



BMIH5007 
Financial Management for the Hotel Industry
Assessment 1
Student Name: Ayesha Siddiqua
Student ID: 2233548
Word Count: 2147


Contents
Introduction	3
Total Revenue Analysis: Shangri-La Hotels vs. Travelodge Hotels	4
Shangri-La Hotels:	4
Travelodge Hotels:	4
Comparative Analysis:	5
Factors Driving Revenue Growth or Decline:	6
Market Position Analysis: Shangri-La Hotels vs. Travelodge Hotels	6
Market Positioning:	6
Customer Demographics:	7
Brand Perception:	7
Customer Demographics:	7
Growth Potential Analysis: Shangri-La Hotels vs. Travelodge Hotels	7
Expansion Strategies:	7
Shangri-La Hotels:	8
Market Opportunities:	8
Travelodge Hotels:	8
Market Opportunities:	8
Potential Barriers to Growth:	8
Financial Commitment to CSR: Shangri-La Hotels vs. Travelodge Hotels	9
Shangri-La Hotels:	9
Community Engagement:	9
Employee Welfare:	9
Conclusion and Recommendations	9
References	11

[bookmark: _Toc182814909]Introduction
People need to know how the biggest hotel groups make their money if they want to run a successful business in the hotel industry. This study tells a lot about how the general profits of Shangri-La Hotels and Travelodge Hotels where it has been compared between their various factors. This report will help to find out more about these industries and increase their growth prospect so that they can serve properly in this sector. To help understand their money better, businesses should look closely at how they make money, where they stand in the market, how much they can grow, and how committed they are to corporate social responsibility (CSR).

[bookmark: _Toc182814910]Total Revenue Analysis: Shangri-La Hotels vs. Travelodge Hotels
If it is looked at how much money Shangri-La Hotels and Travelodge Hotels make together, it is important to know where the money comes from, how it changes over time, and what makes it grow or shrink.
[bookmark: _Toc182814911]Shangri-La Hotels: Hotel Shangri-La has always made a lot of money, and its rooms are known for being very nice. Shangri-La Hotels made a total of $1 billion in sales during the fiscal year 2022. Which is more than the year 2021 where the sales were much lower. This money comes in from many places, such as room rates, food and drinks, and other services. Shangri-La Hotels reported a RevPAR of approximately $200, driven by its luxury services and premium pricing strategies, which contributed to an annual revenue of around $2.5 billion.
1. When someone looks at how much money each company makes, it can be told that they are in very different markets and following very different trends. The main goal of Shangri-La Hotels is to provide high-end experiences to their guests at high costs. On the other hand, Travelodge Hotels are for tourists who want to stay somewhere cheap and save money (Choi et al., 2020). 
2. Aside from its main services, Shangri-La Hotels also makes money from things like spa treatments, parties, and fun things to do. This service does bring in some money, but not as much as the room rates, food, and drinks do. Travelodge, focusing on budget accommodations, achieved a RevPAR of approximately $60, resulting in an annual revenue close to $0.7 billion due to higher occupancy rates
[bookmark: _Toc182814912]Travelodge Hotels: Travelodge Hotels advertises itself as a cheap place to stay. They work in a different part of the hotel business as well. This business has been able to stay ahead and make good money even though its room rates are lower than those of its competitors. Travelodge Hotels made approximately $0.75 billion during the whole fiscal year of 2022, reflecting its focus on budget accommodations and high occupancy rates.
Room Revenue: TripAdvisor's main way of making money is from renting its rooms. That is why rooms at Travelodge Hotels tend to cost less than rooms at Shangri-La Hotels. They are made for tourists who are on a tight budget. The name does work well in many places, though, which helps it get a big share of the market.
Food and Beverage Revenue: Most of the time, food and drinks at Travelodge Hotels make less money than those at Shangri-La Hotels. This is because Travelodge sites do not have many places to eat because their main goal is to offer cheap lodging, not fancy food (Gupta and Kumar, 2019).
Ancillary Services: Along with parking, Wi-Fi, and a working space, the Travelodge Hotels are to some extent similar the Shangri-La Hotels. Although, their service offerings are way different and that is why different brand has different brand value. But because they are not as expensive as the best ones and work well with other services, these services do not make a lot of money.
[image: ]
Figure: Revenue of Shangri-La from 2010-2014 (Lee and Kim, 2021)
[bookmark: _Toc182814913]Comparative Analysis: Hotel Shangri-La makes a lot of money when people book rooms. From 2010 to 2014, this bar chart shows how much extra money a company made, in million euros. In 2010, they made €1,374 million. Each year, they made more money, and in 2013, they made a record €2,184 million. Sales went down a little in 2014, to €2,093 million. This was the first drop in three years of growth. Over the booming five years, this image shows how room income has changed and it can be seen that the revenue reached at around 2093 million in 2014. It really does look like it has been going up. 
[bookmark: _Toc182814914]Factors Driving Revenue Growth or Decline: Several factors influence the revenue performance of Shangri-La Hotels and Travelodge Hotels:
Economic Conditions: Global economic conditions, including GDP growth, consumer spending patterns, and business travel trends, significantly impact both organisations' revenue streams.
Market Positioning: It is how a company gets people to think of its image, goods, or services in relation to those of its competitors. This means coming up with the brand or product's special qualities, perks, and ideas that make it stand out. This helps them get rich guests. The company makes more money this way. Travelodge Hotels, on the other hand, tries to be cheap. This is good for tourists on a budget, but it could mean that they make less money per booking (RevPAR) (Lee and Kim, 2021).
Brand Recognition and Marketing: For both businesses to make more money, their branding, marketing, and customer loyalty schemes need to work well. People who already buy from such brand will keep coming back because of these things.
Geographic Expansion: Both Shangri-La Hotels and Travelodge Hotels can make more money and grow by going to new places and areas. Care must be taken to look at people from different cultures, government rules, and the amount of competition in order to lower the risks that come with plans to grow (Wang and Zhang, 2019).
[bookmark: _Toc182814915]Market Position Analysis: Shangri-La Hotels vs. Travelodge Hotels
[bookmark: _Toc182814916]Market Positioning: Market positioning means how a company gets people to think of its image, goods, or services in relation to those of its competitors. This means coming up with the brand or product's special qualities, perks, and ideas that make it stand out. When people think about a brand, they compare it to others in the same field (Harris and Jackson, 2020).
[bookmark: _Toc182814917]Customer Demographics: Rich businesspeople and high-class tourists who want the best comfort and personalised service are most likely to stay at Shangri-La Hotels. Rich tourists (at least 35 years old) who like nice rooms, good food, and extras are the ones the hotel is aimed at. 
[bookmark: _Toc182814918]Brand Perception: When people think of Shangri-La Hotels, they use words like fancy, rich, and important. People know that the company is good because they offer service that goes above and beyond what they expect. With all the praise and awards they get, Shangri-La Hotels look even more like a sign of wealth and wealth. 
[bookmark: _Toc182814919]Customer Demographics: Many people like to stay at Travelodge Hotels, including budget tourists, families, students, and business travellers who need cheap places to stay. Any age and any amount of money can go there and shop. When they choose a place to stay, they check the price and see how easy it is to get to. Shangri-La Hotels is a high-end brand that focuses on privacy and personalized service for rich tourists (Harris & Jackson, 2020). Travelodge, on the other hand, is great for cheap travellers’ because its rooms are cheap, easy to get to, and have all the amenities that families, students, and cheap business travellers’ need (Brown & Williams, 2019).
[bookmark: _Toc182814920]Growth Potential Analysis: Shangri-La Hotels vs. Travelodge Hotels
[bookmark: _Toc182814921]Expansion Strategies: The two hotels, Shangri-La Hotels and Travelodge Hotels, both want to grow so they can make more money and take advantage of market chances. The company will grow on its own as it builds and gets more properties. It will also work with others in smart ways to spread the word and get more users.
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Figure: Hotel growth trend
[bookmark: _Toc182814922]Shangri-La Hotels: People want to stay in high-end hotels in Asia-Pacific because the economy is growing quickly and people are getting richer. The company has big plans to grow in these key global areas. This will help Shangri-La Hotels grow as much as they can. Part of the brand's plan to grow is to build flagship sites in key gateway towns, resort areas, and new markets. It also wants to get stronger in key spots where business and leisure travellers go (Kim and Chang, 2020). As in the above chart, it can be seen that its predicted highest revenue growth would be in 2028 is around 58.3 billion pounds.
[bookmark: _Toc182814923]Market Opportunities: The hotel chain Shangri-La knows that places like China, India, and Southeast Asia, which are still growing, have a lot of room to grow. There are more middle-class people and more wealthy people, which is a challenge for the high-end restaurants. The company is putting money into these countries on purpose so that it can get a bigger share of the market and take advantage of changes in what customers want and how they travel.
[bookmark: _Toc182814924]Travelodge Hotels: By taking advantage of the rising need for affordable places to stay, especially among tourists on a budget who want to find a good deal is important part to focus for the hotels. The brand wants to grow, so it wants to get into more key markets, become better known, and offer more products so that it can adapt to changing buyer tastes.
[bookmark: _Toc182814925]Market Opportunities: Travelodge Hotels has the potential to grow both in the US and around the world. The main goal of the business is to reach more people in cities, tourist spots, and transportation hubs. Smart relationships between the brand and real estate owners and developers help it grow faster and take advantage of the need for cheap places to stay in the market (Johnson and Patel, 2018). Travelodge Hotels might do well to expand into places that don't have many hotels, like smaller cities and towns in the US and other places. 
[bookmark: _Toc182814926]Potential Barriers to Growth: A lot of people want to stay at Travelodge Hotels, and the name is well known. Some things that could stop the company from growing are government rules, competition from other low-cost hotel groups and other places to stay, and markets that are already full. In the end, Shangri-La Hotels and Travelodge Hotels are in the hotel business, but they do so in ways that are different from each other (Wang and Zhang, 2019). 
[bookmark: _Toc182814927]Financial Commitment to CSR: Shangri-La Hotels vs. Travelodge Hotels
Customers and other important people want businesses to do the right thing and take care of the environment more and more. In the hotel business, this makes Corporate Social Responsibility (CSR) more important. It is not enough to just compare how much Shangri-La Hotels and Travelodge Hotels spend on CSR projects. People, Planet, and Profit are at the centre of the Triple Bottom Line theory. 
[bookmark: _Toc182814928]Shangri-La Hotels: Because it cares a lot about CSR, Shangri-La Hotels has made its main business processes and the way it does business in general eco-friendlier. As part of its CSR, the company looks out for the health and happiness of its employees, helps the community, and takes care of the earth. These show that the company wants to make the world and people a better place.
[bookmark: _Toc182814929]Community Engagement: Shangri-La Hotels gives back to the places it works by setting up volunteer work, charity projects, and partnerships with non-profits. The company helps with schools, health care, and getting people back on their feet after a disaster in the places it does business. This makes people stronger and helps society grow. To keep tourists and economic growth going, Shangri-La Hotels also likes to work with nearby companies and keep traditional items safe.
[bookmark: _Toc182814930]Employee Welfare: Shangri-La Hotels cares a lot about its workers' health and growth. Policies and programmes have been put in place by the company to improve their health, diversity, and job growth. There is good pay, a lot of benefits, and chances to learn new skills at this company. This makes the place of work nice and helpful. Shangri-La Hotels also supports fair labour practices and a wide range of sources all along its supply chain to make sure it runs a good business.


[bookmark: _Toc182814931]Conclusion and Recommendations
The study shows that Shangri-La Hotels and Travelodge Hotels make money in a number of smart ways. Shangri-La is all about giving wealthy people high-class experiences, while Travelodge loves giving people cheap rooms that are still good. Each brand has shown that it can be strong and flexible in its own market, making the most of its own skills to make more money. Both groups will have chances to grow today and tomorrow, but they will grow in different ways. Shangri-La wants to take advantage of the growing market in Asia and the Pacific and the wealthy people who visit there (Sullivan and Garcia, 2017).  
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