
Assignment Title: Business Report - Comparison of Two Hospitality Organisations
Module Name: Financial Management for the Hotel Industry
[bookmark: _heading=h.gjdgxs]Module Code: BMIH5007
Student Name: Nicusor Florin Mistode
Student ID: 2246469
Lecturer Name: Tristan Hawkins
Word Count: 2200













[bookmark: _heading=h.30j0zll]I confirm that I have not use any AI tools for this assignment!
Table of Contents
Introduction	3
Evaluation and comparison of the key revenues and costs	4
Analysis of the market positioning of both hotel groups considering factors such as market share, customer demographics, and brand perception	5
Competitive Position Analysis	8
Analysis of the growth potential of each organisation involves examining expansion strategies, market opportunities, and potential barriers to growth	8
Evaluation of the financial commitment of each organisation to CSR initiatives	9
Recommendation	10
Conclusion	11
Reference List	12
Appendices	15

[bookmark: _heading=h.1y810tw]


[bookmark: _Toc179881641]Introduction
This assignment has the aim of critically evaluating along with analysing the data requirements of the management which is specifically in relation to the decisions which involve revenues, other financial criteria and costs. The comparison will be made of Shangri-La Hotel Group and Premier Inn Hotels based on their revenues, costs and their revenue growth.  
[bookmark: _heading=h.2et92p0]

[bookmark: _Toc179881642]Evaluation and comparison of the key revenues and costs
In the case of the Shangri-La Hotel Group, the key revenues of the firm include room revenue, food along with beverages, events along with meetings and loyalty programs (Atrill and McLaney, 2021). The most significant income source of the firm is room revenue which is driven through the luxury accommodations inside the locations of high-demand urban areas along with the resort (Bhimani, 2006). In the year 2020, the firm faced a significant decline in its revenue due to COVID-19 whereas in the year it became £109,720 while in 2021 the firm is required to face a loss of £-1,843 due to COVID-19 restrictions (Wsj, 2024). In the year 2022, the firm recover through having a profit of £6,636 due to the ease of the restrictions of COVID-19. In 2023 the firm can make a continuous recovery by having a profit of £230,236 through giving strength on the expansion of the presence inside Asia along with new openings [Refer to Appendix 1] (Shangri-la.com, 2024).  The factor of revenue growth includes recovery through the restrictions of COVID-19, demand regarding strong travel of luxury along successful unique experience marketing.  
In the case of the Premier Inn Hotels, the key revenues of the firm involve room revenue, food along with beverages, corporate contracts and the fees of the franchise. The firm is able to get high revenue through budgeted accommodations, which is appealing to travellers who are cost-conscious (Jagels, 2007). Consequently, in the year 2019, the firm can have solid performance through the strong domestic travel market with a high rate of occupancy (Cdn.whitbread.co.uk, 2024). The organisation experienced a huge decline in 2020 due to COVID-19 by -1,093,035 having some of the resilience through the domestic travellers along with essential workers. In the year 2021 profit was -402,340 and in 2022 it was -171,255, the firm will be able to recover from having strength on the market in the UK along with the travellers who are budget-conscious (Cdn.whitbread.co.uk, 2024). In 2023 the firm was able to have a continuous recovery and became a -96,599 advantage through the resurgence in the domestic travel of leisure along with the travel of the business [Refer to Appendix 3] (Wsj, 2024). After recovering, the firm also faced loss. The cost structure of the organisation is lower in comparison to the luxury hotels but then also it is significantly caused by the requirements regarding staffing along with maintenance. Additionally, firms making investments in digital marketing attract budget-conscious travellers along with managing visibility. The firm is able to have recovery due to shifting towards budgeted accommodations along with enhancing strength on the online bookings along with flexible strategies of pricing (Guilding, 2014). It enables the organisation to cover a huge share of the market. The firm is having effective opportunities regarding growth since the consumers become more conscious regarding the costs.          
[bookmark: _Toc179881643]Analysis of the market positioning of both hotel groups considering factors such as market share, customer demographics, and brand perception
In the case of Shangri-La, the Hotel Group is primarily in the luxury sector along with upscale segments and competing with high-end brands such as Ritz-Carlton, and Mandarin Oriental along Four Seasons (Seal et al., 2008). Additionally, it also has a strong presence in Asia specifically, inside cities such as Hong Kong, mainland China and Singapore where it holds the primary market share. Additionally, the program of Golden Circle helps attract repeat consumers fostering high spending and catering to the demographics which give value to luxury personalised services (Tranter et al., 2004). The organisation is perceived as the type of premium brand which is known for exceptional services, amenities of high quality along with the experiences of a unique culture.
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Figure 1: Inelastic demand curve for Shangri-La Hotels
(Source: Chen, 2021)
The demand curve of the firm Shangri-La Hotels shows that the organisation is experiencing high inelastic demand (Chen, 2021). Therefore, it is having the meaning that the consumers of the organisation are less sensitive towards the changes in the prices caused by the unique experiences along with the high-quality services which are offered through the firm. In addition, the loyalty of the brand along with the exclusivity of the firm offerings permits the firm to manage the high prices without having any significant effects on the demand of the Shangri-La Hotels (Abd Rahim et al., 2023). Consequently, the demand price elasticity of the organisation is low in case the firm makes enhancement in its prices then also the loyal consumers of the organisation will have a willingness to stay caused of the perceived value along with the experience (Abd Rahim et al., 2023).  Shangri-La Hotels might require to provide strength on managing the premium pricing and giving strength in their luxury experiences along with making investments in marketing which will enable giving strength to the loyalty of the brand.   
In the case of Premier Inn Hotels, comes under the segment of budget hotels inside the UK. it competes with brands such as Travelodge, Ibis, along Holiday Inn Express (Wild, 2018). The organisation has a strong presence in the market significantly in the UK with plans regarding expansion in the international markets but also it gives a primary focus on domestic travellers. The demographic trends of the firm involve individuals of middle income (Dogru et al., 2020). The organisation offers contracts towards businesses regarding accommodation solutions of cost-effective, and appealing towards corporate clients searching for the options which are affordable. 
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Figure 2: Elastic demand curve for Premier Inn
(Source: George, 2021)
It has been seen that the organisation Premier Inn is operating in the segments of budgeted hotels (George, 2021). Therefore, due to the segment of the organisation, the demand of the organisation will be more elastic. Hence, it has the meaning that the consumers of Premier Inn are more sensitive towards the changes in the prices. In case the organisation makes enhancement in its prices theme the travellers who are budget conscious will select alternatives which makes a significant effect on the firm rate of occupancy. The small enhancement in the rate will lead towards the drop in the bookings (Zell, 2022). However, it is significant regarding the firm Premier Inn that it gives priority to the strategy of competitive pricing, and promotions along with the offering of values so that it becomes able to attract consumers who are price-sensitive.   
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Figure 3: Bowman's Strategy Clock
(Source: Villagrasa et al., 2023)
Bowman's Strategy Clock is seen as the model which illustrates dissimilar competitive strategies based on the price along with the perceived values. The ways the Shangri-La and Premier Inn were fitted into the framework have been discussed below
Shangri-La Hotel’s
The organisation Shangri-La Hotels is in the second or even third position of the model (Villagrasa et al., 2023). The hotel got second or even the third position since it offers luxurious accommodations, and services of high quality along with unique experiences such as spas, fine dining and others. Therefore, these high quality and premium services of the firm are justifying its premium pricing. Additionally, most of the time the consumers or the travellers prefer the Shangri-La Hotels due to its brand reputation along with the brand equity which makes the reduction in the sensitivity of the price. Additionally, the organisation is also incorporating exclusive partnerships as well as local experiences which support in increasing the satisfaction of the guests and also differentiating the brand from its competitors (Villagrasa et al., 2023). Consequently, it has been seen through the reviews of the consumers which mostly highlighted that the organisation provides exceptional services along with unique amenities. 
Premier Inn Hotel’s
The Premier Inn Hotel is able to get the position of one or even two (Almutairi, 2023). The organisation is able to get the position of one or even two since it provides strength on giving the accommodations to the travellers which are affordable without making any compromises in the basic quality. Hence, it helps in making attractive towards the travellers who are budget-conscious. Consequently, it has been shown through market research that the Premier Inn Hotel mostly ranks highly in the case of price when compared with the budget hotels (Almutairi, 2023). Additionally, the feedback through the consumers shows the value regarding the money along with the practicality of form offerings regarding families along with the business travellers. 
[bookmark: _Toc179881644]Competitive Position Analysis
The organisations Shangri-La Hotels and Premier Inn are standing relative to their competitors. Consequently, the ways the firms stand relative to their competitors are discussed below
Shangri-La Hotels
The target market of Shangri-La Hotels is the luxury travellers, executives of the businesses along affluent tourists of leisure (Ning, 2021). The organisation is able to differentiate itself from its competitors by providing unique or even exceptional services to its consumers. It also provides high-end amenities along with unique experiences like spas, dining and lots more. The competitors of the brand include Ritz-Carlton, Mandarin Oriental and others. 
Premier Inn
The target market of the Premier Inn includes travellers who are budget-conscious including families, tourists searching for affordable lodging along business travellers (Hu and Trivedi, 2020). The organisation significantly competes on the price, giving good values with the essential amenities as well as standardised rooms. The competitors of Premier Inn include Holiday Inn Express, Ibis and lots more.     
[bookmark: _Toc179881645]Analysis of the growth potential of each organisation involves examining expansion strategies, market opportunities, and potential barriers to growth
The expansion strategy of Shangri-La Hotel Group includes focusing on enhancing the presence inside emerging markets specifically in the regions of Asia-Pacific since there is an increase in demand for luxury travel (Mashika et al., 2021). Consequently, the strategic acquisition along with the partnerships towards entering new markets involving North America along with Europe. Shangri-La Hotel Group has the opportunity that after the pandemic the favourable environment has been given through enhancement in the demand of luxury travel on the travellers of high spending (Mashika et al., 2021). Additionally, there is an enhancement in the demand regarding the unique along with the authentic experiences that might drive growth by tailoring the offerings which show local cultures along with heritage. 
In the case of Premier Inn Hotels, the expansion strategy includes constant expansion inside the UK emphasis on enhancing the location numbers in the primary region along with urban areas (Hernández-Rojas and Huete Alcocer, 2021). The organisation is also putting strengt on making enhancements in the online platforms of booking along with the mobile applications so that it becomes able to make improvements in the experiences of the consumers along with effectively streamlining its operations. Additionally, the expansion of the partnerships with the businesses regarding the accommodations of long-term contracts might stabilise the streams of revenue (Hernández-Rojas and Huete Alcocer, 2021). Moreover, the market of UK-budgeted hotels is having high competition and it can face starvation which is limiting the opportunities regarding the new entrants.     
[bookmark: _Toc179881646]Evaluation of the financial commitment of each organisation to CSR initiatives
The Shangri-La Hotel Group is making the allocation of a significant amount of capital regarding sustainability projects involving systems of energy-efficient measures for water conservation along with the technologies of waste reduction (Drury, 2021). For instance, the firm has a commitment towards a sustainable budget regarding retrofitting properties with the technologies of sustainability (Daries et al., 2021). The group is also making effective contributions towards local charities along with community projects. The firm masques the allocation of the percentage of its revenue through particular events such as fundraising dinners towards these initiatives. The organisation is also providing financial support to its employees; involvement in community services might involve funding regarding volunteer days and others (Seal, 2019).    
The organisation Premier Inn Hotels made a substantial investment in the technologies of energy saving all over its properties. The budget regarding these initiatives of the firm is running in the millions for several years (Cdn.whitbread.co.uk, 2024). For example, rolling out LED lights along with water savings fixtures represents the primary investment. The firm is making the allocating of its funds to partnerships with community projects along with local charities (Cdn.whitbread.co.uk, 2024). The firm has the target regarding the reduction in its carbon footprints along with the production of waste which necessitates ongoing commitments of finance to ensure that they are effectively meeting their goals of sustainability.    
[bookmark: _heading=h.1xnvzevktm9e][bookmark: _Toc179881647]Recommendation 
Shangri-La Hotels is recommended to leverage data analytics so that it becomes able to develop personalised experiences which support the firm in making improvements in the satisfaction of the consumer along with loyalty (Abbas et al., 2023). Premier Inn Hotels is recommended to make investments in renewable sources of energy, reduction in waste along with investment in the technologies of water saving which position the organisation as the choice regarding the travellers who are environmentally conscious.   


[bookmark: _Toc179881648]Conclusion 
It has been concluded that both the organisations Premier Inn Hotels and Shangri-La Hotel Group are able to make improvements in their revenues in the year 2022 after the pandemic of COVID-19. It has been also seen that both organisations have the opportunity for effective growth due to the enhancement in the demand for luxury along with budgeted accommodations. 
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Appendix 1: Profit and Loss Account of Shangri-La Hotels
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Figure 1: Profit and Loss Account of Shangri-La Hotels
(Source: Wsj.com, 2024)
Appendix 2: Profit and Loss Account of Premier Inn Hotels
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Figure 2: Profit and Loss Account of Premier Inn Hotels
(Source: Whitbread.co.uk, 2024)
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Figure 3: Profit and Loss Account of Premier Inn Hotels 
(Source: Wsj.com, 2024)
Appendix 3: Balance Sheet of Shangri-La Hotels for 2019 to 2023 
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Figure 4: Balance Sheet of Shangri-La Hotels
(Source: Wsj.com, 2024)
Appendix 4: Balance Sheet of Premier Inn Hotel 2019 to 2024
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Figure 5: Balance Sheet of Premier Ltd.
(Source: Whitbread.co.uk, 2024)
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Figure 6: Balance Sheet of Premier Ltd.
(Source: WSJ.com, 2024)
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