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This guidance is for students and staff to support the integration of AI tools in assessment. 
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	PROOFREADING 
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards. 
	Yes x
 
No  ☐ 

	WRITING 
	For this assessment, you can use Generative AI to create text for submission. 
	Yes ☐ 
 
No  x

	CREATIVE 
	For this assessment, you can use Generative AI to create creative materials, such as images. 
	Yes ☐ 
 
No  x

	PROGRAMING 
	For this assessment, you can use Generative AI to create and check code. 
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No  x

	NONE 
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support. 
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[bookmark: _Toc179283206]1. Introduction
Shangri-La Hotels is a luxury hotel brand affiliated with Asian style and luxury services with more than 100 hotels and resorts in different locations across the world (Shangri-La, no date). On the other hand, Premier Inn is the largest brand in the economy hotel segment in the UK with over 850 establishments; it is known for its good value and customer feedback (Whitbread, 2024). Shangri-La Hotels and Premier Inn Hotels are two quite different companies in the hospitality industry, which operate at different service levels and can provide services for different clients. This report assesses their respective financial management practices that are important in improving their standing and business viability within a changing environment.This report focuses on comparing the strategies of financial management of both of these hotel groups, particularly examining their market position, operational revenue, potential growth as well as CSR and financial commitments. 
[bookmark: _Toc179283207]2. Total Revenue
[bookmark: _Toc179283208]2.1 Operational Revenue Analysis
Shangri-La Hotels primarily generates revenue through three main streams: room bookings, food and beverage services, and event hosting. The luxury hotel chain's emphasis on premium offerings allows it to command higher prices, enhancing its overall revenue potential. In 2023, Shangri-La reported consolidated revenue of USD 2,141.8 million (shown in the figure below), a significant increase of 46.5% compared to USD 1,462.1 million in 2022, driven by a strong recovery in the luxury travel segment, particularly in Asia post-pandemic (Shangri-La Asia Limited Annual Report, 2023). This rebound can be attributed to increased consumer demand and the reopening of borders, especially in Mainland China and Hong Kong, which played a critical role in the recovery of hotel operations (Shangri-La Asia Limited Annual Report, 2023).
[image: ]
Figure 1 Consolidated Revenue (Shangri-La Asia Limited Annual Report, 2023)
Conversely, Premier Inn relies on a high volume of room bookings at competitive rates, complemented by ancillary revenue from food and beverage services, albeit at a lower price point than Shangri-La. In its fiscal year ending March 2, 2023, Premier Inn reported statutory revenue of £2,625 million, representing a remarkable 54% increase from £1,703 million in FY22. This growth indicates a strong performance relative to the midscale and economy market segments in the UK, with Premier Inn’s UK accommodation sales exceeding FY22 by 55% and FY20 by 37% (Whitbread, 2023).
[bookmark: _Toc179283209]2.2 Cost Structure
The cost structure of Shangri-La reflects its commitment to maintaining luxury service standards, which entails significant operational expenses, including high staffing levels and extensive facility upkeep. In contrast, Premier Inn benefits from economies of scale that lead to lower operational costs per room, enabling it to sustain profitability while offering more competitive room rates. The effective share of EBITDA for Shangri-La in 2023 was USD 873.6 million (see figure 2), reflecting a 97.8% increase compared to USD 441.6 million in 2022, a result of improved cost efficiencies alongside the overall recovery of the business (Shangri-La Asia Limited Annual Report, 2023).
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Figure 2 EBITDA for Shangri-La (Shangri-La Asia Limited Annual Report, 2023)
In FY23, Premier Inn's adjusted EBITDAR reached £888 million, an 88% increase compared to £473 million in FY22 (illustrated in the figure below), underscoring the strength of its operational model amid sector-wide inflationary pressures (WHITBREAD, 2023).
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Figure 3 Premier Inn's adjusted EBITDAR (WHITBREAD, 2023)
[bookmark: _Toc179283210]2.3 Revenue Trends
Shangri-La has experienced revenue fluctuations in recent years, particularly influenced by global events like the COVID-19 pandemic. However, recovery trends show a positive outlook for luxury travel, particularly in the Asia-Pacific region. Premier Inn, on the other hand, has exhibited steady revenue growth, largely attributed to its resilience during economic downturns and robust domestic demand in the UK, with an adjusted profit before tax of £413 million, compared to a loss of £16 million in FY22 (WHITBREAD, 2023). This performance is indicative of the company's ability to adapt and thrive in the evolving hospitality landscape, solidifying its position as a leader in the UK midscale and economy sectors. 
Economic Theory 
Supply side economics applied to hotel industry specifically the factors of substitute goods, compliment goods, demand and supply curve helps compare and contrast luxury and Economy segments. As it applies to consumption of luxurious products in up market hotels such as Shangri-La, the demand is normally inelastic; hence, prices swings do not affect the consumption level greatly. Such observations can be compared to works like Cetin and Walls (2016) where high-income travellers do not adjust luxury services according to their prices.
On the other hand, Economy hotels such as Premier Inn are in price sensitive markets, small changes in prices have a fairly large effect on demand. Chen and Schwartz (2013) have established that price sensitivity is high among low budget travellers because price is a major determinant of choice. Implicitly, both kinds of hotels may need to correctly select the pricing models to fit to their market elasticity and maximize the revenues.
[image: ] [image: ]
Figure 4 Demand and supply curve 
Source: Felicia Lee, Janna Tan, Valarie Tam, Mandy Ho, Amelia Yee, (n.d)
[bookmark: _Toc179283211]3. Market Position
[bookmark: _Toc179283212]3.1 Market Share Analysis
Shangri-La holds a prominent position in the luxury hotel segment, especially within the Asia-Pacific region, where it competes with renowned brands like Four Seasons and Ritz-Carlton (Chen et al., 2024). Its commitment to providing exceptional service and luxurious experiences has allowed Shangri-La to maintain a significant market share among affluent travelers. In contrast, Premier Inn is recognized as one of the largest budget hotel chains in the UK, holding approximately 12% of the total hotel room supply in the country (Turley Economics, 2024) (see figure 4). 
[image: ]
Figure 5  Market Share of Premier Inn in Respect of Total UK Market (Turley Economics, 2024)
The brand competes primarily with Travelodge and Ibis, leveraging its extensive domestic presence to ensure a robust market share. With over 850 hotels across the UK and Ireland, Premier Inn has established itself as a reliable choice for budget-conscious travelers, accounting for a substantial portion of the market for affordable accommodation options (Whitbread, 2024).
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Figure 6 Number of UK and Irish Premier Inn (Whitbread) hotels from 2012/13 to 2023/24 (Statista, 2024)
[bookmark: _Toc179283213]3.2 Customer Demographics
Shangri-La primarily attracts affluent travelers, including business executives and high-net-worth individuals seeking luxurious experiences (Shangri-La, no date). Their customer base often includes those traveling for corporate events, vacations, and high-end leisure activities. On the other hand, Premier Inn appeals to a broader demographic, including families, business professionals, and budget-conscious tourists. According to a recent survey of over 27,600 Premier Inn customers, 93% identified their trips as leisure-focused, with 23% citing exploration of local areas as their primary reason for travel (Turley Economics, 2024). 
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Figure 7 Premier Inn survey results (Turley Economics, 2024)
Additionally, the survey revealed that 86% of customers expressed satisfaction with their accommodation, indicating strong brand loyalty within the budget segment (Turley Economics, 2024). The hotel's customer base is roughly evenly split between business and leisure travelers, highlighting Premier Inn's versatility in serving diverse market segments.
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Figure 8 Premier Inn survey results (Turley Economics, 2024)
[bookmark: _Toc179283214]3.3 Brand Perception
Shangri-La is perceived as a prestigious brand synonymous with luxury, exceptional service, and high-quality experiences (Bohne, 2021). This reputation significantly influences customer loyalty and repeat bookings, as affluent travelers are inclined to return to a brand that meets their high expectations. Conversely, Premier Inn is regarded as a reliable and value-driven option in the budget segment. The brand's reputation for providing good value for money resonates strongly with its target demographic. Notably, over a quarter of Premier Inn customers stated they would not visit a destination if a Premier Inn is not available, demonstrating the importance of brand loyalty in this market (Whitbread, 2024). Furthermore, the average customer expenditure among Premier Inn visitors is estimated to be £1.8 billion on food, drink, entertainment, and shopping across local economies each year, with a total of £3.6 billion spent across the UK and Ireland, reinforcing the brand's positive economic impact (Turley Economics, 2024).
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Figure 9 Premier Inn survey results (Turley Economics, 2024)
[bookmark: _Toc179283215]4. Growth Potential
[bookmark: _Toc179283216]3.1 Expansion Strategies
Shangri-La Hotels target markets for growth are the getting better economy destinations especially in Asia and the Middle East region as the market for luxury travel grows. The company also needs to increase share of business with such emerging sectors as experiential travel and luxury service with a focus on sustainability (Mishra and Kukreti, 2022). From the annual report of Shangri-La for the year 2023, the group unveiled plans to continue expansion of hotels in strategic markets such as Dubai, Bangkok and Jakarta (Shangri-la, 2023). The group has also been focusing on improving digital transformation which it sees as key to the future growth of customers’ experience.
Premier Inn’s parent company Whitbread has a more regional growth plan, especially in Europe. Key projections based on the data provided in the Premier Inn 2023 annual report include the company’s intended aggressive growth strategy into Germany, where it plans to double the number of rooms sold in the next three years (George, 2021). The company is also following infrastructure investment that will help it enhance operational efficiency and the overall satisfaction of the customers since it now has a relatively strong brand name at home to push to the other markets. 
	Expansion Strategies
	Shangri-La Hotels
	Premier Inn

	Geographic Emphasis
	Asia, Middle East
	UK, Germany

	New Openings
	Dubai, Bangkok, Jakarta
	50% more rooms in Germany by 2026

	Digital Venture
	Improving guest experience with technology
	Growing operational competence with digital tools

	Sustainability Emphasis
	Development with sustainability in luxury properties
	Less stress on sustainability in development


[bookmark: _Toc179283217]3.2 Market Opportunities
Emerging markets to which the growing number of affluent middle-class consumers belong could be a strength for Shangri-La. Moreover, the increase in Asia’s wealth is putting a solid demand in luxury travel. Furthermore, the trend in the choices of travel towards wellness tourism is also in support of the services that Shangri-La is providing so it is fitting for the company to tap a larger demographic of exercising customer prefect (Setia et al., 2021).
On the other hand, Premier Inn continues to attract customers looking for an affordable hotel night as travel continues to be popular domestically and the focus shifts to saving where possible even as people look for places to get away to after the COVID-19 pandemic locked down much of the world (Page and Connell, 2020). As customers seek more inexpensive places to stay, the no-nonsense concept of Premier Inn targets the business and leisure markets. The requirement for numerous budget hotels in Germany is quickly rising, which acts as a perfect market for development (Severová et al., 2021).
	Market Opportunities
	Shangri-La Hotels
	Premier Inn

	Affluent Developing Markets
	Increasing middle class in Asia
	Rising demand for budget hotels

	Wellness Tourism
	Growing demand for wellness retreats
	Domestic and staycation travel in the UK

	International Tourism
	Increasing luxury in developing regions
	Development in European budget travel


3.3 Barriers to Growth
There exist threats such as demand forex crystallization falling in Shangri-La and a worldwide recession with more emphasis on cut throat luxury spending or political instabilities in some tourism areas of operation (Joshi, 2022). High operational costs that accompany proper implementation of luxury standards remain major complexities.
Moreover, Premier Inn barriers comprise of a condition of market saturation in the UK and cut throat competition in Germany. Also, its major coverage on the European market makes the brand vulnerable to the risks of inflation and exchange rate in the region (Gursoy, Buttle and Bowie, 2022).
	Barriers to Growth
	Shangri-La Hotels
	Premier Inn

	Financial Instability

	Luxury travel affected by economic slumps
	Market saturation in the UK

	Operational Costs

	High costs of upholding luxury properties
	Intense competition in Germany

	Political Uncertainty

	Political risks in developing markets
	Economic risks in European markets


[bookmark: _Toc179283218]5. Financial Commitment to CSR 
[bookmark: _Toc179283219]5.1 CSR Initiatives
Shangri-La is deeply committed to a range of Corporate Social Responsibility (CSR) initiatives that focus on sustainability and community engagement. The company’s Triple ESG strategy, implemented in 2023, aims to integrate sustainability throughout its operations, emphasizing its vision to be the best-loved hospitality group by providing experiences that empower individuals, uplift communities, and nurture the planet. 
[image: ]
Figure 10 ESG Triple S strategy (SHANGRI-LA, 2023)
This commitment is exemplified by the completion of operational audits across 100% of its hotels, ensuring adherence to safety and sustainability standards (Shangri-La Sustainability Report, 2023). Notably, Shangri-La achieved a significant milestone with 100% of its active medium and high-risk food suppliers passing audits, highlighting the company's dedication to responsible sourcing (Shangri-La Sustainability Report, 2023).
[image: ]
Figure 11 ESG highlights (SHANGRI-LA, 2023)
Premier Inn similarly prioritizes CSR through responsible sourcing, community support, and environmental sustainability. Their Force for Good sustainability strategy integrates recommendations from the Sustainability Accounting Standards Board (SASB) and the Taskforce on Climate-related Financial Disclosures (TCFD), demonstrating their dedication to transparent ESG reporting (Whitbread ESG Report, 2022/23). 
[image: ]
Figure 12 Task for Good ESG strategy (WHITBREAD PLC, 2023)
By focusing on ESG strategy, Premier Inn contributed to several ESG areas (see the figure below) (WHITBREAD PLC, 2023).
[image: ]
Figure 13 ESG highlights (WHITBREAD PLC, 2023)
5.2 Impact of CSR on Financial Performance
Both Shangri-La and Premier Inn recognize the pivotal role of CSR in enhancing brand loyalty and reputation, ultimately translating to financial performance. Shangri-La's investments in sustainability resonate with environmentally conscious travelers, bolstering its market appeal. The hotel chain has set ambitious targets for sustainability-linked loans, aiming for a 24% reduction in carbon intensity by 2030, which aligns with growing consumer demand for sustainable practices (SHANGRI-LA, 2023). Their proactive measures have contributed to an impressive 89.7% guest overall satisfaction score, underscoring the financial benefits of a robust CSR strategy (SHANGRI-LA, 2023).
[image: ]
Figure 14 (SHANGRI-LA, 2023)
Premier Inn’s CSR initiatives also yield tangible financial benefits, contributing to cost savings and enhanced operational efficiency. By embedding sustainability into its core operations, Premier Inn is better positioned to mitigate procurement risks and reduce operational costs, aligning with its goal of fostering economic growth while maintaining environmental stewardship (WHITBREAD PLC, 2023). Their commitment to responsible sourcing not only supports local communities but also helps to stabilize supply chains, further enhancing profitability. In summary, both Shangri-La and Premier Inn exemplify how comprehensive CSR initiatives not only address social and environmental challenges but also serve as strategic advantages in enhancing brand loyalty and improving financial performance. 
[bookmark: _Toc179283220]6. Recommendations
[bookmark: _Toc179283221]6.1 Recommendation for Shangri-La
Integrate artificial intelligence in booking solutions for individual particulars in guest experiences. McKinsey & Company (2023) shows that 71% of travelers require personal services because they increase their satisfaction and brand loyalty.
[bookmark: _Toc179283222]6.2 Recommendation Premier Inn
Diversify into Germany through customizing products and services in regard to the Germans. According to Statista (2023), the budget hotel industry is gradually rising in Germany, and to enhance brand awareness and patronage among the citizens, it is crucial to partner with other successful enterprises in Germany. 
[bookmark: _Toc179283223]7. Conclusion
Based on the financial management of both Shangri-La Hotels and Premier Inn Hotels, it can be concluded that they follow different strategies as they belong to different markets. Shangri-La’s emphasis on the level of luxury and provision of premium services offers different revenue prospects, in contrast, Premier Inn’s nature of economies of scale and centre on the value concept guarantees perpetual profitability. Each organization needs to address their unique environment constraints and exploitation of any potential opportunities so they can improve their operating profitability and other financial remarkable features in the highly competitive and changing hospitality industry.
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Appendix: Financial statement for Shangrila and Premier Inn
Whitbread 2023 
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Shangrila 2023
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Shangrila 2022
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Whitbread  2022
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Shangrila 2021
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Whitbread 2020 
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[image: ]


image5.png
Price hi

o

s1

a1 Q2
Quantity Supplied




image6.png
W Premier inn 12%

I 5randed budget hotel
(excluding Premier Inn) 19%

1 Branded non-budget 24%
I independent operators 45%




image7.png
81 847 853

200

o S v
o @





image8.png
27,600

Online survey of over 27,600
Premier Inn customers to
analyse visitor spending patterns
in different locations across the
UK and Ireland

eaaaas[ V|




image9.png
86% of respondents indicated that they

were happy or very happy with their
stay at Premier Inn.





image10.png
£1.8 billion

estimated Premier Inn customer
expenditure on food and drink,
entertainment, shopping and
travelin local economies

every year with a
total of £3.6 billion
spent across the
UK and Ireland





image11.png
e
SAVOUR

‘GOVERNANCE

Dcngene et s





image12.png
IStay IShme

Sy e g ey e i i s et by S sty et s s i s ot i

ey iy () Coon ety (150

2208 i)

lorrre)
89.7%ssss: | A +3.2points

Savour
Sty et s e ey

124,000 s
% 100% X8 R Bl
v —

e e s s sentirgo 138,000 e

Governance
St





image13.png
Opportunity
We want all of our team
members to reach their
potential with no barriers
to entry and no limits.
to ambition

Wil e o sveryone crampioning
inclusiiy acros he organsation ond

Community
Making a meaningful
contribution to the customers
and communities we serve

Always operating in a
way that respects people
‘and the planet

meroning ey

el source espomly
ety

“an deveiomment schemes

Working collsborstvay wih ourteams
e supy chain, we wil siopot oo
“harity partners 1 maet thes Gools

enironmental mpsct

Wil support e welleing of oo

Wil svways do busess
e ot ey




image14.png




image15.png
Governance

2021 2022 2023

‘Guests Experience

Overal Stay Experience (OSE) Rating” 8 865 87




image16.png
Consolidated income statement

Year ended 2 March 2023
2ok o e 20205 3 2022

Before | Adating [Samiory | | B | P

- sdusing | e m s e e 2055

[ s
Revenue 326252 26252 1.703.4 17034
Other income 50 a1 271 s |87 [EN]
Operating costs. 2,0905) |(432) @133.7) | |(1.671.1) 653 1(1.605.8)
Impairment of loans tojoint ventures (A3 (1.5) (1.8) (1.8)
OPERATING PROFI T/(L05S) BEFORE JOINT 412 C385) S02.7 1529 74.0 2269
VENTURES
Share of prof t from joint ventures 1623 23 04 04
OPE RATING PROFI T/CLOSS) 35435 (38.5) 505.0 1533 74.0 273
Finance cosis £/(1669) &9 | 16 [GE5)
Finance income 5368 368 i
PROFIT/CLOSS) BEFORE TAX 34134 (38.5) 37149 74.0 [582
Tax (expense) credt Oj@y  (@s  |eeh | 107 |sH
PROFI T/CLOSS) FOR THE YEAR 3282 “9.4) 2188 |5.1) 47.6 425





image17.png
Non-corrant ssssts
Beoperty, plant and sqvipment

Invastment propertiss

Right-ofose ssts

Intangible sssts

Tntarest in ssosiztes

Dserred incom tax sssts

Financial asets at fe valoe theough other comprehensive

Finsncial ssets at fe valos theough profit o loss
Darivative fnsncialinstroments

[Other receivables

(Corrent ssats

Inventories

Properties for sale

‘Accounts racsivabls prepayments and deposits
‘Amounts dos from ssocistes

Desivative fnsncialinstrments

Financial ssets at fie valos theough profit o loss
Bank depositswith oriinal matusites over 3 months
(Cash 204 cash aquivalents

Totalssats

(Capital snd reserves stibutable to ovnars of the Company

Yot

o
2

5}
5}
fa

e
()
5}
7

s

As at 31 December
o o2

USD000 USD000
73,998,05%4,171,457
71,803,4291,724,867
710513471,074,681

Tios 661 108,504
74,304,2574,134,967
716625 86,534

Bl 5177
A1ses 12502
2173 14975
n26ls M3ass
711.406,8711,395,852
70054 31378
B0 1177
736,122 309,026
7126596 107942
260 %5853
Nosso "i3gss
%6525 12992
770,797 753,002
71,4557671.237,654
712,862,5¢12,633,506

73,201,95%5,201,995
75,635 T6.111)
706,450 /568,847
71,629,62(1,489,310
15222,4203,254,041
%45.623 170474




image18.png
CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME

Year ended 31 December

202 2021
UsDOo0O UsDO00O

loss for the year (187,452) G44419)

Other comprehensive (/oss)/ income:

Fairvalue changes offinancial assets atfairvalue through other

comprehensive income (296) 4,955

Remeasurements of post-employment benefit obligations 467 2878

Effect of hyperinflation 53713

Items that may be reclassified subsequently to profit or loss

Fairvalue changes ofnterest-rate swap and cross-currency

swap contracts - hedging 155.457 55,823

Currency translation differences - subsidiaries (331,806) (49,146)

Currency translation differences - associates (359,059) 64,994

Other comprehensive (loss) income for the yea (as1524) 79504

Total comprehensive loss for the year (©68,976) @54975)

Total comprehensive loss attributable to: (609.35%) @187)

Owners ofthe Company

Non-controllinginterests (59,622) (63,100)
(@58.976) (264915)

The above consolidated statement of comprehensive income should be read in conjunction with the accompanying
notes.
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For the year ended

31 December 2023/22
(USD million) 2023 2022~ 9% change
Hotel Properties
Revenue from rooms 1,041.0 6229 67.1%
Food and beverage sales 7887 5509 409%
Rendering of ancillary services 96 791 21%
Sub-total of hotel properties 19263 12619 527%
Hotel Management and Related Services
Gross revenue (including revenue earned from subsidiaries) 2243 1656 354%
Less: Inter-segment sales elimination with subsidiaries (129.5) 869) ~490%
Net amount after elimination 948 787 205%
Sub-total Hotel Operations 13406 508%
Investment Properties 1083 997 86%
Property Development for Sale 16 149 -893%
Other Business 108 69 565%
Consolidated Revenue 21418 14621 465%
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Effective Share of EBITDA of the Company,
subsidiary and associates by Category
(USD Million)
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