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[bookmark: _Toc165821313]Executive Summary
This paper carefully compares and contrasts the money-management tactics of Shangri-La Hotels and Travelodge Hotels, two very different types of hotels (luxury and budget, respectively). Shangri-La targets wealthy people through philanthropic high-end facilities and exists in many countries. It makes a lot of money from diverse types of facilities, like selling rooms and food and drinks. On the other hand, Travelodge focuses on budget-conscious travellers, mostly in the UK. Its varieties most of its money from room sales, which are completed easier by selecting smart locations and consecutively its business efficiently. Total income, competitive positioning, growth strategies, and social responsibility (CSR) programs are some of the most significant things we study. Travelodge wants to expand by going into more low-cost extents in Europe and educating the way customers can book connected. With the help of new digital technologies, Shangri-La wants to expand into new high-end markets and make customers happier. Corporate social responsibility (CSR) is very significant to both businesses. Shangri-La uses eco-friendly performances to contest its luxurious items image, while Travelodge provisions local communities and takes care of the environment to connect with its customers. This study discusses how the business strategies and placement of each brand in the market are thoroughly connected to their financial management strategies (Panno, 2020). This is what helps them be successful and adapt to a market that is always changing.
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[bookmark: _Toc165821314]Introduction
The purpose of the paper is to investigate very closely how Shangri-La Hotels and Travelodge Hotels process their financial position. The hotel business is a big business for both of them all over the world. People from every part of the world know Shangri-La for its high-end hotels and its ability to connect them. However, Travelodge is known for specializing in low-cost hotels, primarily throughout the UK. The different business models make it easy to compare how restaurants and hotels handle their finances and how they sell themselves. This study is mostly about how Shangri-La and Travelodge handle their money. The study aims to look at the strategies each company uses to make the best use of their money to keep and improve their marketplace in different areas of the hotel business. The study will compare total revenue, and conversation about market positioning, growth prospects, and CSR duties (Iyer and Jarvis, 2019). In each part, we'll look at how these methods are used by each hotel in the group, what results they get, and how these methods affect their overall income and brand value.Top of Form
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[bookmark: _Toc165821316]Shangri-La Revenue Analysis
Shangri-La Hotels had significant financial growth in the fiscal year 2022, as its consolidated revenue stretched to £1,165.49 million. This characterizes a 17.8% growth over the previous year's revenue of £989.24 million. The development was primarily powered by a substantial rise in room revenues produced external Mainland China, heaving from £360.5 million in 2021 to £496.54 million in 2022. Revenue from food and beverage services rose from £406.33 million in 2021 to £446.37 million in 2022. These upgrades demonstrate Shangri-La's post-pandemic revival, leveraging on the international travel renaissance and its luxury hospitality brand (Lee et al., 2019).
[bookmark: _Toc165821317]Travelodge Revenue Analysis
Travelodge, a company that specializes in providing affordable lodging options, announced a significant rise in its revenue for the fiscal year 2022. The year's income amounted to £910.8 million, representing a significant increase of around 60.7% compared to the £566.7 million recorded in 2021. The majority of this revenue, almost £857.8 million, came from room sales, compared to £533.7 million the previous year. This rise is indicative of a strong rebound in occupancy rates and an effective adjustment to the post-pandemic market environment (Harman et al., 2021). Strategically establishing six new hotels and introducing 'budget luxury' rooms resonated with the mindful of expenses yet quality-seeking audience, driving a significant rise.
[bookmark: _Toc165821318]Comparative Analysis
	Revenue Category
	Shangri-La Hotels (GBP million)
	Travelodge Hotels (GBP million)

	Total Revenue
	1,165.49
	910.8

	Room Revenue
	496.54
	857.8

	Food and Beverage
	446.37
	N/A

	Growth Rate
	17.8% from 2021
	60.7% from 2021
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Figure 1: Revenue Trend Analysis
The financial performances of Shangri-La and Travelodge in 2022 present two different operational strategies utilized by each regarding their various market segments. While Shangri-La realizes significant revenue with its diversified services in the international luxury market, Hotel Travelodge achieves the target from the domestic budget traveller segment in the UK (Lee et al., 2019). None achieves much revenue from room sales, based on the hospitality strategy (Park and Min, 2020). With the advent of the COVID-19 pandemic (Chanyasak et al., 2022), the capabilities of each have been put to the test, and they both emerged triumphant based on their vast revenue. The comparative perspectives Planets and Dara provide illustrate the high growth of Shangri-La’s revenue due to the luxury segments and international exposure and Hotel Travelodge’s growth based on the affordability and the UK accommodations. This proves that both have a good grasp of the realm and the ability to benefit from the hospitality field trends (Park and Min, 2020).
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Market Share and Brand Perception - Shangri-La
Shangri-La Hotels is widely recognized for its opulent amenities and occupies a major place in the upscale hotel industry. It has a worldwide presence, including a significant presence in Asia. The group's branding is strongly linked to top-notch service and opulence, attracting wealthy audiences, such as business and leisure tourists who desire exclusive experiences (Iglesias et al., 2020). Shangri-La's redesigned loyalty program, Shangri-La Circle, was introduced to improve client involvement and offer individualized services, demonstrating the company's dedication to upholding a high degree of customer satisfaction and loyalty.
Market Share and Brand Perception - Travelodge:
Travelodge is a major player in the inexpensive hotel industry, mostly serving the UK. Based on the number of hotels and rooms, it is ranked as the second-largest hotel brand in the UK (Aladag et al., 2020). The core of Travelodge's brand image is the provision of reasonably priced lodging without sacrificing quality, which appeals to tourists and business visitors on a tight budget (Ye et al., 2020). Travelodge served around 21 million clients in 2022, with 90% of bookings made through its website—a testament to its significant market dominance and successful direct booking strategy.
Comparative Analysis:
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Figure 1: Brand Perception Analysis (Akbari et al., 2021)
Travelodge and Shangri-La cater to very different types of customers, as you can see from the fact that their customer groups and brands are very different. Because it focuses on luxury and top-notch services, Shangri-La can attract and keep customers who like to be treated like VIPs and enjoy high-class hospitality (Park and Min, 2020). Travelodge, on the other hand, caters to customers who are price-careful but still want a certain level of comfort and dependability.
Both businesses have done an outstanding task of making their marketing plans fit the needs of the people they want to sell to. Shangri-La spends money to improve its reward program and offer personalized, high-touch services (Akbari et al., 2021). Meanwhile, Travelodge puts a lot of stress on where its properties are located and how cheap they are to get a lot of visitors, especially through its simple booking methods.
Travelodge is strong in its home country and with budget travellers. Shangri-La, on the other hand, is strong because of its luxury brand value and ability to reach customers around the world (Abaeian et al., 2019). During downturns in the economy, Shangri-La's high-end standing may make it harder for it to get customers, while Travelodge's low prices may help, but they may not be enough to make it stand out in the very crowded budget sector (Sahin et al., 2020).
This study shows that how people see a hospitality brand and where it stands in the market are very important to its success. Each company uses various strategies to build on its strengths and lower its exposure to market risks.
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Figure 2: Growth Potential Analysis (Martín et al., 2022)
Expansion Strategies - Shangri-La:
Shangri-La wants to strengthen its exclusive services and expand globally. They said they spent a lot on enhancing and growing key properties in 2022. This indicates their commitment to expansion in promising markets. They opened hotels in many countries, including China and Saudi Arabia. They also announced Cambodia and Australia expansions. To capitalize on luxury lodging demand, Shangri-La rapidly expands into existing and new markets. World economic uncertainties may make moving and investing harder (Martín et al., 2022).
Expansion Strategies - Travelodge:
Travelodge is focusing on expanding its UK, Ireland, and Spain budget hotels. The company opened new hotels in 2022 after a pandemic downturn and stated it would increase by eight per year in 2023. They renovate historic hotels and open new ones, like in Madrid, Spain, their first in almost ten years. The approach focuses on the budget sector's ability to recover from economic downturns and the rising local travel market (Harman et al., 2021).
Comparative Analysis:
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Figure 3: Expansion Strategies conditions (Sahin et al., 2020)
Both Shangri-La and Travelodge have room to grow, but their market positions dictate their strategy. Shangri-La's strategy is to provide more premium services worldwide. This will enable the corporation to capitalize on luxury tourists. Budget travellers may find Travelodge's expansion of its budget sector more appealing due to current economic conditions (Sahin et al., 2020). Shangri-La may profit from its plan, but economic issues could reduce luxury travel expenditure (Harman et al., 2021). Travelodge's low-cost rooms may help it weather economic downturns, but it faces fierce competition. Travelodge is counting on low costs and targeted growth in economically stable locations, while Shangri-La is betting on its global premium brand.
[bookmark: _Toc165821321]Financial Commitment to CSR
CSR Initiatives - Shangri-La:
Corporate Social Responsibility (CSR) is a part of Shangri-La's main business plan, which shows that the company cares about environmental, social, and governance (ESG) issues. One of the main goals is to use less single-use plastic. The company wants to cut the cost of a room night by 13% by 2022 and by 50% by 2026. The Shangri-La also works on projects that help the neighbourhoods. For instance, during the COVID-19 pandemic, the company helped about 200,000 people by giving food and groceries to families who were experiencing a hard time. Not only do these projects help build communities, but they also make the brand look like it's a good business citizen (Woo and Mun, 2020). Supporters of social problems may be drawn to this, which can keep customers running back.
CSR Initiatives - Travelodge:
The "Better Future" sustainability plan, which is what Travelodge does for CSR, is based on three main ideas: being open to everyone, caring, and becoming aware. The company has strong objectives, like getting a net-zero carbon footprint by 2050 and making all of its processes more energy-efficient (Abaeian et al., 2019). Travelodge asked some of its most important suppliers to do sustainability reviews in 2022 and started using environmentally friendly techniques in its supply chain management (Khatter et al., 2021). These include cutting down on waste and making energy use more efficient. Additionally, Travelodge's dedication to social duty is clear from its backing of the British Heart Foundation and its programs, such as RevivR, a tool utilized for teaching CPR that is promoted in its hotels (González-Serrano et al., 2020).
Comparative Analysis:
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Figure 4: CSR Initiatives (Abaeian et al., 2019)
Shangri-La and Travelodge differentiate themselves through brand positioning and CSR (Iyer and Jarvis, 2019). For its “niche” luxury hotel positioning and increasingly diverse international customer base, Shangri-La has implemented large-scale global efforts, indirectly enhancing “luxury concerned with sustainability and ethics”. UK market and budget operations by Travelodge Corporation illustrated the necessity of targeting audience geography and tastes including a shift toward ethical company conduct (Peng and Chen, 2019).
Corporate social responsibility activities boost brand value and customer loyalty. Global CSR helps Shangri-La attract luxury buyers seeking ethically created products (Abaeian et al., 2019). Travelodge cannot attract a US business' international brand cabinets due to community participation and sustainability (Khatter et al., 2021). It also improves the company's credibility among national travellers who prefer companies which promote national well-being. Both methods develop client loyalty in different markets. 
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Strategic Recommendations for Shangri-La:
Shangri-La must incorporate local culture into each hotel as it grows into a new luxury market to improve guests' experiences and sense of discovery (Sahin et al., 2020). Being regionally present in income hotspots like the Middle East and Asia-Pacific allows you to capitalize on expanding rich populations seeking unique lodging that matches their environment (Chanyasak et al., 2022). Digitization allows for further customization of each visitor's experience, generating an awareness of value that encourages loyalty and returning customers through unique and memorable encounters.
Travelodge Strategic Advice:
Travelodge's success in the UK as a low-cost hotel operator could lead to expansion across Europe, where cheap travel is becoming more popular. By streamlining online reservations from booking to checkout, operations and customer experience can be optimized (Chanyasak et al., 2022). Working with regional tourism boards may result in budget-friendly packages.
Given its global portfolio and great customer satisfaction, Shangri-La's expansion into ultra-luxury markets and digital offerings is consistent with the company's standing for extravagance and meeting the needs of its wealthy clients (Harman et al., 2021). Travelodge is introducing low-cost travel destinations and simplifying its online tools to meet the demand for affordable vacations. They sought productive advancement and global reach (Ye et al., 2020). These commercials use each company's values and market shifts to expand and retain customers.

[bookmark: _Toc165821323]Conclusion
In conclusion, the judgement between Shangri-La and Travelodge Hotels has shown diverse operations strategies reliant on their market shares, such as luxury and reasonable. While Shangri-La has been outstanding in offering luxury services at global levels and generating high revenues from diversified service crews, Travelodge has maintained a strong front in budget conditions, targeting room sales, mostly in the UK. However, the two have shown a strong ability to adapt to the post-pandemic economic situation, adjusting their frontlines through customer service arrangements. The results have shown that financial operations must march the defined market share. In Shangri-La’s sense, a luxury hotel’s requirements and investment demands high capital execution. The high maintenance costs justify the corporation’s profitability needs. At the same time, a budget hotel like Travelodge must adopt a cost-effective financial model to remain affordable in the market. Thus, the two financial operational dynamics will determine the future of the two luxury and budget-oriented markets. The two hotels have a strong future ahead and are ready to fetch the future market but must align their strategies with global economic and travel dynamics.





Top of Form




[bookmark: _Toc165821324]References
Abaeian, V., Khong, K. W., Kyid Yeoh, K., and McCabe, S. (2019). Motivations of undertaking CSR initiatives by independent hotels: a holistic approach. International Journal of Contemporary Hospitality Management, 31(6), 2468-2487.
Akbari, M., Nazarian, A., Foroudi, P., Seyyed Amiri, N., and Ezatabadipoor, E. (2021). How does corporate social responsibility contribute to strengthening brand loyalty, hotel positioning and intention to revisit? Current Issues in Tourism, 24(13), 1897-1917.
Aladag, O. F., Köseoglu, M. A., King, B., and Mehraliyev, F. (2020). Strategy implementation research in hospitality and tourism: Current status and future potential. International Journal of Hospitality Management, 88, 102556.
Chanyasak, T., Koseoglu, M. A., King, B., and Aladag, O. F. (2022). Business model adaptation as a strategic response to crises: navigating the COVID-19 pandemic. International Journal of Tourism Cities, 8(3), 616-635.
González-Serrano, L., Talón-Ballestero, P., Muñoz-Romero, S., Soguero-Ruiz, C., and Rojo-Álvarez, J. L. (2020). A big data approach to customer relationship management strategy in hospitality using multiple correspondence domain description. Applied Sciences, 11(1), 256.
Harman, O., Jensen, A. D., Naeem, F., Saab, M., Wani, S., and Wilkinson, N. (2021). COVID-19 and taxes: Policies for the post-pandemic recovery.
Iglesias, O., Markovic, S., Bagherzadeh, M., and Singh, J. J. (2020). Co-creation: A key link between corporate social responsibility, customer trust, and customer loyalty. Journal of business ethics, 163, 151-166.
Iyer, G. R., and Jarvis, L. (2019). CSR adoption in the multinational hospitality context: A review of representative research and avenues for future research. International Journal of Contemporary Hospitality Management, 31(6), 2376-2393.
Khatter, A., White, L., Pyke, J., and McGrath, M. (2021). Barriers and drivers of environmental sustainability: Australian hotels. International Journal of Contemporary Hospitality Management, 33(5), 1830-1849.
Lee, S., Lee, K. S., Chua, B. L., and Han, H. (2019). Hotel restaurants’ challenges and critical success factors in Klang Valley, Malaysia: the inseparable roles of support centers and revenue streams. Journal of Quality Assurance in Hospitality and Tourism, 20(1), 16-43.
Martín, O. M., Chetty, S., and Bai, W. (2022). Foreign market entry knowledge and international performance: The mediating role of international market selection and network capability. Journal of World Business, 57(2), 101266.
Panno, A. (2020). Performance measurement and management in small companies of the service sector; evidence from a sample of Italian hotels. Measuring business excellence, 24(2), 133-160.
Park, J., and Min, H. K. (2020). Turnover intention in the hospitality industry: A meta-analysis. International Journal of Hospitality Management, 90, 102599.
Peng, N., and Chen, A. (2019). Examining consumers’ luxury hotel stay repurchase intentions-incorporating a luxury hotel brand attachment variable into a luxury consumption value model. International Journal of Contemporary Hospitality Management, 31(3), 1348-1366.
Sahin, S., Baloglu, S., and Topcuoglu, E. (2020). The influence of green message types on advertising effectiveness for luxury and budget hotel segments. Cornell Hospitality Quarterly, 61(4), 443-460.
Woo, L., and Mun, S. G. (2020). Types of agglomeration effects and location choices of international hotels in an emerging market. Tourism Management, 77, 104034.
Wu, S. Y. (2021). A Study on Promotion Strategies and Purchase Intention during the epidemic situation-In the Travelodge Industry.
Ye, S., Wu, L., and Paek, S. (2020). Examining the step-up brand extensions of budget hotels: The reciprocal spillover effects. Cornell Hospitality Quarterly, 61(2), 154-169.
image5.jpeg
“THE RELATIONSHIP BETWEEN THE
CORPORATE AND PUBLIC SPHERE

‘ CORPORATIONS: AGENTS OF
INCREASES PROFITS POSITIVE: CHANGE?

®
coRpoRdTE,
5 SOCIAL. °
AT ERALL AR \K@PUW&N@ RESPONSIBLITY: BENEFITS
FOR BUSIESSES
- =
mhovaTion @ o PROMOTES SUSTAINABILITY
<
BETTER WORKFORCE AND CUSTONER 00L

CORPORATE SOCIAL





image1.png
Revenue Comparison of Shangri-La and Travelodge Hotels (2021-2022)
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