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Executive Summary 
The financial health of the two organisations is compared by the business position, financial growth as well as their competitive strategy. The detailed comparison of the financial performance of the two organisations named Shangri-La and Premier Inn have been discussed. The comparison has been made by the market share, potential financial commitments along with the current market growth. The examination of the market positions of both companies will be given greater weight, and the third duty will assess and investigate each company's potential for growth. 
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[bookmark: _Toc179992368][bookmark: _Toc180068918]Introduction	
This investigation's primary goal will be to evaluate the company characteristics of two hospitality businesses, Premier Inn Hotels, which is a part of Whitbread, and Shangri-La Hotels. The study will be broken into four jobs, the first of which will be an examination of the revenue and expense patterns between both companies. The investigation of both firms' positions in the market will be assigned more weight, and the third responsibility will evaluate and investigate the opportunity for expansion that each organisation possesses. The fourth task will examine Shangri-La Hotels and Premier Inn Hotels’ financial involvement in CSR. 
[bookmark: _Toc180068919][bookmark: _Toc179992369]1. Total Revenue 
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Based on identifying the sources of revenue, revenue movements, and variables influencing income expansion or decrease, the analysis of earnings and costs relevant to Shangri-La Hotels and Premier Inn Hotels will be discovered. An extensive examination of the revenue structures for every single one of the two organisations that have been examined individually.
Sources of revenue
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Figure 1: Sources of Revenue 
(Source: sitecore-cd.shangri-la.com, 2024)
In several areas, Shangri-La Hotels had a noteworthy revenue increase during the year that concluded on December 31, 2023. The largest gain was seen in Hong Kong, where travel restrictions were loosened and tourism rebounded to the tune of USD 304.3 million, a 94.2% increase. With revenue rising 63.6% to £702.6 million, mainland China also experienced a significant increase, mostly because of domestic travel demand and the country's economic recovery. Stronger regional travel was seen in Singapore's and Malaysia's rises of 33.7% and 35.9%, respectively. 
Appreciation to increased occupancy rates, the Philippines and Thailand saw remarkable increases of 69.5% and 86.2%, respectively. Steady hotel performance contributed to the moderate rise in revenue from France, Australia, and the UK, which ranged from 7.3% to 11.4%. As a result of increased tourism, Mongolia and Sri Lanka both saw strong rises of 48.9% and 63.5%. Consolidated hotel income rose by 52.7% overall, mostly because of the lifting of travel restrictions, increasing local tourism, and post-pandemic rehabilitation initiatives.
Revenue trends
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Figure 2: Revenue Trends
(Source: sitecore-cd.shangri-la.com, 2024)
Revenue at Shangri-La Hotels increased by 46.4% to USD 2,141.8 million in 2023 from USD 1,462.1 million in 2022, indicating a robust post-pandemic rebound in the global hospitality sector. Higher occupancy rates, increased travel demand, and a rebound in area tourism were the main drivers of the revenue gain (Gössling et al. 2020). However, because of rising operating expenses and inflationary pressures, the cost of sales also grew by 25.7% to USD 975 million. Even with these increased expenses, gross profit increased by 70% in 2023 to reach USD 1,166.7 million. The company's financial performance improved overall, turning a deficit in 2022 into a profit in 2023. 
The factors driving revenue growth or decline
· Reductions in pandemic restrictions, rising occupancy rates, and an increase in travel demand propelled Shangri-La Hotels' revenue growth in 2023. 
· However, income was limited by growing financing costs, inflation, and operating expenditures. 
· The company's return to profitability was largely attributed to increased associate performance and prudent cost control. 
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Sources of revenue
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Figure 3: Sources of Revenue 
(Source: whitbread.co.uk, 2024)
With statutory revenue up 50% to 2,508 million in FY23 from 1,668 million in FY22, Premier Inn UK posted a solid financial performance. Better revenue per available room (RevPAR), which climbed by 54% to 59.45 from 38.69, and better occupancy was the main driver of this. The adjusted profit before tax increased from 75 million in FY22 to 492 million in FY23, a 556% increase. With statutory revenue rising by 234% to £118 million in FY23 from £35 million in FY22, Premier Inn had notable revenue growth in Germany. But the sector was not without problems: its adjusted loss before taxes increased to 50 million from a loss of 24 million in FY22.
Revenue trends
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Figure 4: Sources of Revenue 
(Source: whitbread.co.uk, 2024)
The statutory revenue of Premier Inn UK is increased by 50% in FY23 to 2,508 million from 1,668 million in FY22. Higher occupancy rates and a robust rebound in travel demand were the main drivers of this improvement. But other income which does not include rental income fell 93% short of 5 million in FY23 due to a change in non-operational revenue sources. From 2022 to 2023, the total revenue trajectory shows a strong recovery in core hotel operations. 
The factors driving revenue growth or decline
· In 2023, Premier Inn saw revenue growth propelled by amplified travel demand, elevated occupancy rates, and refined pricing tactics. 
· Core activities were strengthened by the relaxation of pandemic restrictions and a rise in consumer confidence. 
· Reduced non-operational and rental revenue streams contributed to declines in other income and rental income. 
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Market share
As one of the top hotel brands in Asia, Shangri-La Hotels enjoys a strong market position in the upscale hospitality industry. The company's competitive position is reinforced by its wide reach into important markets such as China, Hong Kong, Singapore, and Malaysia. Shangri-La has managed to hold a substantial portion of the travel industry as demand for travel has recovered after the epidemic because of its first-rate service provisions and well-located sites in popular cities and tourist spots (sitecore-cd.shangri-la.com, 2024). 
Customer demographics
Its clientele spans the globe, with a particular emphasis on Asian markets including China, Hong Kong, and Singapore (martinroll.com, 2024). Business travellers, high-net-worth people, and luxury vacationers are the main clientele served by Shangri-La Hotels. As cited by Buehring and O’Mahony (2019), corporate executives, event planners, and affluent travellers looking for individualised luxury experiences are among the diverse variety of guests.
Brand perception	
Many people view Shangri-La as a representation of elegance, luxury, and first-rate hospitality (mbaskool.com, 2024). The brand is known for its lavish lodgings, attentive service, and adherence to traditional Asian hospitality. It has a solid reputation for providing outstanding client experiences, in large part because of its emphasis on comfort and first-rate facilities (Sijabat et al. 2022). The brand's engagement in corporate social responsibility and environmental programs serve to further improve its impression as a prominent and responsible luxury hotel chain. 
[bookmark: _Toc179992374][bookmark: _Toc180068924]2.2. Premier Inn Hotels
Market share
With one of the biggest market shares in the nation, Premier Inn has a commanding position in the budget hotel industry in the United Kingdom. Premier Inn, which is well-known for its vast network of sites, caters to a variety of tourists by providing reasonably priced lodging that is consistently of high quality. As of 2022, Premier Inn, the biggest hotel chain in the United Kingdom, has around 22% of the market share, demonstrating its strong market position (cdn.whitbread.co.uk, 2024). 
Customer demographics
Premier Inn serves a wide range of patrons, including tourists, families, business travellers, and those on a tight budget (marketingweek.com, 2024). Its clientele includes both families on vacation and lone businesspeople, and it prides itself on providing nice lodging at reasonable rates. The brand is especially well-liked by UK residents looking for reasonably priced, dependable lodging (Pradana and Ha, 2021).
Brand perception	
Premier Inn is renowned for providing reliable, straightforward service at reasonable prices (marketingweek.com, 2024). The company's excellent reputation in the mid-range hotel sector is partly attributed to its dependability and outstanding customer service. It is a top option for tourists on a tight budget because of its reputation for cleanliness, comfort, and value for money (Yasri et al. 2020).
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Expansion strategies
Strategic growth in high-demand areas, including Asia, the Middle East, and developing markets, has allowed Shangri-La Hotels to continue growing. Its growth into new areas is being aided by alliances and collaborations in the luxury travel and hospitality industries, particularly in the wake of the epidemic (Semenova et al. 2019). The company's primary goal is to expand its portfolio of luxury properties by adding new buildings and sophisticated facilities. Additionally, to reach a wider audience, Shangri-La also places a strong emphasis on digital transformation, which includes growing its online presence and reward programs. 
Market opportunities
The rising demand for upscale travel in developing regions like Southeast Asia and the Middle East presents an opportunity for Shangri-La to profit. The growing trend of international travel, particularly by affluent persons, offers prospects for brand expansion (Bauer et al. 2020). Additionally, there is a great deal of room for expansion in the eco-friendly travel, wellness tourism, and extended stay markets—all of which Shangri-La can capitalise on given its stellar reputation for first-rate service. Furthermore, tech-savvy, younger travellers might be attracted to the aid of personalised services and digital advances. 
Potential barriers to growth	
High deficiencies in communication or whispers have been recognised as significant potential development obstacles, which contributed to regressive growth rates for the organisation in question. A company's not having channels of communication could additionally promote passive consumer involvement and association which may lead to organisational discontinuities (Zabel et al. 2019). The two biggest impediments to Shangri-La Hotels’ expansion are severe market rivalry and the absence of reliable decisions that are started at the level of the community. The business was unable to further develop its international reach owing to strong rivalry, mainly coming from top five-star hotels that have offices in North America and Germany. According to the shortage of dependable decision-making, personnel abduction in China is currently seen most frequently concerning employment terms and conditions.
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Expansion strategies
Premier Inn Hotels proposes growth approaches that consider into account advantageous competitive tactics, or tactics, such as growing into international markets and improving interactions with clients. Enhancing confidence in the company, principles, and culture are among the development tactics that apply to Premier Inn Hotels. 
Market opportunities
By increasing its footprint in popular travel and business destinations, Premier Inn Hotels can take advantage of large market potential both domestically in the UK and abroad (latterly.org, 2024). Premier Inn may draw in new business by providing value-driven services, capitalising on the rising trend of frugal travellers looking for reasonably priced yet pleasant lodging. Opportunities are also presented by the rise in short-term business travel and satiations. Additionally, the firm may gain market share in the cutthroat hotel sector by using technology to facilitate online reservations and improve client experiences through digital innovation. 
Potential barriers to growth	
Each of these elements may add to a company's additional expenditures and therefore might lower or decrease its earnings and overall health. Growing market rivalry and an economic slump in the economy have been identified to be potential obstacles that might hamper Premier Inn Hotels’ future expansion and undermine its competitive position in the hospitality industry. 	
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The financial investment additionally includes coming up with practical approaches for increasing organisational viability and revenue while placing a significant value on both inside and outside engagement with stakeholders (Zhang et al. 2021). Developing dependable safety and health procedures and supply chain legislation for Shangri-La Hotels are closely related to improved business prospects. Shangri-La Hotels’ financial involvement in CSR is motivated by its mission to responsibly fulfil the requirements and interests of its stakeholders. 
[bookmark: _Toc179992380][bookmark: _Toc180068930]4.2. Premier Inn Hotels
The market presents enormous possibilities for both performing worldwide corporate growth and adjusting towards shifts and flexibility in business (Breda et al. 2020). Partnerships with supply chain partners are also seen as an essential component of the CSR pledge adopted by Premier Inn Hotels and Whitbread, as an outcome of which future financial achievement will be expected. Premier Inn Hotels develops its financial support for CSR by promising to lower greenhouse gas emissions to boost revenue. 
Post-COVID Recovery
With emphasis on domestic travel, value-oriented offerings, and high occupancy rates, Premier Inn Hotels fared better after the pandemic. Compared to Premier Inn, Shangri-La Hotels' recovery was more difficult because of its higher operating expenses and longer travels restrictions in important Asian regions, which caused the company to rely more heavily on foreign luxury travel.
Revenue Comparison
By drawing an enormous number of domestic guests with its big-scale affordable hotel concept, Premier Inn makes more money. Revenue growth is constrained by Shangri-La's smaller, luxury-focused portfolio, particularly during recessions. Profits are also increased by Premier Inn's pricing policies and market penetration.
[bookmark: _Toc179992381][bookmark: _Toc180068931]Conclusion	
This analysis has indicated that Premier Inn’s revenue circumstances and trend exceed Shangri-La Hotels by a slight margin. Partnerships with supply chain companions are also seen as important characteristics of the CSR commitment completed by Premier Inn's, because of which future financial triumph is predicted. The tasks that make up the studies incorporate scrutinising the income and consumption trends of both enterprises.
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