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This paper will provide an in-depth analysis of the leading hospitality brands named, Shangri-La Hotels and Premier Inn Hotels. The report will highlight the uniqueness in market positioning, growth potential, and corporate social responsibility practices of both while exploring financial management techniques that help maintain their successes (Brendon & Alan, 2005). The report will outline the critical analysis of the financial position of both hotels pre-COVID, during COVID and post-COVID and how it has affected its revenue in the market.
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The total Revenue raised from sales in Hong Kong and other countries was £382,041,000 (2020) and raised to £2,049,175,000 by 2024, respectively. The report highlighted that the hotel business was mainly recovered by Hong Kong and Chinese hotels after the pandemic where the demand remained strong despite the restrictions of COVID-19 (Kevin, 2024).
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The business of the Premier Inn is still expanding gradually and has shown good improvement over the years. Total revenue was further up by $3,564m in 2023, by 13%; as compared to the year 2022 and the adjusted operating profit also rose by 20% to $633m due to the operating leverage inherent in the model (Reuters, 2024). The brand has on in the same continued to build on its advantage across different countries, with a focused dedicated effort on increasing revenues, containing the cost while at the same time offering high-quality services to the guests (Reuters, 2024). 
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Revenue Sources (Source created by user)
Shangri-La Inn's sources of income stem from premium room pricing, luxury services, and high-spending international clients. Total revenue in 2023 was significantly high at £1,430 million compared to the £1,404 million recorded in 2022. This is mainly due to increased occupancy rates and higher room rates. Strong Food and Beverages offerings for sure-these services attract a high-end clientele who will pay more for the luxury experience (Sean, 2023). 
Operational Cost: During the years of 2018 to 2023, operational cost increased at a steady rate. From £900 million in 2018, the operational cost was £980 million as of 2023. Stated increases in room numbers (660,280 to 686,486) and general inflation can be a couple of factors for greater labour and material costs. Despite this rise in the firm's cost of operations, good room revenues and occupancy are there in the entity, meaning they have kept the costs at effective optimisation for growth (Journal, 2024).
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Premier Inn, a leading UK hotel chain, generates revenue from several key sources. 
Room bookings form the core of its income, driven by its widespread presence and strategic pricing. Occupancy rates, as shown in the table, have steadily increased (from 66.5% in 2018 to 69.3% in 2023), which likely boosts room revenue. Additionally, ancillary services like in-hotel dining and paid Wi-Fi contribute, as these add-ons enhance the guest experience and provide extra income streams. Premier Inn also capitalises on longer stays and business travellers, offering tailored packages (Reuters, 2024). The company's increasing market share (9% in 2018 to 12% in 2023) indicates growing brand loyalty, allowing it to optimise pricing and enhance profit margins despite external pressures like inflation or rising operational costs.


Operational Cost:
The cost for the year has been £109m, which includes £107m non-cash net impairment charge for the year 2022 and £27m of expenditure on the Group’s strategic IT programmes. This is in contrast to a statutory profit before tax up 21% to £452m in 2023. New hotel rooms in excess of 2,000 and cost inflation of 8% had been reflected in the prior year and therefore would have been expected; operating total costs were therefore up 8% on the prior year. 
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The report has highlighted growth across major subsidiary investment properties. The share of EBITDA from the Investment Properties business for the year 2021 was £258.6 million and raised to £284.3 million in the year 2023. Several factors also affected the rise in the revenue of the hotel due to premium room pricing and food and beverage services. The expansion of the hotel rooms mainly raised the revenue of the hotel (Nina, 2024).
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The event that mainly impacted the business was the bombing incident that occurred in Colombo Sri Lanka on 21 April 2019 which was a shock to the hotel business and stirred up handing over the completed residential units and delayed the opening of the mall and office. A few months later the protest started appearing in various regions of Hong Kong. With protests escalating in the following quarters, tourists observed a decline in travelling to Hong Kong as the protests reached their crescendo making up to 56 % in November 2019. Taken in aggregate, this had a detrimental impact on the business bottom lines to the extent that the size of the effective EBITDA share for hotel properties was reduced by 9.8% to £545.2m (Resort, 2021). 
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The operational strategy of the Premier Inn hotel is quite clear; it wants to be the largest hotel brand in Germany mimicking what it has done in the UK; this will be very valuable for the shareholders. The hotel also has over a thousand and  five hundred open spaces and an additional six thousand rooms in the committed pipeline, which they claim means they are on a good track toward the realisation of their goal (Katherine, 2023). Several drivers are already in place for the hotels developing for them what they say will improve performance by as much as 20% (Katherine, 2023). 
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The revenue of the hotel was mainly impacted by the COVID-19 pandemic. The hotel operated in the hospitality sector, which was most impacted by the pandemic, so this occasioned a material loss of £50m in 2020. But the recovery over the last three years, gave a threat to the other hospitality sectors as they had a solid comeback in the market by 2023 beating the travel and leisure targets and providing strong shareholder value.  Strong consumer demand that exploits current consumer price sensitivity due to the cost-of-living crisis has led to a loss of market share which is another reason for the revenue declines. All these factors combined pose a risk to returns and cash flow (Brotherton, 2019).
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Premier Inn lies in the category of monopoly pricing in the Bowman’s Strategy clock, with a 12% market share in the UK's budget hotel sector. Premier Inn is wielding considerable pricing power in its category through an extensive network of 853 hotels and 85,443 rooms as of FY24. The brand is therefore able to charge competitive prices and at the same time ensure profitability as it enjoys high occupancy rates through such factors as affordability and strategic locations (Statista, 2024). 
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Bowman’s strategy Clock  (Haeckel, et al., 2003)
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Shangri-La Hotel has lost considerable market share in recent times, though it enjoys premium brand recognition as a high-end luxury brand. This apparent loss could be partly attributed to a spate of rising international as well as boutique luxury hotel chains that offer high-end experiences for more competitive prices (Haeckel, et al., 2003). The effects of the COVID-19 pandemic have heightened concerns, with slowing demand in international travel and the need for more experiential, eco-friendly accommodations. 
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Bowman’s strategy Clock  (Haeckel, et al., 2003)
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While a specific time market share data is not provided, the fact that Shangri-La operates more than 100 properties in 78 destinations represents an important market position in the luxury hospitality sector, in particular Asian and Pacific markets where it is a significant operator. The Group's strong financial base, such as cash and cash equivalents of £784.9 million, and committed undrawn facilities of £1.9 billion, provides it with the ability to hold the market share (Handfield, et al., 2019). In addition, Shangri-La's diversified operations, for example, investments in office buildings and commercial real estate, will provide it with the ability to diminish risks associated and hence stay at the competitive edge.
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The spread of the COVID-19 pandemic has been favourable for Premier Inn Hotel to accelerate the growth of its estate in Germany. The open and committed pipeline has now risen to 72 based on the number of hotels. This also meant that Premier Inn was able to close down fourteen Foremost hotels and refurbish thirteen to re-open them under new brand images in May 2020. In Germany, Premier Inn is also generating sustainable revenues in the longer term by increasing the speed of its growth strategy, investing in generating a sustainable base of resources both gradually and by buying the property at a lower cost. The hotel group is consistently improving the value of its proposition; it is refreshing the guestrooms and removing weak locations (Sean, 2023). 
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As global travel will continue to pick up as lockdowns caused by the COVID-19 pandemic are eased, Shangri-La is positioned to gain market share in popular destinations for tourism and business. The new expansion areas of the Group, including Saudi Arabia and Nanning, provide an opportunity to serve burgeoning tourism sectors (German & Ismael, 2023). As Shangri-La has a strong brand in Asia, the Group should benefit from the increasing market for luxury hotels in the region. Countries like Mainland China, Japan, and Australia have increasing demands for upscale hospitality, which implies further opportunities for Shangri-La to advance its reach.
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The Group will continue evaluate proposals relating to management arrangements and will to continue seek to enter into management agreements for third party owned hotels that do not require capital commitment in locations/cities in which the Group believes to have long term strategic significance. Premier Inn can benefit from strategic alliances by expanding its penetration into the market and enhancing its offerings. For example, mutual Benefits can be sought through an airline, travel agencies or booking portals like Expedia, TripAdvisor etc (Adiyono, et al., 2021). 
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According to the report, it has operation challenges that affect Shangri-La Hotel because there is stiff competition in the industry. In addition, a large amount of certain outside contenders is produced by the company’s focus on selective targeted penny target consumer groups and considerably efficient outlet campaign schemes especially for touring groups. In addition, the establishment of strategic partnerships with suppliers is important for the continuity and efficient running of hotels such as Shangri-La. Shangri-La Hotels and Resorts must also keep pace with the hotel industry’s transformative nature and the revolution of the hospitality industry practices (Aboramadan, et al., 2020). 
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Premier Inn faces several challenges that could impact its performance in the hotel sector. Labour shortages and rising cost inflation present significant operational hurdles, potentially increasing pressure on the hotel chain amidst competition from the independent sector, which still represents about 45% of the UK market. While input cost inflation is expected to decrease to 7-8% in the next financial year, maintaining cost efficiencies and competitive pricing will be crucial. 
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[bookmark: _Toc179918963]Premier Inn 
Climate issues of Premier Inn are part of the Group's risk management process and are incorporated into its sustainability risk matrix. Therefore, such design emphasises climate risk as it determines how the risks can either be mitigated, transferred, accepted, or controlled. In addition, the process contains details concerning how the climate risks are prioritised, and this usually contains materiality assessments that are performed across the Group. Secondly, another positive impact on Great Ormond Street Hospital Children's Charity has also been realised with Premier Inn's partnership since it raised over £24 million for this charity in the UK alone (Choy, et al., 2021). For the past year, Premier Inn has donated more than 50,000 units of bedding and 2,000 mattresses to help support those displaced or affected by the war in Ukraine. 
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 (Holden, et al., 2023).
The report analyses that the volumes of non-hazardous waste sent to landfills have declined by over 50% primarily due to lower occupancy in the hotels during the pandemic. This waste comprises food waste, paper and card, plastics, metals, glass, and others like room amenities and linens. In 2020, the hotels generated 113.8 tonnes of hazardous waste including paints, chemicals, used oil, batteries, retired light fittings, and electrical equipment. In 2012, the company conducted its first materiality assessment in aggregate to aid in reporting on Environmental, Social, and Governance aspects (Holden, et al., 2023). This materiality update of 2019 has been made to show the latest material issues for the hotels with the demand placed on being aligned with the International Assurance Framework (IAF) (European Commission, 2022). 
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Financial management in Shangri-La is primarily related to the luxury brand character where though much is based on premium pricing along with high service charges, the company has troubles because consumers change their preferences while also experiencing competition in the high-end market (Aggabao, et al., 2016). On the other side, Premier Inn stands very tall in cost-effectiveness and upscales its operations to capture the affordable accommodation market, as it has a very widespread market base in the UK and now continues to expand its scale of business in international markets also, like Germany. 
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In the case of Shangri-La Hotels, it should diversify by investing in sustainable practices and upgrading luxurious experiences that will benefit the environment. It would continue along with this new preference of consumers but remain at the top echelon market (Byström, et al., 2019). 
In Premier Inn's case, it should be strategic expansion within the European market and partnerships with emerging travel platforms and local businesses to advance value for budget-constrained travellers and sustain competitive advantage (Dmitrieva, et al., 2020).
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