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[bookmark: _Toc179986260]Introduction
Accommodation is one of the most important points for tourists and travellers to consider when they plan to visit a place. They look for comfort, security, privacy, relaxation activities, etc. while choosing an accommodation option and this has resulted in the growth of hotels all over the world. Some travellers and tourists tend to choose renowned hotel chains as they are confident about the uniformity of services as well as the presence of other aspects in these properties. They are not fully confident of the same in the case of independent hotels and all these aspects have resulted in the growth of well-known hotel chains in the industry (Górska-Warsewicz, and Kulykovets, 2020). Branding activities of hotel chains have also allowed tourists and travellers to invest their trust in these properties. Various hotel chains have promoted their branding activities in different ways and have targeted various groups of customers (Giglio et al., 2020). 
Hotel chains have been well-structured and well-managed and this has been reflected in their financial reports. The present study will try to analyse the financial aspects of two well-known hotel chains – Shangri La Hotel Group (SLHG) and Premier Inn Hotels (PIH) to understand their financial management activities through an investigation of their financial reports. 
[bookmark: _Toc179986261]SLHG and PIH – a short discourse
SLHG is headquartered in Hong Kong and has developed more than 100 properties in key locations across the world that epitomise the hallmark of Asian hospitality. Today, the Group has operated through its four brands - Shangri-La Hotels and Resorts, Kerry Hotels, JEN, and Traders. All these brands bring unique characterisations that cater to the tastes and preferences of various segments. Though SLHG is primarily located in the tourism hotbeds in Asia, the management is trying to expand in other regions of the world as well (About Shangri-La, 2024). 
PIH is a well-known hotel chain in the UK and at the moment has 800+ properties, most of which are located in the country. The brand is owned by Whitebread Plc and is one of the various brands in its repertoire. The chain has been successful because of its ability to provide standard rooms and services across all its properties and thus, has been able to develop trust with its customers. PIH also has developed properties in various locations and gateways providing its customers with suitable accommodation options at competitive prices. The management is also looking to expand to other countries in Europe targeting to develop PIH as a global brand in the future (About Us, 2024). 
As the brands have come from two different parts of the world, it will be interesting to note how the financial management of the companies has been approached. This will allow the study to develop a comprehensive conclusion and comparison between the brands. 
[bookmark: _Toc179986262]Revenue and Costs of the Companies
[bookmark: _Toc179986263]SLHG
The revenue and costs related to SLHG can be stated with the help of the income statement as follows:
[image: ]
Source: Shangri-La, 2024
It can be seen that the revenue of the company has grown by 46.5% on a year-to-year basis. On the other hand, the cost of sales of the hotel chain has decreased by 25.7%. This is a tremendous achievement by the company given the competition in the industry. This is also interesting to note that the company faced losses in the previous year and this was overturned in 2023 to provide value to shareholders. During this year, the company also made significant investments in the development of its properties as in Sentosa, Singapore and also acquiring assets in various parts of world. This allowed SLHG to diversify its revenue stream and also controlling its costs by deploying the existing human capital of the assets. The company also introduced non-cost benefits to its employees like providing them free nights at their properties which allowed it to motivate the human capital without affecting its cost management. This resulted in better cost management. The financial performance of the company has been boosted by the recovery of the tourism industry to its pre-Pandemic levels and thus, the occupancy rates on all its properties increased. It has been seen that in most locations the average occupancy rate was between 50%-70% which was exceptional. As the properties are located in the tourism hotbeds, the revenue of SLHG increased to a certain extent (Shangri-La, 2024). 
It has been seen that occupancy rates during the Pandemic decreased to an all-time low and tourists demanded better hygiene as well as safety measures (Chihwai, Ndhlovu, and Dube, 2023). Given the demands of the travellers, it was imperative for hotels to develop their facilities and also to upgrade them. Thus, when the industry recovered, hotels that have modified their activities according to the needs succeeded. This was the case in the context of SLHG. 
[bookmark: _Toc179986264]PIH
The financial performance of the entity is not available individually as it is owned by Whitebread Plc. The financial statements of the holding company can provide a proper evaluation of the entity as it is the major brand of the group. This can be stated as follows:
[image: ]
Source: Whitebread Plc, 2024
The financial statements of the holding company have shown that there has been an increase in revenue by 12.74% while there has been an increase in costs of operations by 13.5%. There is an increase in profit by 11.95% which has been brought by better performances in the management of finance costs and revenue management in joint ventures. However, it has to be stated that the company should be concerned about its management of operating costs. For example, the company has spent heavily on labour costs and remuneration to management personnel. The company also has spent heavily on share buybacks and its expansion strategy in Germany. The revenue has increased given the recovery of the tourism industry and the growth in the number of domestic tourists (Whitebread Plc, 2024). Brexit has also affected the UK tourism industry as there has been an introduction of more stringent policies for EU residents coming to the country. The value chain of tourism companies has been affected as they have to spend more with the falling value of the pound sterling. However, given the fall in the value of the currency, it is expected that in the future, more tourists will come to the UK (Coles, 2021). It is, therefore, quite apparent for a company like PIH to see an increase in operating costs. Still, it can be said that the management has done fairly well in these trying circumstances. 
[bookmark: _Toc179986265]Market Position
PIH operates primarily in the UK and it has captured 22% of the market share on the back of its high-quality services and the number of properties in key locations (Osum, 11th March, 2024). However, there is no concrete information on the market share of the company in other parts of the world. The same is the case for SLHG which has operated in various parts of the world. However, in terms of market capitalisation, a significant aspect can be observed. The market capitalisation of Whitebread Plc is $7.18 billion and that of SLHG is $2.66 billion (Companies Market Cap, 2024). As PIH is the main brand of Whitebread Plc, the market capitalisation of the entity will be a major part of the group. 
One of the most significant ways by which the market position of a brand can be analysed is through its market positioning strategy. Positioning is the way through which a brand is communicated to its target market and it can give a fair view of the type of customers that can be attracted towards the brand (Kraujalienė, and Kromalcas, 2022). If the positioning strategies of both companies are concerned, it can be seen that PIH is very simple in its approach. It promises its guests a relaxing atmosphere and comfort of home. The fact that PIH has many properties and is located at convenient and attractive locations, they tend to cater to every segment of tourists irrespective of their age, sex, culture, background, income, etc. (About Us, 2024). SLHG, on the other hand, appears to be upper-class and catering to a luxury segment. The properties of SLHG are carefully curated and offer all types of amenities that upper-class guests demand of. Therefore, they target guests who prefer high-budget hotels and look for unforgettable experiences (About Shangri-La, 2024). 
[bookmark: _Toc179986266]Growth Potential
The growth strategies of SLHG and PIH have been different and they have taken different steps to become coveted brands in the industry. While PIH has concentrated its efforts in the UK in the past, the management of SLHG has looked to make the brand known in various tourist locations in Asia. The management of PIH has made it a point to be successful in the UK market to start with after which it has concentrated on Germany. SLHG, on the other hand, has looked to make its brand well-known in the Asian market and has chosen prime locations in this region. 
At present, SLHG is expanding slowly into the European markets of France and the UK after analysing the potential there. However, PIH, on the other hand, has only concentrated on Germany. Both these companies have the financial muscle as well as management acumen to be successful in new regions. They will be able to showcase every aspect of a proper expansion strategy by focusing on market research, analysis, development of marketing strategies, and catering to the target segment. 
However, given the dynamics of the European market, SLHG may find it difficult to cater to the tastes and demands of customers. SLHG has operated through its unique Asian hospitality and this may be difficult for Western customers to comprehend. The company may also find it difficult to operate in a market that has big brands like PIH, Marriott, Hilton, etc. These entities are also present in the Asian market but they are not as concentrated as they are in Europe. As for PIH, the main concern has been the falling value of Pound Sterling as well as Brexit. The value chain may be affected as it looks to expand in Germany and it may find it difficult to operate in the same way as they have done in the UK. There may be currency risks and regulatory risks involved in this case. 
[bookmark: _Toc179986267]Financial Commitment to CSR
The commitment of SLHG towards CSR has been based on three core principles – Stay, Savour, and Shine. The guests are given an immersive experience in the properties of the company that showcase a well-maintained balance between the natural attractions of a destination and the culture there. The employees have been taken care of in sync with the world standards and they are given chances for developing their skills and knowledge. In addition to this, the local communities are taken care of as well and the company has spent $3.2 million on CSR projects and donations in various parts of the world (Sustainability Report 2023, 2024). 
[bookmark: _Hlk179929239]Whitebread Plc has also been dedicated to implementing proper CSR activities. The Force for Good campaign has been comprehensive and has catered to the needs of its stakeholders including the customers, suppliers, management, employees, environment, society, etc. The company has maintained a good working condition and has provided them with proper remuneration and benefits. The entity has also worked towards developing its value chain according to the zero carbon emission standards. The company has not invested directly towards charities and donations but has worked with Great Ormond Street Hospital Children’s Charity to raise more than 2 million Pounds. The workers have been motivated to work for charitable causes as well and this has allowed the brand to contribute to the overall development of the environment and society (Whitebread Plc Environmental, Social and Governance Report, 2024). 
[bookmark: _Toc179986268]Conclusion 
The study has compared the financial management activities of PIH and SLHG. These hotels have operated in two different regions of the world but due to their expansion strategies, they are expected to do business in the same markets in the future. In terms of revenue and costs, SLHG has operated extremely well and the management has been effective in controlling its finances. For PIH, the revenues have not been reflected well because of Brexit as well as the falling value of the Pound Sterling. However, the company has recovered from the lows of the Pandemic and it is expected that it will do well in the future. 
PIH is highly aggressive and has grown to be a bigger brand than SLHG due to its positioning strategy. However, SLHG is expected to catch up with PIH in the future as its expansion strategy is more diverse and is not affected by Brexit. In terms of CSR activities, both companies have done well and they have contributed significantly to their objectives. However, there are huge scopes of growth in these aspects. 
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Profit or loss for Profit or loss for

the year ended the year ended 2023/22
31 December 2023 31 December 2022 % change
Financial Financial Financial
statement Effective statement Effective statement Effective

(USD million) format share format share format share
Revenue 2,108 2,769.2 1,462.1 19154 46.5% 44.6%
Cost of sales (975.1) (1,191.6) (775.6) (926.3) -25.7% -286%
Gross profit 11667 1577.6 6865 99,1 699% 595%
Operating expenses (650.4) (707.4) (527.1) (561.1) -234% ~261%
Other gains - operating items 59 34 150 136 -607%
EBITDA 5222 873.6 1744 4416 199.4% 97.8%
Depreciation and amortisation (268.8) (292.6) (2787) (305.7) 36% 43%
(Loss)/Gain on disposal of fixed assets 1.7) (1.5) (03) 03 -466.7% N/M
Interest income 197 258 1l 201 775% 284%
Other expenses - non-operating items (40.1) (39.0) 63 55 NM N/M
Other (losses)/gains - non-operating items (16.6) 839 829 17.7 N/M -287%
Operating profit/(loss) 2147 650.2 (43) 2795 N/M 1326%
Finance costs - net

- Operating items. (291.8) (278.8) (2386) (2394) -22.3% -16.5%

- Non-operating items. 334 301 (1223) (101 N/M N/M
Share of profit of associates 3238 = 1908 - 69.7% N/M
Profit/(Loss) before income tax 280.1 4015 (1744) (70.0) N/M N/M
Income tax (expense)/credit

- Operating items (84.8) (197.5) (106) (785) ~700.0% ~1516%

- Non-operating items 63 (19.9) 24) (10.0) N/M -99.0%
Profit/(Loss) for the year 2016 184.1 (187.4) (1585) N/M N/M
(Less)/Add: (Profit)/Loss attributable to

non-controlling interests (17.5) = 289 - N/M N/M

Profit/(Loss) attributable to owners of the
Company 184.1 184.1 (158.5) (158.5) N/M N/M
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52 weeks to 29 February 2024

52 weeks to 2 March 2023

Before Adjusting Before. Adjusting
adjusting items. adjusting items
items Note 6) statutory items (Note &) Statutory
Notes £m £m £m em m £m
Continuing operations
Revenue 3 2,959.9 - 2,959.9 2,625.2 - 2,625.2
Other income 4 6.7 6.9 136 8.0 a7 12.7
Operating costs 5 (2,296.5) (125.2) (2,421.7) (2,090.5) (43.2) (2,133.7)
Impairment of loans to joint ventures 16 - - - as - as)
Operating profit before joint ventures 3 670.1 118.3) 551.8 541.2 (38.5) 502.7
Share of profit from joint ventures 16 41 8.9 13.0 23 - 23
Operating profit 3 674.2 (109.4) 564.8 5435 (38.5) 505.0
Finance costs 8 179.3) - 179.3) (166.9) - (166.9)
Finance income 8 66.2 - 66.2 36.8 - 36.8
Profit before tax 3 561.1 (109.4) 4517 413.4 (38.5) 374.9
Tax expense 9 (159.9) 203 (139.6) (85.2) (10.9) (96.1)
Profit for the year 401.2 (89.1) 3121 328.2 49.4) 278.8
Earnings per share
(Note 10)
52 weeks to 29 February 2024 52 weeks to 2 March 2023

pence pence pence pence pence pence
Basic 206.9 45.9) 161.0 162.9 (24.5) 138.4
Diluted 2055 45.6) 159.9 1618 24.3) 1375





