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Executive Summary
[bookmark: _Hlk189483812]The report covered a comparison of two hospitality organisations that are named as Premier Inn and Shangri-La Hotels. Making revenue-based comparisons, it was observed that Shangri-la has earned higher revenue compared to Premier Inn and has a better growth potential in the global market. the financial commitment towards CSR actions includes making charitable donations and achieving net-zero emissions. The recommendations for Premier Inn include diversification of their revenue streams and for Shangri-la, they can adopt to a digital transformation strategy. 
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[bookmark: _heading=h.gjdgxs]Introduction 
Financial accounting in an organisation is mainly concerned with providing information to the shareholders and creditors who live outside of the organisation (Seal et al., 2018, p.5). The first section aims to cover a comparison of the trends of revenue of both Premier Inn and Shangri-la hotels along with the market position of both the organisations. The next section aims to highlight the growth potential of both the organisations such as expansion strategies, opportunities of market and potential growth barriers. Lastly, financial commitment towards CSR practices and recommendations based on the issues are also to be highlighted. 
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Figure 1: Revenue of Premier Inn and Shangri-La Hotels 
(Source: Created by the learner)
During the pre-covid era, that is in 2019, the company earned a total revenue of $2,431,216 (£1,977,028) thousand which significantly fell to $1,033,431 (£840,267) thousand in 2020, that is the covid era (Hkexnews, 2020). In contrast, the revenue of Premier Inn was £905,086 thousand in 2019 that increased to £911,501 thousand in 2020 (Gov, 2025). This is an indication that Premier Inn gained a competitive advantage during the first year of the pandemic by undergoing a growth in its revenue in contrast to Shangri-la whose operations crumbled significantly. After the fall in 2020, the revenue figures increased significantly in 2021 that resulted in $1,241,049 (£1,010,319) thousand (Shangrila, 2021). 
Post Covid, these figures further enhanced to $1,462,145 (£1,191,210) thousand and $2,141,790 (£17,44,917) thousand in 2022 and 2023 respectively indicating a growth of 46.48% (Shangrila, 2023). For the monitoring of a company’s financial performance, the accountant in an organisation is responsible for presenting reports to the managers for decision-making process (Drury, 2018, p.8). On the other hand, the revenue figures of Premier Inn in 2021 fell significantly to £249,627 thousand in 2021 and somehow recovered to £772,806 thousand (Gov, 2025). Also, the revenue of Premier Inn increased significantly to £1,210,845 and £1,357,054 in 2023 and 2024 respectively. 
The total costs observed from the income statement of Shangri La Hotels before Covid, that is in 2019 is $2,536,427 (£20,65,247) thousand that increased to $2,702,776 (£2,201,855) thousand in the following year (Hkexnews, 2020). In comparison, the costs of Premier Inn were significantly lower at £730,209 thousand before the pandemic and increased to £785,480 thousand during the pandemic, that is in 2020, being less than 10% increase (Gov, 2025). The costs of Shangri La Hotels decreased to $1,804,204 (£1,469,001) thousand in 2021 which is the second year of the pandemic (Shangrila, 2021).  Post-pandemic, the costs increased to $3,753,486 (£3,055,776) thousand and $2,272,982 (£1,850,776) thousand respectively in 2022 and 2023 (Shangrila, 2023). In comparison, Premier Inn had costs of £542,413 and £735,194 thousand in the post-pandemic period that was observed in 2021 and 2022 respectively. However, these figures increased to £941,870 and £1,067,615 thousand in 2022 and 2023 respectively (Gov, 2025). All the revenue and cost figures have been indicated in the income statements of Shangri-la and Premier Inn Hotels as represented in appendices 1 and 2 respectively. 
Shangri-La Hotels main sources of revenue are selling hotel rooms, food and non-alcoholic beverages, conference and banquets (Shangri, 2024). There is an upward revenue trend in the business after the Covid period mainly due to leisure travelling and corporate gatherings. The revenue of premier inn is derived from beverages, accommodation services and food. The accommodation services of Premier Inn include direct bookings, usage of software that matches rates to demand and increasing the availability of its inventory on the online platform by giving a boost to family bookings. Revenue trends for the Premier Inn are also on an upward trend owing to a strong recovery led by domestic stays and competitive pricing. Some of the drivers which have led to the increase in revenue for Premier Inn are the expansion of more hotels and the closeness to their clientele base. 
[bookmark: _heading=h.3znysh7]Market Position
Market Position of Shangri-La Hotels
Market Share: Shangri-La Hotels has a small presence in the UK, by having only 1 hotel in the UK market which is named as Shangri-La the Shard in London. Also, the company has nearly 100 hotels in more than 76 destinations (Shangrila, 2024).  
Customer Demographics: Shangri-La targets its services at the higher-end clientele such as, business travellers from different countries and other enriched tourists (Shangri, 2024). The targeted guest services and differentiated accommodations make the appeal wider than merely the necessity of lodging; it targets a market that favours luxury as well as exclusivity. 
Brand Perception: The Shangri-La Hotels are most commonly associated with values such as luxury, elegance, high quality and superior service within the context of the hospitality market. This perception implies an image which favours lucrative travellers in search of elite holidays and close treatment. The theory of demand indicates that as there is an increase in the price of a good, the quantity demanded for that good gradually decreases. The theory of supply indicates that the increase of the price of a product also results in the supply of that product. These theories can be applied at Shangri-La through the use of high-end pricing for better quality products to increase additional revenues. 
Market Position of Premier Inn 
Market Share: Premier Inn has a market share of 12% in the UK market as of 2022 that includes 357 hotels (Whitebread, 2022). This presence is primarily a result of them being cost-conscious, durable and easy to access which makes them suitable for virtually every individual who is travelling.
Customer Demographics:  The management of the firm mainly targets the customers such as families, business people, leisure travellers and so on. In order to target the budget conscious customers, the company also provides weekend savings where the company’s lowest rates are often on Friday and Sunday nights (Premierinn, 2025). 
Brand Perception:  Premier Inn is especially famous for its durable quality and the best budget hotel which will be well suited for the people who are looking for the cheap hotels (PremierInn.com, 2024). 
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Figure 2: Brand Perception of Premier Inn in UK 
(Source: Statista, 2023)
The brand awareness of Premier Inn is 93% followed by popularity levels being at 53% (Statista, 2023). In alignment with Bowman’s Strategy Clock, price vs value implies the ways through which Premier Inn is able to create a balance between the affordability and the quality of their rooms. The company also provides high-quality budget hotels for middle-income consumers that relates to a differentiation strategy. Komarek et al. (2021) states that price elasticity of demand is represented as the ratio that portrays how much change in demand has been observed with respect to the changes in prices for that specific product. To increase their revenue, Premier Inn uses economic theory in their business operation especially the price elasticity of demand. On one hand, they set low prices and organise special offers to attract the price-sensitive guests and keep the quality high to increase guest returns which led to high occupancy rates. 
Henceforth, Premier Inn has a better market position than Shangri-La hotels in the hotel industry of the United Kingdom. 
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Growth Potential: Shangri-La Hotels
Shangri-La Hotels have significant growth opportunities which are largely due to its focus on growth initiatives that leverage strategic growth on international markets. The brand plans for the growth by targeting the rising need for the luxury hospitality services in the developing economies of Asia-Pacific and Middle East region. There are several market opportunities for businesses while expanding to foreign markets such as partnerships with local businesses and tourism boards (Guimarães et al., 2021). Following these strategies can be helpful for Shangri-la to enhance its global presence followed by acquisition of the local hotels which can also be adopted through the introduction of proper training programmes for better decision-making procedure. There are threats that could limit the growth of Shangri-La such as high competition in the global market of luxury hotel chains, economic upheavals, and geopolitical risks in some parts of the world (Benabed and Moncea, 2024). Other issues include escalating operating expenses and issues of sustainability which are becoming more and more popular with the clients. 
Growth Potential: Premier Inn
Premier Inn reveals the benchmark of the company and its expansion strategies which is a good sign of growth in the hotel business primarily due to its large position in the budget hotel industry. The brand aims at increasing its penetration in the UK and they have a market opportunity in contemplating global markets especially in Europe where there is growing need for budget accommodation. As supporting evidence, the company was responsible for adding around 13 new locations across the entire Germany after the acquisition from the Centro Hotel Group (Whitebread, 2020). Moreover, expansion programmes will be extended to existing sites to upgrade them through renewed interiors and technologies that will boost guest’s satisfaction and convenience as well as the chain's internal functions. There are continuing legal issues for hospitality organisations while expanding into the foreign markets (Walker, 2017, p.75). This can have a negative impact on the operations of Premier Inn. 
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Shangri-La Hotels has a clear-sighted financial commitment when it comes to CSR by spending £4 million in charitable donations and sustainability. The organisation has put its goal to cut down the emission level to 15% till 2025 (Shangri, 2024). This obligation not only is in line with environmental objectives at the global level but can also be seen as a well-considered business decision in order to positively influence brand image and customer satisfaction. On the other hand, Premier Inn is also equally committed in its financial aspect towards CSR. The hotel chain has pledged £25,026 to the Health Foundation by 2027 to help children with chronic pain and is committed to fighting social problems. Moreover, Premier Inn has announced a goal of reaching the net-zero carbon emission level by 2040 in its sustainability policy (Premierinn, 2024). Based on the ESG framework of Premier Inn, the company has been responsible for the reduction of both Scope 1 and 2 carbon intensity from the base year by 52.5%. Also, a total of 2.6 million was raised for Premier Inn’s charity partners. A total amount of £504 million was done for the allocation of green bonds (Whitebread, 2023). In the context of their corporate strategy, both organisations appreciate the compliance to CSR standards to improve their corporate image and their sustainability (Alam and Islam, 2021). 
[bookmark: _heading=h.3dy6vkm]Recommendations 
Shangri-La Hotels: For its continued development and effective sustainability management, the management of Shangri-La Hotels should adopt a full-fledged digital transformation strategy (Sundaram et al., 2020). With the help of artificial intelligence and data analytics, the brand gets opportunities to enhance the guest satisfaction, effective pricing policy and innovations in organisational management. This investment on technology can help grab the attention and engagement of their clients and this leads to revenue drive, especially in developing markets (de-Lima-Santos et al., 2022). Moreover, incorporating sustainability to their digital marketing plan can help support the company’s objective to cut emissions and also strengthen the brand’s image as being friendly to the environment. This can have a positive impact on the organisation’s financial performance since it will attract environmentally conscious customers and enhance the brand reputation, thus, reducing the operational costs. 
Premier Inn: Premier Inn should diversify their revenue streams and consider branching out into the wellness tourism market. Furthermore, by introducing new services, for instance, health retreats, fitness classes and healthy eating, Premier Inn is poised to tap a new market of customers with regard to their overall well-being. It not only complies with the antidote of current trends associated with the orientation towards a healthy lifestyle, but also creates a competitive advantage for a brand compared to its rivals in terms of the affordable price segment. Wellness tourism is on the rise currently, and customers are willing to spend their hard-earned money to improve their health. The launch of Wellbeing drives for both guests and staff can ensure that Premier Inn is focusing on the overall importance of quality sleep to improve the satisfaction levels of the stakeholders. 
[bookmark: _heading=h.1t3h5sf]Conclusion  
The comparison of Shangri-La Hotels and Premier Inn demonstrates or indicates the differences in market segments, revenues and growth opportunities. Shangri-La is a hotel that incorporates luxury and sustainable development concepts while carrying out business activities and pays attention to social justice. On the other hand, Premier Inn is a budget segment player and has posted high revenues and increased its market standing. Moreover, both firms have sound plans for their growth and socially responsible programmes that foster their image. In order to sustain the competitive advantage, Shangri-La must pursue digitalisation, and on the other hand, Premier Inn could expand the offer to the wellness segment, guaranteeing further continued success and the fulfilment of shifting consumers demands.
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Figure 3: Profit and Loss statement of Shangri-la Hotels for the year 2019 and 2020 
(Source: Hkexnews, 2020)
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Figure 4: Profit and Loss statement of Shangri-la Hotels for the year 2020 and 2021 
(Source: Shangrila, 2021)
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Figure 5: Profit and Loss statement of Shangri-la Hotels for the year 2022 and 2023 
(Source: Shangrila, 2021)
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Figure 6: Income statement of Premier Inn as of 2020 
(Source: Gov, 2025)
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Figure 7: Income statement of Premier Inn as of 2022
(Source: Gov, 2025)
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Figure 8: Income statement of Premier Inn as of 2024
(Source: Gov, 2025)
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