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Executive Summary
The report discussed the financial management strategies of Premier Inn Hotels and Shangri-La Hotel Group. It indicates that Premier Inn Hotels operates in the affordable market segment and Shangri-La Hotel Group operates in the luxurious service-providing segment. Quality services of hotels and beverages help to gain higher revenue for the organisations. Both organisations have focused on consumer well-being and sustainability strategies as a part of CSR initiatives which improve brand reputation.  
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1. Introduction 
Financial management practices and strategies are essential for a business organisation to ensure proper investment, growth and revenue generation. The report is going to discuss the financial management strategies of Premier Inn Hotels and Shangri-La Hotel Group. Premier Inn is the largest hotel brand in the UK and a British hotel chain with more than 800 hotels (Premier Inn, 2024). Shangri-La Hotel Group is a multinational hospitality brand that operates in 78 destinations with over 100 hotels (Shangri-La Group, 2020)  Hence, to make the comparison between the financial performance of these two organisations it is going to focus on their total revenue, growth potentiality, market position, and Corporate Social Responsibility or CSR activities. Finally, the report will provide some well-reasoned recommendations to improve the financial performance of the selected organisations.  
[bookmark: _vp3j64xla3q7][bookmark: _Toc179995818]2. Total Revenue 
Premier Inn Hotels
It has become the 'Biggest budget hotel chain' in the UK and it is owned by Whitbread. It has been reported that after the COVID-19 pandemic, the hotel chain Premier Inn has experienced a 50% increase in its total revenue (Sweney, 2023). It earns revenue from hotel room services, food and beverage services, and hospitality. In the pre-COVID situation, the revenue of Premier Inn remained at £911.5m in 2018/19 and their operating profit was £297.5m (Whitbread.co.uk, 2020).  Moreover, in 2016, Premier Inn created nearly 4,000 new rooms in the UK and became the largest budget hotel chain in the UK with a 94% direct booking rate which was a key source of revenue growth (Davies, 2017). Hence, the operational profit increased by 7.4% and amounted to £468 million in the next 12 months or by 2017 (Davies, (2017). In the pre-COVID situation, through direct digital distribution, it also earned revenue which increased by 88% in 2016/17 (Davies, 2017). Therefore, a trend of positive revenue growth was noted by Premier Inn as it targeted 8.5% growth in fiscal year 2024 by achieving 10.4% this year (Whitbread.co.uk, 2024). Key factors that drive revenue growth of such hotel chains include increasing the number of hotels, quality hospitality services, increased number of rooms, and so on. A report indicates that, in 2024 it has targeted to create 1,750 new rooms by actually creating 2,253 which also increased revenue of the hotel chain business (Whitbread.co.uk, 2024). Premier Inn also experienced a 13.5% return on Investment in 2015, 12.9% in 2016, 13.0% in 2017, and 13.4% in 2018 which is indicated in the figure below. It also maintains a lower-cost service structure to provide affordable services to consumers. 
[image: ]    
Figure 1: Return of Premier Inn in the UK
(Source: Whitbread.co.uk, 2024)
Shangri-La Hotel Group 
The hotel group ended the year 2023 with USD873.6 million EBITDA which has grown by  97.8% from its previous year (Shangri-la, 2024). A report shows that in the pre-COVID era, Shangri-La Hotel Group contributed 15% of total group revenue through its VP sales in 2016 ().  However,  the hotel group generated USD 2,141.8 Million in Revenue in 2023 which was USD 1,462.1 Million in 2022 and it indicates a clear 46.5% revenue growth of the organisation (Shangri-la, 2024). In 2018, a new property of this hotel group opened in Doha which was another major source of revenue in the pre-COVID period (Soltani, 2016). After the COVID-19 pandemic, the Consolidated revenue of Shangri-La has increased by 60.3% and amounted to USD1,006.0 million in 2023 (Shangri-La, 2023). The source of revenue of Shangri-La Hotel Group includes food and beverages, luxury hotel room services, wellness services, and services for different conferences or events. Based on the annual report of Shangri-La it generated USD 2,517.9 million in revenue in 2018 and USD 2,431.2 Million in 2019 which was a -3.4% decline and is indicated in the figure below (Shangri-La, 2019). The hotel chain experienced higher growth trends of revenue due to an increase in demand for international travel, and demand for luxury services in different places like the Middle East and China. Shangri-La group experiences higher operational and maintenance costs due to luxury services like Spa, skilled chiefs, and higher quality product offerings. Due to such revenue growth loan maturity of the organisation became 4.34 years in 2017 which created cash equivalents of USD1.0 billion at the end of 2019 (Shangri-La, 2019) Some factors that drive revenue to Shangri-La include higher competition, an increase in global tourism, and changes in consumers' spending habits on luxury services.       
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Figure 2: Pre-COVId revenue of Shangri-La 
(Source: Shangri-La, 2019)
[bookmark: _pyhp16eb9pri][bookmark: _Toc179995819]3. Market Position 
	Factors related to Market Position
	Premier Inn Hotels
	Shangri-La Hotel Group

	Market share
	It has become the UK leader in hotel chain business with over 800 hotels (Premier Inn, 2024)
However, it has a lower international market share in the pre-COVID period as it operates in Germany, Ireland, Qatar, and the UAE.
It has secured a 12% market share within the UK by providing quality and affordable hotel services (Whitbread.co.uk, 2024b) 
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Figure 3: Market share of Premier Inn
(Source: Whitbread.co.uk, 2024b)
	It has a strong presence in international markets and different regions such as Southeast Asia, Hong Kong, China, and more.  
It operates over 100 resorts and hotels in 78 global destinations helps to gain a higher market share (Shangri-La Group, 2020). 
It gains market share in the premium service-providing segment of North America, European countries, the Middle East, China, and Southeast Asia (Shangri-La Group, 2020). 
It gains a competitive advantage in the event management and conference management market segment in the pre-COVID period. As its consolidated revenue became 2,517.9 in 2018 and 2,431.2 in 2019 (Shangri-La, 2019)
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Figure 4: Consolidated revenue
(Source: Shangri-La, 2019)

	Customer demographics
	In the pre-COVID period Premier Inn mainly targets middle-income groups of people including families, domestic travellers, and business travellers so that they can avail affordable services. 
The key targeted audience of premier Inn are leisure-seekers, business travellers, staycationers and people who prefer longer staying facilities (Whitbread.co.uk, 2024c)
As per a survey total of 53% of UK consumers prefer Premier Inn with 93% brand awareness (Statista, 2022)  
	Shangri-La Hotel Group mainly targets upscale or higher income-based people such as affluent tourists, luxury travellers, business executives, and so on. In the pre-COVID period, t targets such consumers so that they can spend more on luxury services.
Some consumers are also corporate travellers who prefer to arrange meetings and conferences in luxury places (Shangri-La, 2020) 
In the pre-COVID period, it also had global consumers from Europe, China, North America, and the Middle East. 

	 Brand perception
	In the pre-COVID period, Premier Inn maintains a reliable, affordable, and comfortable brand perception within its business market which increases consumer loyalty.
From the pre-COVID period, a positive brand perception is present in the UK due to quality and affordable services that ensure customer satisfaction (Whitbread.co.uk, 2024d). 
A report shows that there are 86% happy consumers of Premier Inn due to comfortable accommodation and positive brand perception across all destinations (Whitbread.co.uk, 2024d)  
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Figure 4: Happy customers  
(Source: Whitbread.co.uk, 2024d)
	Shangri-La has a perception as a luxury service-providing brand which is reputed for luxurious and high-priced services. 
It is popular as a renowned and luxurious Asian hospitality service providing hotel chains with personalised and value-based services from the pre-COVID period.
It has also become popular due to on-trend destination experience providence, its timeless elegance, award-winning hotel services, and iconic event experiences  (Shangri-La, 2020b).  


Table 1: Market Position
(Source: Self-created) 
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· Premier Inn Hotels
Expansion strategies
Market expansion of Premier Inn Hotels remains constant in the pre-COVID period in the UK and aims to capture more international market share by attracting regular travellers and making a footprint in the highly demanded locations. It has focused on potential market growth opportunities in the pre-COVID period in the German market. Premier Inn has adopted a strategy to adopt value-for-money services to attract a larger market share in Germany (Whitbread PLC. 2020). It has aimed to start operations in 13 new locations in Germany and increase 68 trading hotels across Germany with over 12,000 bedrooms (Whitbread PLC. 2020).   
Market opportunities
From the pre-COVID-19 pandemic, it has an opportunity to grow sustainable staycation facilities to ensure environmental and social well-being. For instance, Premier Inn has aimed to create net zero emissions by 2050 and reduce 20% water usage per consumer by 2030 (Premier Inn, 2023). Hence, such strategies improve market opportunities to attract environmentally conscious consumers. 
Potential barriers to growth
Higher international competition can create barriers to potential market growth in the pre-COVID period. Increasing cost of goods and resources may create barriers to providing affordable services. As stated by Olusola et al. (2022), Higher inflation or economic downturn may lower consumer purchasing ability and as a result, growth opportunities may decrease.  
· Shangri-La Hotel Group 
Expansion strategies
Shangri-La has adopted a strategy to improve its digital abilities to uplift online booking and cancelling facilities and provide personalised services to its guests in the pre-COVID period. As stated by Ameen et al. (2021), using AI technology may help to collect consumers' information and design personalised services for them. It has also aimed to increase the number of premium wellness services such as hiring spa experts, therapists, and more. Moreover, to increase market expansion in the pre-COVID period Shangri-La aims to launch combined space including retail spaces, office areas, residential facilities, and more.   
Market opportunities
Shangri-La Hotel Group has opportunities to provide services for luxurious events such as marriage ceremonies, high-end events, and so on. Hence, in the pre-COVID period, it can launch some affordable services for the growing demand of upper-middle-class consumers in different regions of Asia. There is a market opportunity to gain higher revenue from international business travellers who prefer to experience the premium segment.    
Potential barriers to growth
Economic uncertainties and geopolitical tensions may lower demand for luxurious hospitality services due to a decrease in international travel (Handszuh, 2023). Higher operational costs in the pre-COVID period may increase the cost of services and as a result, consumers may try to find another organisation for affordable services. 
[bookmark: _3wb0ypyeazhk][bookmark: _Toc179995821]5. Financial Commitment to CSR 
Premier Inn Hotels
CSR or Corporate Social Responsibility has become a crucial part of every business organisation to ensure environmental sustainability, maintain ethical business practices, and manage positive community engagement before COVID-19. As a result in 2024, Premier Inn has 853 hotels in Ireland and in the UK which helps to generate over 3 billion British pounds in revenue in 2024 (Statista, 2024). Premier Inn invested in employee well-being practices by creating a supportive and positive work environment. It has launched a 'Force for Good' strategy to support communities and contribute to life-changing work. The hotel chain has partnered with the Children's Health Foundation to raise €30,000 to support children in Ireland who are suffering from Chronic pain by 2027 (Premier Inn, 2023). After that, the organisation also aimed to eliminate gas connections from its hotels by 2040 to reduce emission levels. It also has invested in installing cooling and heating systems, LED lights, and using renewable energy sources to reduce GHG emissions.   
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Figure 5: Force for Good Strategy
(Source: Premier Inn, 2023)
It has aimed to use 100% renewable energy and install it in new hotels by 2026 (Anderson, 2023). Along with it, the organisation has invested in using an energy-efficient air-to-water Heat Pump from Mitsubishi to reduce energy usage. It also develops building designs based on BREEAM 'Excellent' standards that ensure natural sunlight, re-use of electrical equipment and innovative designs which will help to achieve Net Zero Awards.
Shangri-La Hotel Group
· As a part of the CSR strategy before COVID-19, it also focuses on sustainable business practices including renewable energy usage, greenhouse gas emission reduction, water conservation, and so on. The environmental, Social, and Governance (ESG) strategy of Shangri-La includes becoming a net zero-emission business. It started investing in hiring new employees before COVID-19 and by creating job roles and ensuring social development it fulfilled effective CSR strategies. A report shows that, after COVID-19, in 2022, it hired 11,158 employees which created a total employee headcount of 40,746 with a 19% Voluntary Turnover Rate which is indicated through the figure below  (Shangri-La-Group, 2023). Therefore, in the pre-COVID situation it has created a supportive work environment, and employee benefit opportunities, and ensures employee welfare as a part of the CSR strategy. 
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Figure 6: Employment of Shangri-La
(Source: Shangri-La-Group, 2023) 
The hotel chain has launched waste reduction campaigns to recycle waste and reduce greenhouse emissions. It has also invested in sustainable resourcing of materials for its restaurants, hospitality services, and hotels. The organisation also has invested in renewable energy sources and installed solar panels in its hotels which helps to achieve sustainability and CSR goals.   
[bookmark: _Toc179995823]6. Conclusion 
It can be concluded that both organisations have higher market share and revenue growth levels. However, the research indicates Premier Inn has less international market expansion than Shangri-La-Group. Moreover, the affordable services of Premier Inn and the Luxury services of Shangri-La-Group help to achieve higher revenue for both organisations. 
[bookmark: _1q2h4636owg0][bookmark: _Toc179995822]7. Recommendations 
Throughout the entire analysis it can be recommended that analysing the current revenue trends and performance data of both organisations will be more effective in understanding their growth potentialities and revenue generation. It will be justified to gain clear knowledge on business performance and growth trends based on current data.   
After the entire analysis, Premier Inn is recommended to expand its mid-range operation in the European market to provide affordable services to consumers. Such a recommendation is justified for Premier Inn as it will help to attract a larger consumer base with its affordable services and higher brand reputation. As a result, the ROI and revenue of the organisation will increase. Through the mid-range operation, it will access both business travellers and budget-conscious consumers (Bait et al. 2023). Hence, it will ensure market expansion and fulfil the market demand of consumers. 
Shangri-La-Group is recommended to invest more in emerging technologies such as AI, Big Data, Machine Learning, and so on. Such recommendations will be justified to understand market demand and changes in consumer purchasing behaviour using AI technology which will help to provide personalised services (Ameen et al. 2021). Moreover, such technologies will also help organisations to make data-based decisions and increase revenue and market share. 
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