for the mid-market segment as travellers seek value without sacrificing quality due to economic instabilities.
Justification 
Shangri-La’s revenue has been on the rise from 2020 to 2021 because of its dominance in the luxury segment. Nevertheless, the company relies on high-end customers, a strategy that is risky in times of economic decline, as seen during the time of pandemic (Alhemeiri et al., 2024). Moving into the mid-market would open up a new stream of income that is finely tuned by the effects of a recession. There is a growing trend of consumers to look for cheap yet quality hotel accommodations. This makes this market rich for Shangri-La to tap into and generate more money from this sector than relying on a single market base.
At present, Shangri-La occupies a large share of the luxury segment, especially in the Asian region, offering personalised services for attracting the target audience of wealthy individuals (Chen et al., 2024). Nonetheless, the hotel chain’s market share can be broadened with the development in the middle-income traveller segment. This way Shangri-La is free to expand into a sub-segment of the full range service industry for travelling customers whereas the company does not need to compromise the status of its luxury brand. Moreover, it could enhance its market position in some competitive regional areas such as Southeast Asia that show a significant growth in mid-market presence.
Currently, Shangri-La has been aiming to expand its service through mergers and acquiring new partners from international organizations (Shangri-La, 2024). Though these strategies have been useful in expanding its luxury presence, the mid-market segment has the most potential for expansion including Chinese, India, and Southeast Asia. In these regions, the middle class is growing together with their purchasing power increases and people have more disposable income. Thus, more of them will be travelling and in the mid-price category for accommodations. Considering this situation, diversifying into this segment would benefit Shangri-La by grabbing this opportunity, and reducing dangers such as market saturation in the luxury segment. 
Shangri-La being a luxury brand is aiming at building a better image through CSR activities such as social activities and environmental sustenance (Shangrilaexperiences, 2024). It means that by entering the mid-market, it can support its CSR activities better, especially in countries with emerging sustainable tourism needs, and attract environmentally friendly tourists.
[bookmark: _Toc179803724]3.2 Recommendation for Premier Inn Hotels
Recommendation 
To keep up with the competition, it recommended that Premier Inn should step up its overseas expansion. Especially, expanding in Europe and Asia together with improving its online platform to deliver better services to its customers and integrate digital into its operations. Implementation of this strategy shall enable the company to gain a larger market share by increasing market share, and optimising revenue generation in combination with strengthening its position aa the most popular low-cost hotel chain.
Justification
Some recommended steps for the enhancement and development of the Premier Inn digital strategy are discussed here. Premier Inn should invest more in the development of online booking platforms, invest in the tools of data analytic together with promote the company through digital marketing techniques to attract guests from other countries (Bhandari and Sin, 2023). This will place the hotel in a position to be able to compete with other hotels in the global market while cutting additional expenses, which in turn can be beneficial for ensuring the high profit margin of the business.
Although Premier Inn has managed to bounce back from the effects of the pandemic financially, its revenues at the moment are less than before. This is because the company heavily relies on the UK market. Entering the international market especially countries like Germany, can help for the diversification of the revenue of the company. Premier Inn operates in the UK and owns a 12% market share of the hospitality market (Whiteboard 2023). Nonetheless, it is not popularly known outside the United Kingdom market. Venturing into Europe and Asia, especially the southeast region that is experiencing growth in low-cost travel, will increase Premier Inn’s global brand recognition and a means for it to compete with regional and global low-cost players. Furthermore, due to the cost-effective model, which has already made the company popular, Premier Inn is ready to cater for the ever-growing demand for cheap and qualitative hotels in rapidly developing tourist cities.
The European market is likely to expand comparatively steadily, while the Asian market is likely to expand at a much higher rate. Premier Inn has been interested in converting underperforming properties into hotels for their domestic expansion (Carlisle et al., 2023). This approach could be repeated globally with special reference to the Asian market where middle-income travel is rapidly rising.
Sustainable practices which can be incorporated by Premier Inn include building designs that are sustainable together with practices that are energy-efficient and minimisation of production of waste (Premier Inn, 2024). Satisfying the CSR objectives would also simultaneously attract environment-sensitive travellers that have a high potential of meeting Mitre’s managerial goals to expand into new domains and offer a competitive advantage.
[bookmark: _Toc179803725]4. Conclusion 
Comparing Shangri-La Hotels’ together with Premier Inn Hotels’ financial operations, this can be concluded that both companies have great growth financial opportunities along with certain obstacles. Shangri-La has its risks as relying on luxury customers thus making the expansion to mid-market wise. Conversely, therefore, Premier Inn should consider the generation of revenues from other geographical regions through expansion and e-business solutions to have a good view on how to improve on its operations. Through these differential approaches, both corporates can enhance their current standings and make a long-term, healthy growth possible.
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