Module Title: Financial Management for the Hotel Industry
Module Code: BMIH5007
Assignment type: Report
Assignment title: Business Report - Comparison of Two Hospitality Organisations


Student Name: Sabiana Oprea
Student Id: 2237673















I confirm that I have not used any AI tools in the research and creation of this 
assignment. I confirm that I have not presented any AI generated materials as my own 
work. I confirm I have copies of my drafts, notes, and other resources I used, which I 
may be asked to provide in evidence.

Executive Summary
Critical examination of financial health of an organisation is important in terms of evaluating its market position, business growth, share and competitive edges. In this research, a detailed comparison of financial performance of 2 hospitality brand named as Shangri-La and Premier Inn has been performed. This research has also discussed and compared the revenue growth, market share, growth potential and financial commitment to CSR. 
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[bookmark: _Toc178949655][bookmark: _Toc179559425]Assessment 1: Business Report of Two Hospitality Organisations
[bookmark: _6ood3stjpl9f][bookmark: _Toc179559426]Introduction
This report will emphasise on comparing the business credentials for two hospitality organisations that include the Shangri-La Hotels (SLH) and Premier Inn Hotels (PIH), respectively, where PIH is a division of Whitbread. This report will be further divided into four tasks where the first task would analyse trends of revenues and costs for both companies. Additional importance will be offered for analysing market position of both companies, while the third task will evaluate and analyse growth potential available to both companies. The fourth task will further elaborate analysis of financial commitment to CSR for both SLH and PIH.
[bookmark: _8x4lzxmulyps][bookmark: _Toc179559427]1: Analysis of Revenue and Costs 
The analysis of revenues and costs applicable for SLH and PIH will be discovered on the basis of detecting sources of revenue, revenue trends and factors driving revenue growth or decline. The following is a detailed illustration of revenue trends discussed individually for both companies. 
[bookmark: _cgt5nr4h1vb3][bookmark: _Toc179559428]1.1: Shangri-La Hotels 
Sources of Revenue
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Figure 1: Sources of Revenue 
(Source: Annual Reports: 2023, 2021 and 2019)
The sources of revenue for SLH can be mostly determined in terms of individual sales generated from countries belonging to two categories of hotel operations and investment property revenue generated. In 2023 and 2022, the bulk share of revenues was generated from hotel management and related service categories, where financial figures of $ 2150.6 and $ 1,427.5 million were generated. The bulk proportion of revenues were mostly generated from Mainland China, Hong Kong, and Singapore. The corresponding revenue figures in 2021 and 2020 also illustrate significantly higher proportions generated from hotel management and related service categories, which include numerical expressions of $ 1,197.4 and $ 972.7 million, respectively. 
On the other hand, revenue from hotel management and related services is also deemed to be relatively higher in 2019 and 2018, with numerical expressions of $ 2,298.2 and $ 2,436.8, respectively. Overall, the sources of revenue for SLH are identified to be limited and are mostly concentrated upon a selective geographical demographic. 
Revenue Trends
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Figure 2: Revenue Trends of Shangri-La Hotels
From the above figure of revenue trends, it can be determined that an increasing trend is established in 2023 when compared to the figures of 2022. The revenues for 2018 and 2019 are also identified to be relatively higher as compared to 2020 to 2022. However, during the onset of the COVID-19 pandemic, revenues for 2020, 2021 and 2022 have reduced drastically. As critically explained by Bhargava (2022), low revenues generated by an organisation are likely to represent a decrease in profits due to which organisational sustainability is expected to suffer. 
Factors Driving Revenue Growth or Decline
The recent revenue trends in 2023 demonstrate an increasing rise in revenue, which is attributed to higher sales values created in Hong Kong and China. However, in previous years, a decline in revenue trends, particularly in 2020 was established, which was caused due to lack of sales and high costs borne by SLH. 
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Sources of Revenue 
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Figure 3: Sources of Revenue for PIH
(Source: Annual Reports: 2023, 2021 and 2019)
According to the above sources of revenue for PIH, the main categories identified are accommodation, food, and beverage, respectively. From the above figure, it can be determined that the bulk share of revenues is generated from accommodation, where numerical figures are identified as GBP 2,170.4 and 1,985.1 million in 2023 and 2022. Subsequently, revenues from accommodation are measured as GBP 398.7, 1,321.4, 1,317.1 and 1,275.5 million from 2021 to 2018. As per the opinions of Mikkilineni et al. (2024), bulk revenues generated from a specific category is a favourable prospect for an organisation, signifying higher customer and stakeholder acceptability. Moreover, it is also traced that geographic segmentation of PIH is also limited to the UK, Ireland, Germany, and other Central European countries. 
Revenue Trends
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Figure 4: Revenue and Cost Trends for PIH
From the above figure, revenue and cost trends in 2023 are observed to be increasing in 2023 when compared to figures of 2022. The revenue and cost trends in 2021 are observed to significantly decrease from 2020 figures mainly due to the onset of covid-19 pandemic, which affected and halted continued business momentum for PIH and Whitbread Plc. 
Factors Driving Revenue Growth or Decline
Factors driving revenue growth predominantly include incremental food and beverage sales generated by PIH in 2023 from UK and Irish markets. The factors responsible for the decline in sales can be attributed to 2021 where a significantly lower figure of accommodation, food and beverage sales are generated from the UK and Ireland.
[bookmark: _ci5k7wapf59k][bookmark: _Toc179559430]2: Analysis of Market Position
The analysis of market position will be discovered on the basis of market share, customer demographics and brand perception. The following is an individual discussion conducted for both companies administering market position analysis available. 
[bookmark: _umcux9kmpz5q][bookmark: _Toc179559431]2.1: Shangri-La Hotels
Market Share 
The market share of SLH as of 2023 illustrates a 5th-place ranking in hotels and hospitality organisations in the Philippines, while its global ranking is identified to be 30,067 (Similarweb.com, 2023). The market share of the company is largely epicentre around the Asian continent, where prominent presence is also established in Africa, Middle East and Europe. Overall, it is a relatively low-profile organisation when compared to global hospitality ranking standards, which is currently led by Marriott International and Hilton Worldwide. 
Customer Demographics 
The customer demographics is available to SLH is intended to target a specific yet narrow market concentration where upper-middle and elite-class customers with a substantial income are the main demographic constituents. The strategy behind targeting upper-middle and elite-class customers is justified in terms of providing lucrative Hospitality services by maintaining efficiency and standards at a relatively higher price point.
 Brand Perception
The brand perception of SLH is dominated by two factors providing enhanced cultural and culinary experiences for its esteemed customers. Both of these factors empower an innovative sense of homecoming in which nature-inspired services are offered in order to generate a positive and favourable customer experience vibe. The brand perception relating to SLH is also inclusive of providing a higher sense of commitment where favourable experiences and responses from customers are highly prioritised (shangri-la.com, 2024). The brand experience can also be defined based on multiple brands offered to customers, involving Shangri-La, Kerry Hotels, Jen, and Traders. 
[bookmark: _oqacoyfmto0b][bookmark: _Toc179559432]2.2: Premier Inn Hotels
Market Share 
The market share of PIH in the UK is identified as 12% of the total capacity of the UK hotel and hospitality industry. Moreover, 43% and 45% of market share is held by branded and independent operators (cdn.whitbread.co.uk, 2023). However, the geographic market presence of PIH is restricted within Europe due to which a low share is established as of 2023.
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Figure 5: Market Share of PIH
(Source: cdn.whitbread.co.uk, 2023)
Customer Demographics
The customer demographics of PIH are mostly targeted upon children and middle-aged individuals irrespective of financial stature. The services offered and provided by PIH are mostly intended to cater to the majority of individuals belonging to the middle-aged group, due to which a substantial profitability core can be generated by the company in future. 
Brand Perception
The brand perception of PIH can be determined in terms of brand awareness and popularity in the UK, where numerical figures of 49% and 5% are established for the respective factors. The brand perception can also be linked with customer loyalty, in which a figure of 3% is established on account of repeat customer visits (Statista.com, 2024). 
[bookmark: _kps1gz2dda6v][bookmark: _Toc179559433]3: Analysis of Growth Potential
The analysis of growth potential will be discovered on the basis of expansion strategies, market opportunities and potential barriers to growth. The following is a detailed individual discussion and analysis of growth potential available to SLH and PIH. 
[bookmark: _rr4n4duc8b9t][bookmark: _Toc179559434]3.1: Shangri-La Hotels 
Expansion Strategies
The expansion strategies applicable to SLH are determined in terms of offering add-on services apart from hotel and hospitality provisions offered to customers. The expansion of business by SLH is exercised and strategized by offering services in real estate industries and segments where residential properties are offered either on sale or rental basis (Shangri-la.com, 2024a). Additionally, consideration of 3S is also empowered by SLH, where expansion strategies along with ESG goals and vision strives to uplift communal participation and environmental satisfaction. The expansion strategies are inclusive of following a focussed differentiation approach in Bowman’s strategic clock where multiple products are made available to customers for generating financial and non-financial growth. 
[image: https://nepedup.com/wp-content/uploads/2023/02/Bowmans-Strategy-Clock-1.png]
Figure 6:  Bowman’s Strategic Clock
(Source: nepedup.com, 2023)
Market Opportunities 
The market opportunities available to SLH can be catapulted in terms of exercising global business expansion as well as adapting to changes and business flexibilities. The exercise of global business expansion is a credible market opportunity in which the company can explore foreign territories and notable countries, including Australia, the USA, Egypt, and other tourist hotspots. The adaptation to changes and business flexibilities also allows SLH to drive a customer-centric approach and provide innovative solutions, including the provision of business travel programmes to enhance customer orientation and participation in the long run.
Potential Barriers to Growth
The main potential barriers to growth for SLH involve high market competition and lack of credible decision-making initiated at ground levels. The involvement of high market competition is mostly faced from leading five-star hotels native to European and North American markets, due to which the company could not extend its global presence. The lack of credible decision-making is mostly experienced in terms of employment terms and clauses, due to which staff poaching in China was encountered. Grapevine or exercising of high communication gaps were also recognised as vital potential barriers to growth, due to which the company encountered regressive business momentum. As critically stated by Musheke and Phiri (2021), the lack of communication channels by a company is further likely to ignite passive customer participation and association, due to which business discontinuity might be encountered. 
[bookmark: _7zbr2ardxz54][bookmark: _Toc179559435]3.2: Premier Inn Hotels
Expansion Strategies
The expansion strategies applicable for PIH include enhancing brand trust, values and culture as well as ensure profitable growth available for shareholders and the owners. Consideration of competitive advantage strategies that include expansion into foreign markets as well as to enhance customer experiences are also part of expansion strategies envisioned by PIH. 
Market Opportunities
The market opportunities available to PIH and Whitbread can be mostly determined in the UK and German markets, where market share is targeted to be increased to 17% (Whitbread.co.uk, 2024). Additional market opportunities also involve the scope of introducing additional services in order to generate a high customer orientation and acceptability. 
Potential Barriers to Growth 
Higher market competition and economic downturn are identified as potential barriers that are likely to halt growth of PIH in future and disrupt competitive advantage in the hospitality industry (Mitrović et al. 2021). Both of these factors could contribute towards incremental costs for a company, resulting in reduction or shrinkage of financial wellbeing and profits. 
[bookmark: _k8qezdifrsq9][bookmark: _Toc179559436]4: Analysis of Financial Commitment to CSR
[bookmark: _qgw7e8a504p7][bookmark: _Toc179559437]4.1: Shangri-La Hotels 
The financial commitment of SLH in favour of CSR is driven to cater to stakeholder needs and interests in a responsible manner. The financial commitment to CSR is further inclusive of establishing a strong corporate leadership, due to which long-term business sustainable development is achieved by SLH (Shangri-la.com, 2024b). The financial commitment is also inclusive of identifying plausible ways through which profitability and organisational valuation can be increased where collaboration between internal and external stakeholders is highly emphasised. Increase in financial prospects is also integrated with developing credible health and safety policies and supply chain regulations, due to which the company can prosper in terms of signifying CSR activities and policies. 
[bookmark: _cp20vk4h4pyy][bookmark: _Toc179559438]4.2: Premier Inn Hotels
The financial commitment to CSR by PIH is developed by pledging to reduce carbon emission levels in a bid to increase profitability (Whitbread.co.uk, 2024a). Collaborative ventures with supply chain partners are also considered as integral components of the CSR commitment initiated by PIH and Whitbread, due to which financial prosperity is intended to be achieved in future. 
[bookmark: _am5xqoojg2hj][bookmark: _Toc179559439]Conclusion
This report has established that the revenue position and trend of PIH is marginally superior to the trends of SLH. The market position and growth potential analysis sections in this report also allude to the fact that PIH enjoys a relatively supreme position when compared to current dynamics available for SLH.
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