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Executive Summary 
This report analyses and compares Shangri-La Hotels and Premier Inn across four key areas: revenue, market share, growth opportunity and CSR. Different strategic approaches for two selected brands are evident; Shangri-La is a luxury brand that enjoys the benefits of setting high prices and expanding its presence worldwide, while Premier Inn is a low-price chain company that aims at attractive prices and expansion of a sales market, mainly in the UK and Germany. The two revealed clear CSR priorities for action; As for Shangri-La, it focuses on environmental and community concerns, while the Premier Inn has more leadership commitment to sustainability. Some strategies are the focus on digital media promotion for Shangri-La and the development of more cooperation with local residents for generation of sales and extreme commitment of Premier Inn.
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[bookmark: _Toc179369281]Introduction 
In this report, Shangri-La Hotels and Premier Inn Hotels are two leading companies in the hospitality industry. The report evaluates their financial management strategies and practices across four key areas: total revenue, overall market share and growth prospects and the proportion of the total investment that a company devotes to CSR. Thus, the hope of getting insights into financial performance, sustainability as well and the competitive outlook of each organisation has led to the following of these critical factors. Lastly, it provides sound specific suggestions to improve the growth prospects, revenue streams, and CSR outreach of both hotel groups.
[bookmark: _Toc179369282]Overview of Hotels 
Over time, Shangri-La transformed from a single-oriented hotel company into an extensive and linked complex of properties and facilities, including high-quality real estate and other investment properties, and wellness and lifestyle facilities for customers. Today, the Group owns, operates and manages 100+ hotels under our family of four brands: Shangri-La, Kerry, JEN and Traders are some of the hotel brands operated by Shangri-La. The hotel ensured that engages with authorities and other key stakeholders to ensure that they achieve a positive economic impact on the people and societies in which they operate (annual report Shangri-La, 2024).
On the other hand, Premier Inn Limited is a British limited service hotel chain, and it is the United Kingdom’s largest hotel brand, with over 800 hotels, with over 77000 rooms. It functions from different strategic areas such as city centres, outskirts and airports to mention but a few, thus trending with other big brands like the Travelodge and Ibis hotels (Premier Inn, 2024). 
[bookmark: _Toc179369283]Total Revenue 
Accordding to Mishra and Kukreti, (2022), luxury hotel chain Shangri-La mainly targets its hospitality services to customers that are predominantly entrepreneurs, young professionals, and holidaymakers. It results in higher average room rates and a higher RevPAR. Nevertheless, the revenue received by the Shangri-La is dependent on the movement of tourists around the world especially but not limited to the high-end travelers. The graph below discloses that Shangri-La’s financial performance in 2022 had a 17.8% revenue growth along with the enhancement of EBITDA. However, losses persevered, with a 45.5% decrease in total losses and a 10.4% drop in net assets (Shangri-La, 2022)
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Figure 1: Shangri-La Financial Results 2022
(Shangri-La, 2022)
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Figure 2: Segment Revenue by Category
(Shangri-La, 2022)
Below is a graph depicting Shangri-La's revenue and net income for the year 2023, which underlines an improved picture with revenue growth of 46.5 per cent and back to black. EBITDA increased three-fold, whereas net assets were slightly unchanged, as there was no significant change in the figures (Shangri-La, 2023).
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Figure 3: Financial Results of Shangri-La 2023
(Shangri-La, 2023)
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Figure 4: Segment Revenue by Category
(Shangri-La, 2023)
On the other hand, Premier Inn’s sources of income are rent for accommodation, Ancillary Tri-Partite income, for instance, restaurant income, Beefeater, Brewers Fayre, etc. Expansion is another factor that contributes to revenue growth of Premier Inn as the brand is expanding very actively, especially in Germany where it aims to occupy a considerable market share. In 2023, Premier Inn observed a remarkable improvement in terms of revenues due to a revival in leisure and business travel; its expansion strategy across Germany again helped improve total revenues. Further, based on the FY22 results, Premier Inn has effectively bounced back in terms of overall revenues (189 % up against FY21), with positive PBT and Cash flow but still enduring issues with debts and reduced performance than that of FY20 (Whitbread, 2022).
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Figure 5: Financial Summary of Premier Inn 
(Whitbread, 2022)
The below graph indicates the annual revenue for the year 2023. From the FY23 results, Premier Inn has recorded enviable growth; from the statutory revenue analysis, FY23 has a 50% growth from FY22 and is 22% higher than in FY20. EBITDAR was up by 556,849,000 and had a very healthy growth of 557% on adjusted profit before taxation due to better control over operating expenses.
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Figure 6: Premier Inn Revenue 2023
(Annual Report, 2023)
[bookmark: _Toc179369284]Market Position 
Shangri-La Hotels is ranked in the niche market of the hospitality industry and targets mainly high-income clients and businessmen. The brand's strong focus on Asia and the concept of individual attention was established for offering the customers access to the best quality rooms, food and beverage outlets, and other services and facilities, which proves further demand for the brand, primarily among the clients from the higher income bracket and leisure segment. Shangri-La currently has a huge market share in strategic territories within Asia, the Middle East and Europe especially in cities that especially in cities that are associated with luxury travel like Hong Kong, Singapore and London (Maltese, 2020). 
On the other hand, Premier Inn has its market niche amongst consumers in the lower budget range, families and business travellers looking for good affordable accommodation. There is a significant market share occupancy by Premier Inn in the midscale segment (Aroul et al. 2023). The organisational strategy focuses on delivering value for money, reasonable quality and extensive coverage across the United Kingdom with some locations in Germany. The target market of Premier Inn comprises customers engaging in business or pleasure, who prefer affordable accommodation of good quality but do not necessarily seek luxury. This graph clearly shows that Premier Inn was on the top being the most preferred hotel brand in the UK by the Second quarter of 2024. In that regard, 78 % of respondents reported that they had a positive attitude towards the brand (Statista, 2024). 
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Figure 7: Most popular hotel brands in the UK Q2 2024
(Statista, 2024)
[bookmark: _Toc179369285]Growth Potential 
These bring out the fact that Shangri-La Hotels has considerable growth prospects primarily based on its expansion in new markets – particularly in Asia and the Middle East. This is because currently, the market for luxury hotels is expanding due to the growth of the group of people who can afford to travel in a luxury hotel. Currently, the current strategy of the Shangri-La in expanding its presence in new locations including urban and resort locations makes it poised to accommodate the high-end luxury market more (MartinRoll, 2017). Also, there is an increased emphasis on digital solutions and individual guests, which can significantly categorise high-value customers. One also gets the benefits from airlines and loyalty programs which tend to help get people to come back for more as a result of increasing brand loyalty (Shangri La, 2024a). Nonetheless, threats may involve economic risk that relates to volatility in economic cycles, political risk especially in the booking regions, and the intensity of competing luxurious accommodation facilities that may affect occupancy and pricing of the luxurious hospitality services. 
Another hotel that has a solid growth outlook is Premier Inn owned by Whitbread PLC, it has an ambitious expansion plan mainly focused on Germany where it plans to grab a big share of the midscale segment. This permits Premier Inn to access a new clientele and spread risk, which is particularly important given that income sources from within the United Kingdom may stagnate (Whitbread, 2024). The UK market remains interested in the economy segment of the hotel and continues to demonstrate the desire for recovery after the pandemic for leisure tourists and the emergence of a new type of business tourists who prefer economy accommodation. Moreover, following the modern trend of increasing the focus on sustainable business practices, including environmental conservation, Premier Inn could attract sustainable-conscious guests (Premier Inn, 2024a).
[bookmark: _Toc179369286]Financial Commitment to CSR (Corporate Social Responsibility) 
The abbreviation CSR defines certain undertakings by businesses to pursue or embark on endeavours that are in the interest of society (Carroll and Brown, 2018). Shangri-La Paris has a clear and robust CSR strategy that underlines the hotel through corporate responsibility in social, environmental and personnel aspects. It also involves itself in a charity like the Odyssea Run and has been giving to a cause like Centre Pédiatrique des Côtes (Shangri-La, 2024b). Ecologically, Shangri-La Paris combines actions such as carrying reusable water bottles, having rooftop honeybee colonies, and partnering with Clean the World to recycle Hygiene products. In addition, Shangri-La promotes a multicultural environment, employing 50% of females in leadership roles within the company and a solid personal growth program called the Shangri-La Academy (Shangri-La, 2024c). 
Whitbread has its sub-division, Premier Inn, which is one of the most detailed in CSR strategy – Force for Good. To be precise, it care about Teams Communities & Environment enshrines the hotel chain as a leader in the hospitality industry. Similarly, the community well-being part does inspire the Premier Inn readers; the company gives out unsold food, helps charities, including GOSH, and talks about how the business helps people beyond the hotel offering (Premier Inn, 2024a).
Whitbread has its sub-division, Premier Inn, which is one of the most detailed in CSR strategy – Force for Good. To be precise, it care about Teams Communities & Environment enshrines the hotel chain as a leader in the hospitality industry. Similarly, the community well-being part does inspire the Premier Inn readers; the company gives out unsold food, helps charities, including GOSH, and talks about how the business helps people beyond the hotel offering (Premier Inn, 2024a).
[bookmark: _Toc179369287]Recommendations 
For Shangri-La Hotel 
Enhance Digital Marketing and Customer Engagement
Since there is a lot of activity in customer bookings and engagements emanating from online platforms, Shangri-La should ramp up its digital marketing. Establishing more specific web promotions and making use of social networks, email and search engine advertising will also help in reaching more people. Data analysis of the customers' choice throughout can also help the hotel to customise the services or special offers better for a guest stay experience. More competition in the upper elegance or luxury hotel fully supports the online strategy that will improve visitor bookings but also increase brand identity (De Pelsmacker et al. 2018). Through the synchronisation of the above digital undertaking, Shangri-La can insert itself, generate more sales and effectively cement its status as a pioneer in the luxury hotel industry.

For Premier Inn Hotel
Expand the Sustainability Initiative to Include Local Community Engagement
The commitment of Premier Inn to sustainability requires enhancement by integrating the concept of community engagement programs targeting local sourcing and partnerships. This we believe can be achieved if Premier Inn decides to source foods and other amenities from local producers and suppliers. This we believe would not only act as a measure of cutting down on carbon emissions regarding transport but also appeal to environmentally friendly consumers. In line with this, Raub and Martin-Rios (2019) explained that involvement in community activities like clean-up activities or educational activities will improve the image of the brand and improve the relationship with the buyer. This strategy ties with Premier Inn’s “Force for Good” strategy where the company can promote its sustainability in support of the community and increase the market penetration hence the market share.
[bookmark: _Toc179369288]Conclusion
In conclusion, this report has examined the two companies that have been the subject of this paper; namely, Shangri-La Hotels and Premier Inn under the aspect of financial management, their market position their potential for growth and their level of commitment to corporate social responsibility. While positioning its offer as luxury and paying much attention to digital, Shangri-La has its competitive advantage in the segment of reasonably priced hotels with an emphasis on valuing the community, which is a key feature of Premier Inn. Significant opportunities for growth exist for both organisations, especially in terms of expansion of growth and sustainability measures. The strategies, including increasing the promotion of Shangri-La through digital media and increasing the community involvement for Premier Inn are expected to further strengthen the positioning of these companies and build long-term sustainable value. 
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