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Executive Summary

This Business Report critically appraises Shangri-La Hotel Group and Premier Inn Hotels, prominent players in the Hospitality Industry, in terms of their financial management strategies and practices. Also analysing and comparing key revenues and costs generated by each organisation. Total revenue, Market position, Growth Potential and Financial Commitment to (CSR) Corporate Social Responsibility initiatives.

[bookmark: _Toc179999079]Introduction

Most crises cannot be foreseen, and many cannot be prevented which means no one is safe from them. As a result, businesses must grasp the probable nature and scale of an emergency. The length of crisis and recovery might vary greatly depending on recovery plan and resources. Shangri-la Hotel Group one of the fastest growing and loved chain in hospitality Industry, owns, operate and manages over 100 hotels and resorts in 78 destinations around the world and has over 50 years of experience of hosting people to the colourful joys in life keeping their sustainable strategy Stay, Savour, Shine with us. In every location they operate in, they engage with local stakeholders bringing economic opportunities, creating lasting value and nature environment. On the other hand, Premier Inn, A division of Whitbread, has also made a name for themselves  as the biggest hotel chain in the UK, with a solid presence and a track record of giving their visitors high-quality service. With more than 80,000 rooms across more than 800 hotels, Premier Inn strives to provide consistently excellent service to travellers on both business and vacation. Premier in provides pleasant and reasonably priced staying throughout the nation. The popularity may be attached to its dedication to client happiness, careful location choice, and successful marketing techniques and has established themselves as a top option for travellers looking for reasonably priced but high-quality lodging by focusing on the provision of pleasant rooms, excellent amenities, and value for money. 

1. [bookmark: _Toc179999080] Shangri-La Hotel

Shangri-La Hotel Group SWOT Analysis

	Strength
· Stable Funding
· Strong Brand Recognition and Reputation attracting new and returning guests.
· Diverse Portfolio
· Global Presence
· Commitment to Quality and Service
· Innovative marketing and Communication Strategies
· Adoption to Technology
· Sustainability and CSR Initiatives

	Weaknesses
· High Dependency on Global Travel Market
· Competition from other brands
· Managing Consistency Across Global Properties.
· Adapting to social media trends


	Opportunities
· Expansion into Emerging Markets
· Leveraging technology for personalised guests
· Sustainability and Eco-friendly Initiatives
· Diversification of Services and Experience
· Partnerships and Collaboration with other brands

	Threats
· Global Economic Fluctuations
· Intense Industry Competition
· Technology Disruptions.
· Geopolitical Instability and Security Concerns can deter customers from visiting.
· Sustainability and Environmental Regulations



Total revenue: Sources of revenue, Revenue trends, and factors driving revenue growth and decline.
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Figure 1: Shangri-La’s  Summary of Group Hotels and Rooms.
Source: https://sitecore-cd.shangri-la.com/
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Figure 2: Shangri-La Group GFA of Operating Investment properties
Source: Source: https://sitecore-cd.shangri-la.com/
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Figure 3: Shangri-La's Consolidated Revenue
Source: Source: https://sitecore-cd.shangri-la.com/
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Figure 4: Shangri-La Hotel Group Income Statement 2019-2024
Source: https://www.wsj.com/market-data/quotes/TH/XBKK/SHANG/financials
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Figure 5: Figure 1: Shangri-La Hotel Group Balance Sheet 2019-2024
Source: https://www.wsj.com/market-data/quotes/TH/XBKK/SHANG/financials

[image: A screenshot of a hotel]
Figure 6: Shangri-La Hotel Group Cash Flow  2019-2024
Source: https://www.wsj.com/market-data/quotes/TH/XBKK/SHANG/financials

Shangri-La Hotels, being a chain seems to have a had a steady growth from 2019 to 2024 unlike many years ago when the group did not have full ownership or as an  independent entity. (Chen, 2024) According to Shangri-La's latest financial reports the company's current revenue (TTM ) is ₹122.66 
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Figure 7: Monthly Hotel Revenue and Top Ten Values
Source: Intermediate Accounting, Volume 2

1.2 Market Position: Market share, Customer Demographics and Brand Perception.

Shangri-la is one of the top performing brands with businesses throughout the Pacific, North America and Middle East. They have 69 Hotels and 29 under development making them one of the leading player in the Luxury five Star Hotel Industry. Shangri-La Hotel targets the market segment of buyers with high level of income and those who prefer luxury services and standards. The hotel chain has 50 properties across south-east Asia, Europe, North America, and the Middle East, and is continuing to expand its presence in China.

Shangri-La’s Marketing Mix includes 

Different Products, Prices, Promotions and in different favourable Places. This brand differentiation helps them increase their market share giving them a competitive advantage against  competitors making one of the fastest growing brands in the industry attracting investors.
Shangri-la’s Business Segments and Strategy

Ownership and Operations, Property Development, management services including spas for customers to relax and third party franchises with spa branding and trader hotels in their basic strategy. With this market segments they are able to attract customers from different back grounds from low to high income travellers depending on customer needs.
Shangri-la Hotels is a good example of how a leading Asian Hospitality  brand practices branding  within organisation by aligning their staff and management with overall brand strategy.  In addition to that, Shangri – la management also applied the Shangri-La Philosophy of hiring staffers with right mindset, favouring  young inexperienced easily be trained their way. Employees carry booklets which states its core values of respecting, humility, courtesy and sincere, philosophy from a caring family, Mission to improve customer experiences attracting more customers creating a good relationship between customers and employees achieving business goals, vision to make them first choice by customers and guiding principles. (Metin Kozak, 2016)  To delight customers, Shangri la hotel group has a staff training program divided into three, Shangri La Care, Delighting Customers and Recover to gain Loyalty for their managers and staff. By doing this Shangri-la has managed to project a consistent brand image in all their hotels, staff members acting as brand ambassadors  delivering brand promises, top notch services consistency all over the world. (Roll Martin, 2005) In addition to that, Shangri – la management also applied the Shangri-La Philosophy of hiring staffers with right mindset, favouring  young inexperienced easily be trained their way. Employees carry booklets which states its core values, philosophy, mission, vision and guiding principles. (Metin Kozak, 2016)

1.3 Growth Potential: Expansion Strategies, market opportunities and potential barriers to growth.

Shangri-La hotels like Mandarin Oriental, Peninsula, all of which are world famous five star hotels seems to have capitalised on low taxes in far east for example Hong Kong where universal corporate tax is 16.5%, income tax of 15% is levied and no capital gains tax or dividends are levied. They are  able to use professionals from other countries without bureaucratic delays. (Holovnia О., 2022)  However, there are some countries where growth seems to have been limited for example in countries with high political instabilities where local companies or organisations seems to understand how to manage their own political risks better than foreign companies.  (Chen, 2024) 
[bookmark: _Toc179999084]1.4 Financial Commitment to CSR (Corporate Social Responsibility): Financial Commitment to CSR initiatives.

Shangri-La is committing to Corporate Social Responsibility by engaging in initiatives like
Environment

Hotel mitigates impact on environment by ensuring that their activities promote and implement responsible environmental practices and continuous improvement for example low greenhouse emissions.

Health and Safety 
High standards of health and safety are maintained by everyone for the benefit of all stake holders for example customised food safety systems and sanitation standards.

Employees-

Employees are partners in delivering high standards of service and comfort and at the same time discouraged from engaging in or tolerate unlawful workplace conduct, discriminating, intimidation or harassment.
2. [bookmark: _Toc179999085]Premier Inn
Premier Inn Swot Analysis
	Strength

· High occupancy rate of more than 68%
· Strong Presence in UK with 840 hotels
· Good Customer base of over 5 Million customers per month
· Affordable Rates for customers. 
· Good locations near airports and tourists attractions
· Established good brand Image with kid and bike friendly image voted best UK Economy Brand at British Travel Awards.
· Good Commitment to Sustainability

 

	Weaknesses

· Limited Global Presence compared to some giants, only operates in limited number of countries.
· Refund Issues, has a lot of refund cases making customers unhappy.
.
 


	Opportunities

· Has opportunity to grow in other countries improving global presence
· Design and Decoration 

	Threats

· Competition from other brands for example Holiday inn
· Legal threats if they do not respond to queries 



2.1 [bookmark: _Toc179999086]Premier Inn’s Total Revenue: Sources of revenue, Revenue trends, and the Factors driving revenue growth or decline.

Premier Inn’s Financial Statements
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Figure 8: Premier Inn's Financial Statement 2024
Source: https://cdn.whitbread.co.uk/media/2024/05/
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Figure 9: Premier Inn's Balance Sheet 2024
Source: https://cdn.whitbread.co.uk/media/2024/05/
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Figure 10: Premier Inn's Cash Flow Statement 2024
Source: https://cdn.whitbread.co.uk/media/2024/05/

2.2 [bookmark: _Toc179999087]Market Position: Market positioning, Market share, Customer Demographics, and Brand Perception.

Premier Inn has High occupancy rate of more than 68% with strong Presence in UK with 840 hotels and good customer base of over 5 Million customers per month putting thein in number one position with 12% Market share.  
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Figure 11: Hospitality Industry Market Share Chart
Source: https://www.premierinn.com/gb/en/home.html

2.3 [bookmark: _Toc179999088]Premier Inn’s Expansion Strategies, Market opportunities, and potential barriers to growth.

Marketing Strategies includes 
· Market Segmentation is based on a variety of geographic, demographic, psychographic, and behavioural variables .They primarily target male and female visitors between the aged of 25 and 55 who have a household income of at least £30,000 per year. With a wide variety of visitors looking for different kinds of accommodations, Premier Inn's targeting approach makes sure that it efficiently meets the varied needs of its target market, supporting its position as the top hotel chain in the UK.

· Market positioning targets travellers looking for affordable accommodation who might consider Premier Inn, which is smartly positioned as a dependable, reasonable, and sensible option. The business highlights its affordable rates, clean and pleasant rooms, and handy locations close to transportation routes to be seen as a good deal. 

· The targeting approach of Premier Inn is centred on providing to particular consumer groups, such as business travellers, vacationers, families, and couples. These categories are the ones that the company is focusing on because of their sizable size and growth possibility, which presents a major opportunity for Premier Inn's hotels. Furthermore, these categories share clean, cosy, and cost-effective lodging alternatives, which are in line with Premier Inn's services. 
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Figure 12: Premium Inn's Rooms and Return of capital Employed
Source: https://cdn.whitbread.co.uk/media/2024/05/
[bookmark: _Toc179999089]2.4 Financial Commitment to CSR (Corporate Social Responsibility) initiatives.

At Premier Inn, part of the Whitbread family, cares about teams, communities and our planet. That’s why being a Force for Good is at the heart of everything. From donating surplus food to communities and working on reaching net zero carbon to supporting the life-changing work of Great Ormond Street Hospital (GOSH).

3. [bookmark: _Toc179999090]Comparison and Evaluation Table
	
	Shangri-La
	 Premier Inn

	Total Revenue   
· Sources of Revenue
· Revenue Trends
· Revenue Growth
· Revenue Decline
	
· Regular Registered
Customers
· Walk In Customers
· Other Investments e.g. Franchise Partnerships. 
· Customers New Customers
	
· Regular Registered
Customers
· Walk In Customers
· Other Investments e.g. Franchise Partnerships. 
· Customers New Customers

	Market Position
· Market share
· Customer Demographics
· Brand Perception
	
· Targets customers with high level of income 
	
· Targets medium to low level income

	Growth Potential
· Expansion Strategies
· Market Opportunities
· Barriers to Growth
	
· Shangri-La has more resources allowing them to grow faster and seize market opportunities.
· Politics and laws in some countries do not give them the freedom to grow independently.
	
· Premier Inn has resources but the budget not allowing them to grow faster Internationally.
· Limited Market opportunities due Politics and laws in some countries do not give them the freedom to grow independently.

	Corporate Social Responsibility Initiatives
· Financial Commitment 
	· Has initiatives for example “Do Good” for the most vulnerable in community and Golden Circle for loyal Customers.
· There are training programs and funding for staff training. 
	· Has initiatives for example “Force for Good” helping the need.
· There are training programs for staff and communities.



There is no one approach that works for everyone-but there is a best approach for your specific context. And it has never been more important to choose the right one. (Reeves, 2015) In a fast paced world of business, Chief Executive Officers need to have a robust arsenal of strategies to navigate complexities and drive success. (Mochtar, 2023)
4. Hotels Bowman’s Strategy Clock Position Comparison Table
	          Shangri-La Hotel Group
	 Premier Inn Hotel Group

	 Bowman’s Strategy Clock Position
	Bowman’s Strategy Clock Position

	 
Differentiation and Focused   Differentiation

· Higher perceived value at increased prices 
· They are focusing on customers with high level of income
· High Perceived value in exchange for high prices
· Customers are charged a premium for perceived value offered by big brands





	
Low Prices and Hybrid 

· Finds the sweet spot between differentiation and low costs
· Products have good quality at reasonable prices
· The room costs are kept low while process efficiency is gained.
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   Figure 14: Bowman's Strategy Clock Position
     Source: Internet
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Figure 13: Top Hotel Group Rankings 
Source: https://brandirectory.com/rankings/hotels/table
[bookmark: _Toc179999091]Conclusion
Both Shangri-La and Premier Inn seem to have a lot in common in terms of Total Revenue, Market Position, Growth Potential and Financial Commitment to Corporate Social Responsibility however Shangri-La need to improve their brand image by trying to stay out of bad publicity and Premier Inn needs to improve some of their employee benefits including raising minimum wages to keep staff high retention level.
[bookmark: _Toc179999092]Recommendation
In order to boost Revenues both Shangri-La and Premier Inn need to keep customers loyal by keeping up or introducing:
	Recommendation
	Shangri-La
	 Premier Inn

	Customer Referral programs
	        Yes – To increase customer loyalty
	        No – They seem to have good customer base

	Customer Care
	         Yes - To increase customer loyalty
	        No - To increase customer loyalty

	Loyalty Programs
	         Yes – To increase customer loyalty
	        Yes- To increase customer loyalty

	Gift Cards
	         Yes – To keep brand awareness
	        Yes - To keep brand awareness

	Reward Cards
	         Yes - To keep brand awareness
	         Yes - To keep brand awareness

	More Communication
	         No – They seem to have good communication
	         Yes – To keep customers engaged

	More Marketing Mix
	         No – Have good marketing strategy that  boost Sales
	No – Have good marketing strategy that  boost Sales
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