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Introduction
This report will compare the financial performance of two successful giants in the hospitality industry: Shangri-La Hotel and Premier Inn Hotels. It will examine both companies’ key revenue streams, market positions, growth potential, and financial commitment to CSR (corporate social responsibility). Based on the facts, I will recommend both hotels in the final section of this report.  

Premier Inn’s total revenue 
Premier Inn is currently the leading budget hotel chain in the UK, it has also been expanding into Germany recently. The company’s revenue streams are mostly from accommodation sales and food & beverage services (Gursoy, 2022).  
In the 2024 financial year, Premier Inn UK’s total statutory revenue was up 10% from the previous financial year. This growth was led by their UK hotels having total accommodations sales increase by 12%. The ARR (average room rate) increased by 11% to 79.76. The company pulled in £1.57 Billion in total revenue and £309 million pre-tax profit. (Fenech, 2024) 
Whitbread PLC the parent company of Premier Inn reported in February of 2024 a total food and beverage sales figure of £678 million, and a f&b sales growth of 7% compared to the previous year. This growth was led by increased breakfast sales, which is a key part of the premier inn experience (Nalley, 2021). But it was also supported by commercial initiatives such as better menus and promotions. Social factors may have also pushed consumers to pick eating at their hotel over going out, due to fast food chains like McDonald's especially increasing their prices, consumers feel it is cheaper to dine with the hotel they are staying at (Bower, 2016) 
Shangri-La revenue  
On the other hand, Shangri-La Hotel Group is a global luxury brand that pulls its revenue from room bookings, food and beverage, and health & wellness services such as spas, and fitness centres.  
In the first six months of 2024, ending June 30th the company reported a revenue of 1.05 Billion dollars, a 4.3% increase from the 1.006 billion dollars in the same period last year. Looking at the company's food and beverage operations generally generate approximately one billion dollars yearly. (Belcher, 2014) not much more information could be found about food and beverage earnings. However, the Shangri-La at the Shard in London reported a food and beverage turnover that increased by roughly 2 million, in 2024 going from 15.9 million pounds to £17.4 million. Lastly, the company doesn’t display its wellness services earnings, but an educated estimate would assume it makes up a couple hundred million dollars from the 1 billion total. (Ding, 2017) 
Comparison
Comparing revenues between the two companies with the limited available data Shangri-La group in the first six months of 2024 has generated 1.05 billion USD, estimating that by the end of the year that figure doubled to USD 2.1 billion, we have an estimate for their 2024 overall financials. Premier Inn (Whitbread PLC) generated GBP 1.57 billion for the 2024 year, which is roughly USD 2 billion. Both companies generated 2 billion gross USD in 2024 with the information given, however, Shangri-La operating in the luxury market takes the crown for 2024 earnings by a 100 million USD difference. 2024 pre-tax profits indicate that Shangri-La Thailand made around 8.8 million USD in H1 2024, global profits are not published. (Ahmad, 2024) While Premier Inn’s pre-tax profits were £309 million, or 390 million USD, of course, this comparison is unfair. Moving on to food and beverage profits, Shangri-La generates approximately USD 1 billion from F&B, while Premier Inn reported £678 million, USD 860 million from F&B, and although a 7% increase from last year Premier Inn falls behind Shangri-La in F&B revenue. This is likely due to Shangri-La attracting wealthy customers looking for luxury treatment, meaning these customers are more disposed to spend high sums on food and beverage, compared to Premier Inn's friendly audience (Yang, 2013). 
The market share of Shangri-La is not publicly disclosed at this time, however, the brand operates in 100 or more hotels and resorts worldwide, primarily in Asia, the Middle East, Europe and North America. Its massive portfolio and luxurious locations are in strategic major cities. Shangri-La caters to travellers who want luxury accommodation, so it’s no wonder their largest age demographic is 25 to 34-year-olds who had time to accumulate wealth in their lives (Heffernan, 2008). The brand’s online audience demographic also shows it has a slightly more feminine audience with 54.64% of the user base being female, compared to the 45.36% male. This is likely due to female travel markets having a taste for luxury, while male audiences are more likely to be happy with less luxurious spots. Having said that, Shangri-La’s brand is often associated with high standards as mentioned before and its commitment to quality is the wow factor against other hotels in a similar space. (Hudders, 2014) 
Premier Inn’s Market share  
Premier Inn does have information available on its market share, and as of 2023, it holds approximately 22% of the market share in the UK hotel sector, making it the largest chain in the country. Its customer demographic consists of budget-conscious travellers, leisure travellers, looking to not stay too much in the hotel, and business travellers who need a cost-effective stay. Premier Inn’s brand perception is being recognised for its low cost yet nice locations, customers can book easily knowing they can put aside money for their vacation or other needs, while still having a nice cosy stay. Premier Inn has also been recognised for its advertising efficiency, getting the top spot for ad awareness among hotel brands in 2024 with a score of 22.8%. Its largest demographic is 18-25-year-olds, likely young people travelling or even students visiting family. As expected, the gender distribution is 52.71% male and 47.29% female. (Hudders , 2014) 
Comparison

Comparing the two brands’ market share, specifically in the UK is a hard task due to Shangri-La’s market share data being limited due to the also limited number of UK properties, However seeing Premier Inn’s market share in the UK it is clear who the winner is in this sense, although the Shangri-La hotel at the shard reported a turnover of £49.2 million in 2023, an increase from 2022’s figures of £45.8 million. (Page, 2020)  
In terms of demographics Shangri-La targets luxury travellers looking for high-end services, Their user base is leaning more toward female audiences with a 54% female majority within their user base, While Premier Inn’s gender distribution is male leaning with a 52% male majority in the user base. This reinforces the theory that males dont often mind the accommodation, while female customers are likely to choose luxury. Regarding Age, Premier Inn’s biggest demographic is 18-25 year-olds, while Shangri-La’s biggest demographic is 25-34, and the second largest is 35+, meaning Premier Inn pools in the younger customers. (Lee, 2011) 
Finally, Brand perception differences are very obvious, Shangri-La is a global company that has many resorts in exotic locations mainly Asia, while Premier Inn is largely focused on Uk growth, while also expanding to Germany, however Germany is large part similar to the UK in terms of social circumstances. Premier Inn are a budget-friendly option, while Shangri-La is a luxury spot. (Hennigs, 2013) 
Growth potential

In terms of growth Shangri-La has opened new properties in all corners of the globe, in recent years it has revealed properties in Shanghai, Beijing, Nanning and Jeddah. Looking at the most recent properties, 3 of the 4 are in China, as Shangri-La has been focused on its China growth, adding to their Chinese properties they also opened Shangri-La Nanshan, Shenzhen and JEN Kunming by Shangri-La. They are strongly focused on China possibly due to the company's Asian roots, being founded in Singapore and headquartered in Hong Kong. But also they may be positioned in China due to the region’s fast economic growth, and the prospect that it may become the world’s superpower in the decades to come. The brand is also expanding in the Middle East, As the region is recovering economically, Shangri-La is looking to also expand there. (Atwal, 2012) 
Potential barriers to growth for Shangri-La are luxury hotel saturation and economic uncertainty. This is due to the vast amount of luxury hotels in most of the exotic locations around the world especially Asia, for example, hotels like The Ritz and Intercontinental are also positioned in Jeddah eating away at Shangri-La’s market share in the area. Factors like economic uncertainty heavily affect luxury brands and in turn benefit budget locations (Such as Premier Inn), as of course when times are hard financially, travellers look to save money on their stays. Shangri-La’s core audience will always have the money to afford stays at one of their hotels, but their big profits always come from middle-class visitors looking for that once-in-a-lifetime luxury stay. (Kee, 2020) 
On the other hand, Premier Inn is looking to expand its UK market share even more with a 19% increase in its current rooms, increasing by 98,000 rooms by 2030. This plan states it will convert some restaurants into more rooms to accommodate the space. Premier Inn will also be looking to expand into the German market aggressively, aiming to double its room count in Germany to 20,000. Due to the brand currently taking a loss on its German operations, it will be also trying to turn a profit in Germany, and as much as £70 million annually. (Bower, 2018) 
Adversely, Economic factors such as economic prosperity might pose a barrier to its growth, as families and other guests will be looking to upgrade to more expensive hotels on their stays if they find economic conditions favourable. For example, if a family of four is earning more money compared to previous years, it’s statistically likely for the decision maker of the family to get brave and book a more expensive hotel to treat the family. Another barrier to premier inn’s growth might be the property and land availability in Prime locations, as premier Inns aim to locate themselves in the city centres, in places like Germany those spots might be outright unavailable or too expensive, and seeing that the German division of the business is currently operating on a loss, it’s likely purchasing multiple city centre properties in Germany can be tricky, slowing its growth. (Kim, 2015) 
Financial commitment to Corporate Social Responsibility

Premier Inn under its parent company has outlined specific commitments as part of its CSR campaign, pledging to achieve net zero carbon emissions by 2040, it is the first Uk hotel chain to publicly announce an ambitious target as such. Whitbread PLC also has goals to reduce water use by 20% per hotel guest by 2030 and cut food waste by half by that same year. They are partnered with GOSH charity, promising £20 million over five years to support the construction of new children’s cancer centres. Finally, in 2020 they donated over 200 tonnes of surplus food which is equivalent to half a million meals. Further financial commitment information is not available. (George, 2021) 
Shangri-La has also done its part for CSR, structured around two main initiatives, EMBRACE; focused on community engagement it aims to change the lives of people living in underprivileged communities through education and health. And also SANCTUARY; focusing on habitat protection to preserve the environments the company operates in, mostly exotic locations in Asia. In 2023 they collected ESG awards based on their sustainability initiatives, however not much else is known about financial commitments such as specific figures.  
Recommendations

The first recommendation for Shangri-La would be to expand mid-priced hotels, reaching a broader audience, such as younger travellers in Gen Z, or the older generation such as Gen X. It should be done under a new name so that the main Shangri-La maintain its brand perception as luxury, something such as ‘’Shangri-La Lite’’ Or ‘’Shangri-La express’’, to still have that Shangri-la name. (Rios-Martin, 2019) 
The second recommendation for Premier Inn, is to accelerate the growth in Germany to speed up turning a profit, and have the german operation be self sufficient. This would free up capital for the main Premier Inn brands and possibly speeding up their goals in the UK to expand. (Ghandour, 2015) 


Conclusion

In conclusion, both companies are very profitable and are poised to bring in hundreds of millions in profits, Premier Inn makes less gross profit, however, they are far from profitable after deductions. The two brands maintain very different brand images and cater to polar opposite audiences within the industry, They are both efficient in increasing market share and have done their part for the environment through their CSR and also ESG initiatives. With the recommendation to each hotel being expansion into new markets, for Shangri-La this expansion would be to middle price ranges for their hotels under a ‘’Lite’’ brand. While for Premier Inn it would be an expansion into a new country.  
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