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Disclaimer 
I acknowledge that ChatGPT 4o mini was used with the following prompts sent:
1. What are hotel costs?
2. How many hotels does Shangri-La have around the world?
3. How many hotels does Premier Inn have around the world?
4. What can be the possible customer market for hotels?
I confirm I have not presented any AI generated text as my own work; I confirm I have copies of my drafts, notes and other resources I used before and after the use of AI tools which I may be asked to provide as evidence.

1. [bookmark: _heading=h.gjdgxs]Introduction
	In this assessment a comparison between two prominent hotel chains will be conducted. The chosen hotel chains are Shangri-La Hotels and Premier Inn Hotels. This paper will include a comparison between financial aspects, market position for both groups, growth potential for each organization and corporate social responsibility.
2. [bookmark: _heading=h.30j0zll]Total revenue
Total revenue for a hotel refers to the total income of the hotel’s revenue streams. The revenue streams can refer to room revenue, or other services like hotel bar and restaurant, meeting rooms, spa, extended check-outs, and other.
For the two hotel chains starting with Shangri-La, total revenue for 2023 grew 47% from the previous year (2022: USD1.5 billion, 2023: USD 2.1 Billion). Premier Inn on the other hand, had a total growth of more than 50% than in the previous year (2022: GBP 1.703m, 2023: GBP 2.625m). 
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Figure1. Shangri-La revenue report
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Figure 2. Premier Inn revenue report
2.1. [bookmark: _heading=h.1fob9te]Key revenues
Key revenue is one of the most important aspects of a business, pondered correctly it can help the company grow year by year. In the next topics we will discuss sources of revenue, factors driving revenue growth/decline, costs and revenue trends for both above-mentioned hotels.
2.1.1. [bookmark: _heading=h.3znysh7]Sources of revenue
Both hotel groups have as main source of revenue Hotel Operations such as room revenue, food and beverages and other services. Starting with Shangri-La a comparison from 2023 to 2024 can be observed. Premier Inn Hotels also have their revenue coming from the above-mentioned Hotel Operation. Due to inflation the prices have risen thus the income also is bigger and other sources of revenue can be the investments done or properties sold.
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Figure 3. Shangri-La sources of revenue
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Figure 4. Premier Inn sources of revenue
2.2. [bookmark: _heading=h.2et92p0]Factors driving revenue growth or decline
For the Hotel chains an important growth factor are the people. This can be observed very much from the 2019-2021 Pandemic when travel can not occur, income from people to spend on vacation was smaller or nonexistent and no business meetings or other events, such as weddings did not take place.
A good factor of growth can be the external customers, which are coming from third parties, like travel agencies who can recommend the hotels, event planners or online travel agencies for example booking.com which can promote the rooms from the hotel to leisure travelers.
Some factors that can decline revenue are high benchmarks, making it more challenging to show substantial growth in the current year when comparing against that high last year’s figure, implication from associates can diminish and businesses might not recover from crisis periods. 
2.3. [bookmark: _heading=h.tyjcwt]Costs
Hotel costs are the expenses included while running a hotel. Usually, they can be split into two categories: fixed and variable. Fixed costs can refer to rent payment or properties taxes, and variable cost are the ones that can change from month to month like water, gas, produce expenses.
For Premier Inn what we mentioned can also be seen in the financial report. We can observe cost before depreciation, interest lease liability, tax expenses.
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Figure 5. Premier Inn Financial Highlights
More information from the Shangri-La Hotel costs was found. It has the following categories of expenses: expenses by nature (e.g. website, trademark and system expenses, cost of sales properties), employee benefit expenses (e.g. pension cost and salaries) and financial expenses (e.g. bank loans). 
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Figure 6. Expenses by nature
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Figure 7. Employee benefit expenses
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Figure 8. Finance cost - net

2.4. [bookmark: _heading=h.3dy6vkm]Revenue trends
Based on the information mentioned above it can be said that the revenue trend for both hotels is ascending.  This claim can be made because now more and more customers are more eager to travel and see different cultures than they were before the pandemic. The examples of financial growth can be found in Figure 1/2. Shangri-La/Premier Inn financial report.



3. [bookmark: _heading=h.1t3h5sf]Market position
Market Positioning refers to the ability to influence consumer perception regarding a brand or product relative to competitors. In the following lines will be discussed the market position of the two hotel chains. The Shangri-La brand is recognized for Asian luxury hospitality and exceptional service. It is one of the world’s iconic Asian hospitality brands, enjoying a strong reputation among both local guests and global travelers. Premier Inn is the most beloved hotel chain in the UK, providing guests with premium quality at economical prices. It consistently ranks first in consumer brand preference scores, and its hotels and customer service regularly receive industry awards.
3.1. [bookmark: _heading=h.4d34og8]Market share
Market share indicates a company's size in relation to its competitors and the overall market by measuring its sales against total industry sales. It is said by companiesmarketcap.com that the Shangri-La hotel is number 3767th in the world and 30th in the Largest Hotel companies. At the date this thesis was written (10.10), Shandri-La had a positive market cap. By the same website, Premier Inn (Whitbread) is be categorized to be 15th in the Largest Hotel companies and number 2190th in the world. The market cap for this hotel is descending. 
Hotel locations for Shangri-La can be seen more worldwide than Premier Inn who has the most locations in UK. Shangri-La has the highest density of hotels and resorts in Mainland China with a number of 56 locations. Premier Inn on the other hand, has the highest density close to and in London, with a great number of approximately 270 locations.
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Figure 9. Shangri-La Hotels Worldwide view
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Figure 10. Premier Inn location across UK and Ireland
[image: A map with a red border

Description automatically generated]
Figure 11. Premier Inn highest density location
3.2. [bookmark: _heading=h.2s8eyo1]Customer demographics & Brand position
Both brands offer great and qualitative services. Starting with Premier Inn, it can be said that it is more budget friendly oriented, as it caters more to budget-conscious travelers, business travelers or families. It goes by the mentality that it can offer you a best night sleep in whatever room you can choose, and if this is not achieved then the customers can get their money back. Having over 90% brand awareness in the UK, it is perceived by the customers as an affordable hotel, and it can cater to the local communities as well with the restaurants and SPAs they have. 
On the other hand, Shangri-La hotel chain is perceived to offer luxury services. By focusing on providing high-quality services and products, Shangri-La Hotels strives to build a strong brand image and ensure customer satisfaction. With these high-quality services, they cater more to affluent customers, health and wellness seekers due to their unique SPAs, business travelers or event planners. A change that occurred in the latest years is their logo. This now is more minimalistic and suggest cleanliness, calmness and luxury. It can be observed in the rightest image that the logo is more traditional, an encapsulation of Asian culture. The 2 most left images are the new logos of the brand which are used for bilingual and English-speaking cultures.
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Figure 12. Shangri-La hotel logo change over the years
4. [bookmark: _heading=h.17dp8vu]Growth potential
Growth potential can best be measured by having the SWOT analysis performed on both hotel groups starting with Premier Inn.
a. Strengths
As seen from the previous chapter, a good strength for tis hotel is its strong presence in the United Kingdom. It is manifested in the big number of hotels (over 840) which are followed by an even bigger number of rooms (over 70.000) to accommodate a big deal of customers. It disposes of various deals and offers that are very attractive to customers. Another key ingredient to add to its strengths is the highly advertised hotel chain in United Kingdom, but very much so in Germany.
Apart from the pandemic when most of the hotels were in a crisis, Premier Inn managed to win the public with its good brand image. This followed an increased occupancy rate of approximately 70%. As most of the hotel placements are near airports, attractions or universities, the customer’s planche gets wider. 


b. Weaknesses
When talking about weaknesses, a good point to be made can be the limited global presence. Other hotels can be found in Germany, but also there are a limited number.
A great deal of brand image can make the way the staff is managing the customers. There is proof that this hotel chain refused to give refunds to customers who booked a room, but later decided otherwise. These refusals sparked controversy in the customer base making them more wary of the room booking. Another topic that added fuel to the fire is the hygiene scandal found by reporters. It was documented that the housekeeping handled cleaning with used customers towels and this stirred controversy on sanitation of the rooms and more importantly, bathrooms.
c. Opportunities
Discussed previously in the ‘Weaknesses’ section, the global brand presence can be improved with opening more locations around the world. If it were taken in relation to Europe some of the important regions would be France, Italy, Spain, Sweeden, etc. 
Digital marketing can be of big help because it can rise the notoriety of the hotel on the globe. Even if Premier Inn hotels can not be found on some parts, vacations always occur, so customers can see the hotel online, book and travel to proposed spot.
d. Threats
The usual threat of a hotel is another one just opened or who has a bigger spotlight. To remain relevant to the clientele, various offers need to be created with special loyalty programs. Main competitors from the UK are Marriott or Holiday Inn, and in Berlin, Germany are Locke at East Side Gallery or sly Berlin. 
Even if it sounds exclusive, private rooms for guests are a big throw back for hotels because that is a room which can not be used even if the hotel is fully booked. Just like the private rooms who hold a spot, backpack travelers can be a liability because they might need just a night at the hotel, making it difficult to accommodate another client who might want to stay for an extended period.

In the following, SWOT analysis will be performed for the Shangri-La hotel group known as Asian luxury hotel.
a. Strengths
Shandri-La hotel is an Asian culture hotel; this means that the hospitality is at its highest expectations and practices. As in any Asian house, the customers are treated with utmost respect and personal attention. With interior décor from the Shoguns Era and inspirational architecture, clients are under the impression that they will be treated as royalty. For the more elite customers, luxury amenities are provided, such as butlers, rooftop pools or sky gardens.
In contradiction to Premier Inn hotel, Shangri-La is more expanded around the world and is not limited only in the Asian regions, it expands to Middle East (Saudi Arabia), Europe (France), North America (Canada), Oceania (Fiji) and Africa (Mauritius).
b. Weaknesses
Due to the expansion around the globe, this hotel chain is based solely on the global travel and tourism industry. As seen in the previous years this can have a big negative impact on the hospitality businesses. Even if they are consecrated on offering excellent services, more people are inclined nowadays to use Airbnb or boutique hotels/motels. This is because those offer a smaller price per night for the same comfort (but without the other perks the hotel can offer).
Since they are expanded all over the globe, consistency is hard to be kept due to various cultural differences. These cultural differences can impact negatively on the reputation of the hotel when it comes to reviews.
c. Opportunities 
To correctly manage the luxury amenities with sustainability, then eco-friendly initiatives must be considered. Using high-tech technology there can be put in place multiple solutions that can help with reducing waste and water consumption or using solar panels for energy storage and usage.
Because it is a traditionally rooted hotel, collaborations with cultural institutions or local artisans can provide guests with pleasurable memories and experiences that can increase the brand exposure and awareness.
d. Threats
In modern days the newer generation are inclined to judge the hotels based on the sustainability or environmental care that they have. As in the case of Premier Inn hotels, the Airbnb booking, or motels have a big impact on the revenue. Backpack travelers can opt for bus hotels or micro hotels. 
Technology can play a big role because with the continuous technology advance, there are fanatics that want to stay in a fully technologized hotel. This can mean robotized housekeeping, guest apps for easy access to hotel information, mobile check-in/out or voice controls in the rooms.

Both hotels come from traditional backgrounds and can improve on modernization. Each with their particularities, Premier Inn with budget friendly accommodations and Shangri-La with luxury services, can always be affected by the continuous evolving industry, like fully automated hotels, or major force events like diseases or wars. Best is to take all the precautionary measures to diminish the influence on the business. 

5. [bookmark: _heading=h.3rdcrjn]Financial commitment to CSR (Corporate Social Responsibility)
As mentioned before, in modern days, Corporate social responsibility is an important factor considered. The more social activities unfolded, the more social awareness is increased.
To benefit from this, Shangri-La is investing in good environments for learning and helping children. This is the Dan Yan School who fosters ~200 kids and is in a poor remote farming area in China. They were supported with books for their first library, help for the extracurricular activities to be conducted and furnishing of the school with all necessities. In the same spirit, actions conducted that can be named are ‘Solar Watering Heating System’ in Bangkok, help for impacted people from 2023 Turkey earthquake and proud support for ‘Make-a-Wish’ foundation.
Premier Inn, on their mission for a more sustainable future, pledged to achieve a zero-carbon emission by 2040 being part of the Force for Good programe. A great action taken is supporting the Great Ormond Street Hospital Children’s charity. It is a fundraising campaign created to help the world-leading Children’s Cancer Center. Activities worth being mentioned are ‘Premier Inn Clinical Building’, patronage for orphanages and funding and restoring local places of interest. 
6. [bookmark: _heading=h.26in1rg]Conclusions
To conclude this thesis, it can be said that each hotel chain has its particularities. The Shangri-La hotel Group being worldwide has a bigger revenue than Premier Inn which is situated only UK and Germany. They come from different backgrounds where one offers luxury services and the other more accessible for everyone.
7. [bookmark: _heading=h.lnxbz9]Recommendations
From the growth potential chapter these groups can invest more in technology, sustainability and local producers. Their financial commitment to social responsibility can be intensified to show that they care for the communities in which they live.
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