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[bookmark: _Toc179925845]Introduction
This report presents a comprehensive comparison of the financial management strategies employed by Shangri-La Hotels and Premier Inn Hotels over the period from 2018 to 2023. It focuses on key areas such as total revenue, market position, growth potential, and Corporate Social Responsibility (CSR). Using financial data from pre- and post-COVID-19, the report analyses how both hotel groups navigated the challenges of the pandemic, identifying trends and performance variations. The aim is to critically evaluate their financial approaches, highlighting opportunities for improvement and long-term sustainability, with recommendations based on the findings.


[bookmark: _Toc179925846]Task One: Total Revenue
Revenue Trend of Shangri-La Hotels and Premier Inn

Figure 1: Revenue of Shangri-La Hotels and Premier Inn (Shangri-La Group, 2023; Whitebread PLC, 2024)
The revenue trends for Shangri-La Hotels and Premier Inn Hotels from 2018 to 2023 clearly highlight the impact of the COVID-19 pandemic and the factors driving revenue changes. In 2020, both companies experienced declines due to global travel restrictions, reduced tourism, and widespread lockdowns (Nakai, 2021; Bas and Sivaprasad, 2022). Shangri-La, with its focus on international luxury travellers, was hit harder, seeing a revenue drop from USD 2,517.90 million in 2018 to USD 1,033.40 million in 2020. This sharp decline was largely driven by the collapse of international travel and luxury services demand (Shangri-La Group, 2023). Premier Inn, catering to domestic budget travellers, showed more resilience, with a smaller drop from GBP 2,049 million in 2019 to GBP 2,072 million in 2020. However, in 2021, domestic travel restrictions led to a further revenue decrease for Premier Inn, reaching GBP 590 million. Recovery for both began in 2022 as travel restrictions eased (Whitebread PLC, 2024). Key factors behind the recovery include the resurgence of both international and domestic travel. By 2023, Shangri-La's revenue rebounded to USD 2,141.80 million, driven by the gradual return of high-end travellers, while Premier Inn reached GBP 2,625 million, benefiting from a strong demand for domestic staycations (Shangri-La Group, 2023; Whitebread PLC, 2024). Overall, the speed of recovery reflects each hotel's customer base and market positioning.

Costs of Shangri-La Hotels and Premier Inn

Figure 2: Costs of Shangri-La Hotels and Premier Inn (Shangri-La Group, 2023; Whitebread PLC, 2024)
The operational costs and cost of goods sold (COGS) for both Shangri-La and Premier Inn played a significant role in shaping their total revenue from 2018 to 2023. For Shangri-La, operational costs remained relatively high, especially post-pandemic, rising sharply from USD 529.9 million in 2020 to USD 1,191.6 million in 2023, which reflects the return of high-end services and increased staffing expenses (Shangri-La Group, 2023). Similarly, Premier Inn saw a steady rise in operational costs post-COVID, from GBP 1,176 million in 2020 to GBP 1,758 million in 2023, primarily driven by the resumption of domestic travel (Whitebread PLC, 2024). Both companies effectively managed their COGS during the pandemic; Shangri-La saw a decline to USD 156.2 million in 2020, while Premier Inn dropped to GBP 654 million, reflecting reduced demand and lower operational activities during the height of COVID-19 (Shangri-La Group, 2023; Whitebread PLC, 2024). As travel resumed, their COGS increased moderately, aligning with their revenue recovery. Premier Inn's budget-conscious approach helped it control costs better, which contributed to faster revenue recovery compared to Shangri-La’s more complex luxury offerings.
Figure 3: Occupancy Rates and RevPAR (2018–2023) (Shangri-La Group, 2023; Whitebread PLC, 2024)
The charts compare the Occupancy Rates and Revenue per Available Room (RevPAR) for Shangri-La and Premier Inn hotels from 2018 to 2023. In the Occupancy Rates chart, Shangri-La consistently maintains higher percentages compared to Premier Inn, with both showing fluctuations over time. The RevPAR chart indicates that Shangri-La’s revenues in USD are generally higher than Premier Inn’s in GBP, across most years, reflecting stronger performance in generating revenue per room. Premier Inn, while lower in both metrics, demonstrates moderate growth over the same period.
Comparative Analysis of Shangri-La Hotels and Premier Inn
In comparing the financial performance of Shangri-La Hotels and Premier Inn from 2018 to 2023, it becomes evident that Premier Inn managed its recovery more effectively than Shangri-La due to its focus on budget-conscious domestic travellers. Shangri-La’s reliance on international luxury travellers resulted in a sharper revenue decline and slower recovery post-COVID, driven by higher operational costs and complexity in services (Shangri-La Group, 2023). Premier Inn, with its more streamlined operations and control over costs, saw a quicker rebound as domestic travel resumed, benefiting from a steady rise in demand for affordable accommodations (Whitebread PLC, 2024). This highlights Premier Inn’s stronger cost management and market positioning in recovering faster than Shangri-La.
[bookmark: _Toc179925847]Task Two: Market Position
Shangri-La operates in the luxury hotel segment, targeting high-net-worth individuals, business travellers, and affluent vacationers (Yang, 2013). The hotel group has a strong presence in key regions such as Asia, Europe, and the Middle East. Premier Inn, on the other hand, caters to budget-conscious domestic travellers, with a dominant focus on the UK market (Page and Connell, 2020). 
Market Share
Shangri-La holds a considerable share of the luxury hotel market, particularly in Asia, where it has established a dominant presence (de Beer, 2006). Despite the challenges posed by the COVID-19 pandemic, Shangri-La maintained its market share through its established reputation and brand loyalty among high-end travellers (Wilson-Mah and Bernardes, 2023). However, its market share was temporarily affected by the sharp drop in international travel, which is a major revenue driver for luxury hotels. Premier Inn, conversely, held a strong position in the UK hotel industry, accounting for 10% of the market by revenue as of 2021, slightly down from 11% in 2020 (Whitebread PLC, 2024). This decrease was largely due to the COVID-19 pandemic, which significantly impacted the hospitality industry. Despite the challenges, Premier Inn remains the largest player in the UK budget hotel segment, benefiting from domestic travel recovery post-pandemic (Gursoy, et al. 2022).
Customer Demographics
Shangri-La’s customer base primarily consists of high-income individuals, corporate executives, and luxury vacationers, particularly those traveling from Asia and Europe. The brand’s appeal lies in its premium services, luxurious amenities, and exclusivity, which cater to the upper end of the market (Shangri-La Group, 2023). In contrast, Premier Inn’s customer demographic is broader, attracting budget-conscious travellers, including families, business professionals, and solo travellers. Its focus on providing affordable and reliable accommodations makes it an appealing choice for domestic travellers seeking value for money, especially during economic uncertainty or travel restrictions (Whitebread PLC, 2024).
Brand Perception
Shangri-La is perceived as a premier luxury hotel brand, renowned for offering high-end services, opulent surroundings, and personalized experiences. Its reputation as a leader in luxury hospitality has allowed it to maintain a strong brand perception despite the challenges of the pandemic (Zhang, et al. 2019). Premier Inn, in contrast, is known for its affordability, convenience, and consistent quality. The brand is widely perceived as a reliable budget option that delivers value for money, particularly for families and business travellers seeking comfortable accommodations without the premium price tag (Lo and Yeung, 2020). 
Competitive Positioning of Two Companies by Using Strategy Clock and Supply And Demand Theory Graph
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Figure 4: Bowman’s Strategic Clock (Bennett, 2023)
Using the strategy clock, Shangri-La Hotels falls into the Differentiation quadrant (position 4) as it offers high-value services at a premium price. This positioning emphasizes luxury and exclusivity, catering to high-net-worth individuals and international travellers seeking a premium experience (Drury, 2021). Shangri-La’s strategy is built on providing unique, high-end services and experiences that justify its higher pricing, which is a key factor in maintaining its strong market share in the luxury segment (Shangri-La Group, 2023). Conversely, Premier Inn positions itself within the Hybrid zone (position 3), balancing low prices with moderate differentiation. It focuses on delivering good quality accommodations at affordable prices, appealing to budget-conscious domestic travellers (Whitebread PLC, 2024). This strategy allows Premier Inn to offer value for money while maintaining operational efficiency, helping it recover faster post-COVID-19, particularly as domestic travel demand increases. 
[image: A diagram of a price

Description automatically generated]Supply and Demand Theory Graph













Figure 5: Supply and Demand Theory Graph (Ansari, 2023)
In terms of the supply and demand theory graph, both hotels faced significant demand shocks due to the pandemic. For Shangri-La, the demand (D₀) for luxury accommodations dropped sharply during COVID-19 as international travel halted, shifting the equilibrium price (P₀) downwards. As demand recovered post-pandemic, the equilibrium moved upward again, though at a slower pace due to the slower recovery of international travel (Seal, 2019). Among all brands, Premier Inn solely focused on domestic customers and experienced a faster revival, especially due to the staycation trend. The initial demand curve (D₀) of the low-cost hotels suggested that prices (P₀) stayed more affordable as well. Since the chain was able to meet this steady demand at a cheaper rate, Premier Inn was able to strongly defend its market share and bounce back faster than Shangri-La which depended its recovery on the return of international luxury travellers.


[bookmark: _Toc179925848]Task Three: Growth Potential
It is found that growth potential for the Shangri-La Hotels and the Premier Inn (Whitbread)’ revolves around the strategic position and the future development of both entities due to the market’s response to post-MV COVID-19 developing trends.
Shangri-La Hotels Growth Potential
The potential for Shangri-La to grow depends on international tourists, particularly in the luxury segment. Shangri-La has a good exposure in Asia, Europe, and the Middle East where it can still grow deeper in luxury segment markets which are still relatively unexplored (Shi, et al. 2015). Its growth plan comprises of development of new accommodations in emerging markets and the provision of sustainable luxury products to meet the increasing market for responsible tourism (Abdullah, 2015). However, the company faces potential barriers such as global economic uncertainty and the slow recovery of international tourism due to ongoing travel restrictions and geopolitical tensions (Yu, 2008). Despite these barriers, Shangri-La's commitment to innovation, personalized luxury experiences, and sustainability positions it well to capture future growth opportunities as global travel demand picks up.
Premier Inn (Whitbread) Growth Potential
Premier Inn’s growth potential lies largely in its ability to expand its successful budget hotel model across the UK and Germany (George, 2021). In the UK, Premier Inn continues to benefit from increasing demand for budget accommodations, especially in a post-pandemic environment where domestic travel has significantly recovered. The company’s vertically integrated operating model, which focuses on cost efficiency and operational control, provides a strong foundation for scalable growth. With over 83,500 rooms across the UK, Premier Inn is well-positioned to further consolidate its market-leading position (Whitebread PLC, 2024). Additionally, Premier Inn has identified Germany as a significant growth opportunity, with a pipeline of 37 hotels and a goal to become the number one budget hotel brand in the German market (O’Neill, 2023). However, challenges such as rising construction costs, competition from other budget hotel chains, and the slower-than-expected recovery of international business travel may be potential barriers to growth. 
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Shangri-La Hotels CSR Financial Commitment
Shangri-La integrates CSR into its core business model through its Sustainability and Corporate Responsibility program. The company invests in five areas: environmental protection, sustainable sourcing, community development, cultural heritage preservation, and workforce development (Roblek, et al. 2016). Shangri-La also supports community-based initiatives through its "Embrace" and "Sanctuary" projects, focusing on social development and environmental preservation (Shangri-La Group, 2023). Another example of their CSR practices is their “Shangri-La Cares” program implemented during the pandemic which confirmed their concern with health and safety, which is a part of CSR 
Premier Inn (Whitbread) CSR Financial Commitment
Premier Inn, through the Whitbread Group’s Force for Good program, focuses its CSR efforts on opportunity, community, and environmental responsibility (George, 2021). The company has made substantial financial commitments toward achieving net-zero carbon emissions by 2040, implementing energy-saving technologies such as LED lighting and smart metering (Whitbread PLC, 2024). In addition, it invests in community initiatives, notably through partnerships with charitable organizations like Great Ormond Street Hospital Charity. 
Comparative Analysis: Luxury vs. Cost-Effective Sustainability
Shangri-La focuses on luxury sustainable tourism, targeting high-net-worth individuals with eco-friendly, carbon-neutral accommodations, emphasizing exclusivity through responsible luxury travel (Shangri-La Group, 2023). In contrast, Premier Inn targets budget-conscious travelers, prioritizing cost-effective sustainability through energy-saving technologies and sustainable sourcing for affordable, environmentally responsible accommodations (Whitebread PLC, 2024).
Employee Training and Sustainability Integration
Sustainability is integrated into the core operations at Shangri-La through its staff training and hygiene strategies developed in partnership with Diversey, where it has established the notion of sustainability as an annex to luxury. The “Force for Good” policy of Premier Inn focuses on the well-being of employees and entails environmental concerns, making sustainability intrinsic to its policy of low-cost and low-carbon (Shangri-La Group, 2023; Whitbread PLC, 2024).
Critically Analysing the Financial Commitments of Both Hotels
The authenticity of the CSR efforts by Shangri-La and Premier Inn warrants critical examination. Shangri-La’s initiatives, such as the "Embrace" and "Sanctuary" projects, might be more about reinforcing its luxury image rather than reflecting a true commitment to sustainability. Because Shangri-La’s high-profile sustainability efforts, like the "Race for Hope," appear designed to enhance its luxury brand image (Hospitality Net, 2019). Similarly, Premier Inn’s "Force for Good" program, while emphasizing sustainability, might prioritize cost-saving actions like energy efficiency over genuine environmental responsibility (Mansuri, 2023). Both brands seem to shape their CSR strategies around market demands, raising concerns about their true dedication to social and environmental causes.
[bookmark: _Toc179925850]Recommendation
Shangri-La Hotels: Shangri-La should focus on expanding its sustainable luxury offerings by investing further in eco-friendly technologies and experiences, particularly in untapped high-demand regions. With global demand for sustainable travel on the rise, Shangri-La can differentiate itself by enhancing its sustainability initiatives, such as carbon-neutral accommodations and eco-tourism programs, which align with its high-end clientele’s preferences. 
Premier Inn (Whitbread): Premier Inn should accelerate its expansion in the German market, leveraging its scalable budget model. As Germany has a vast growth opportunity in the budget hotel market, opening new premises can let Premier Inn acquire a market share. 
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The emergence and establishment of both Shangri-La Hotels and Premier Inn seem to have shown flexibility in their financial position and expansion post-COVID-19. While the Shangri-La aims to be a sustainable luxury hotelier and expand internationally, Premier Inn aims to be more of an accessible brand and expand its market in Europe, especially Germany. Companies’ CSR practices contribute and also help to increase the sustainability of both firms in the long run.
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Appendix 1: Total Revenue from 2018 to 2023
	Total Revenue

	Year
	Shangri-La Total Revenue (USD Million)
	Premier Inn (GBP Million)

	2018
	2,517.90
	3,295

	2019
	2,431.20
	2,049

	2020
	1,033.40
	2,072

	2021
	1,241.00
	590

	2022
	1,462.10
	1,703

	2023
	2,141.80
	2,625


Source: (Shangri-La Group, 2023; Whitebread PLC, 2024)
Appendix 2: Costs from 2018 to 2023
	Operational Costs and COGS (2018-2023)

	Year
	Shangri-La Operational Costs (USD Million)
	Shangri-La COGS (USD Million)
	Premier Inn (Whitbread) Operational Costs (GBP Million)
	Premier Inn (Whitbread) COGS (GBP Million)

	2018
	650.4
	318.4
	1,642
	871

	2019
	707.4
	299.5
	1,837
	892

	2020
	529.9
	156.2
	1,176
	654

	2021
	561.1
	210.8
	1,410
	744

	2022
	975.1
	279.2
	1,523
	803

	2023
	1,191.60
	299.5
	1,758
	854


Source: (Shangri-La Group, 2023; Whitebread PLC, 2024)




Appendix 3: Occupancy Rates and RevPAR (2018–2023)
	Occupancy Rates and RevPAR (2018–2023)

	Year
	Shangri-La Occupancy Rate (%)
	Premier Inn Occupancy Rate (%)
	Shangri-La RevPAR (USD)
	Premier Inn RevPAR (GBP)

	2018
	68%
	79%
	115
	47

	2019
	67%
	81%
	85
	51

	2020
	39%
	34%
	51
	25

	2021
	42%
	45%
	64
	29

	2022
	46%
	50%
	100
	38

	2023
	62%
	66%
	108
	52


Source: (Shangri-La Group, 2023; Whitebread PLC, 2024)


Occupancy Rates (2018-2023)

Shangri-La Occupancy Rate (%)	0.68	0.67	0.39	0.42	0.46	0.62	Premier Inn Occupancy Rate (%)	0.79	0.81	0.34	0.45	0.5	0.66	



Total Revenue Trend of Companies

Shangri-La Total Revenue (USD Million)	2517.9	2431.1999999999998	1033.4000000000001	1241	1462.1	2141.8000000000002	Premier Inn (GBP Million)	3295	2049	2072	590	1703	2625	



Costs of Two Companies

Shangri-La Operational Costs (USD Million)	650.4	707.4	529.9	561.1	975.1	1191.5999999999999	Shangri-La COGS (USD Million)	318.39999999999998	299.5	156.19999999999999	210.8	279.2	299.5	Premier Inn (Whitbread) Operational Costs (GBP Million)	1642	1837	1176	1410	1523	1758	Premier Inn (Whitbread) COGS (GBP Million)	871	892	654	744	803	854	



RevPAR (2018-2023)

Shangri-La RevPAR (USD)	115	85	51	64	100	108	Premier Inn RevPAR (GBP)	47	51	25	29	38	52	
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