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[bookmark: _Toc165458852]a. Introduction
Financial management can be articulated as an essential factor in order to achieve a certain level of success within the hospitality industry. It plays a vital role in providing relevant assistance to hospitality businesses in terms of allocating resources efficiently, preparing for economic difficulties and controlling costs in an appropriate manner. The principal objective of the concerned report is to evaluate the respective approaches of Travelodge Hotels and Shangri-La Hotels towards financial management along with considering several critical aspects which impact their sustainability and financial performance in a detailed way. 
[bookmark: _Toc165458853]b. Total Revenue Analysis
Comparison of Total Revenues generated by each Company
The financial report of Travelodge Hotel demonstrates that the total amount of revenue generated by the current hospitality business during the financial year 2022 is valued at £910.8m (Travelodge, 2022). On the other hand, the total value of revenue generated by Shangri-La Hotel amounted to £136.7m during the respective period (Shangri-La Asia Limited, 2022). It denotes that the revenue gained by the Travelodge Hotel is comparatively greater than the Shangri-La Hotel during the financial year 2022. Hence, the higher level of revenues can impose a positive level of impact on the profit, innovation, and financial stability of Travelodge Hotel in a better way in comparison to Shangri-La Hotel. 
Sources of Revenue
Most of the revenues are primarily raised within Shangri-La Hotel from the hotel management, hotel operations, as well as related services, respectively. The potential revenue of the present organisation has been enhanced by around 47% in 2023 which attained £2.6 billion which is estimated to be 95% regarding the revenue of 2019. On the contrary, the relevant sources of revenue generated by Travelodge Hotels are through arranging meetings and events, providing quality food and beverages, offering affordable rooms and evolving ancillary services respectively (Achim et al., 2022). The concerned aspects need to be utilised by the hospitality manager in such a way that can lead to enhancing the level of productivity of the respective hospitality business across the respective market. 
Revenue Trends
The amount of revenues for the Travelodge Hotel for the period ended December 2023 was around £1,035.2m which can be articulated as an enhancement of around 13.7% from the financial year 2022. The budget earnings before taxes, amortisation, depreciation, and interest of the respective hotel chain have also been enhanced by around 14.6% to the value of £243.9 million. On the other hand, Shangri-La Hotel has generated a value of revenue of around £1.36b which is an enhancement over the revenue of the year 2021 amounted to £1.15b (Eid and Agag, 2022). The revenue can be demonstrated as the total amount of income generated by the business organisation through selling its services or products across the respective market. 
Factors Driving Revenue Growth or Decline
The growth in the level of revenue within the hospitality industry can be effectively driven by economic factors such as contribution to Gross Domestic Product (GDP), economic development, destination expansion, job creation, income level, and many more (Liu et al., 2021). However, the concerned industry can also face critical hindrances which can lead to a decline in the level of revenue due to the cost-of-living crisis, environmental considerations, global warming, staff shortages and retention, and many more. 
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Market Positioning
Travelodge Hotel has positioned itself as a cost-effective choice for comfortable and affordable accommodations for both business and leisure travellers. The marketing strategy of the concerned hospitality organisation helps to provide an immense focus on promoting its main specialities and features such as low prices and good facilities. On the other hand, Shangri-La Hotel can be treated as a luxury hotel chain which primarily targets upper-class and upper-middle-class individuals with high income respectively (Chen et al., 2021). The present brand provides high-quality accommodations and services to its consumers in terms of fulfilling their desires in an appropriate way. 
Market Share
The financial report of Travelodge Hotel demonstrates that around 27% of the consumers based in hotels across the United Kingdom primarily use Travelodge. It indicates, that 91% of the consumers primarily know the brand within which 30% are highly engaged in utilising the concerned brand in an accurate way. On the contrary, Shangri-La Hotel possesses a market capitalisation of around £2.38 billion during April 2024 which evaluates the current organisation as a valuable firm in the world through market capitalisation (Upadhayay et al., 2020). Market capitalization can be demonstrated as the total market value regarding publicly traded outstanding shares of the firm. 
Consumer Demographics
Business consumers of Travelodge Hotel primarily enjoy the convenience of its locations in every major city as well as towns in the United Kingdom. The leisure guests of the concerned hospitality business primarily select to stay with the Travelodge at the time of visiting with friends and family which can lead to enhancing the level of brand image of the respective hotel across the concerned market. On the other hand, Shangri-La Hotel effectively targets travellers as well as families across the United Kingdom. The website audience of the current brand primarily involves 50.59% females as well as 49.41% males with the largest group of ages ranging between 25 and 34 years old (Wang et al., 2020). 
Brand Perception
The prominent brand of hotels such as Travelodge effectively boosts a commendable level of brand awareness with around 92% of consumers across the United Kingdom being highly aware of the respective brand (Alshater et al., 2022). On the other hand, the potential brand value of the Shangri-La Hotel primarily involves sincerity, helpfulness, courtesy, respect and humility for its consumers which can be demonstrated as the core elements of Asian culture. 
[bookmark: _Toc165458855]d. Growth Potential Analysis
Growth Potential
Travelodge has significant plans to open around 6 new hotels across the United Kingdom in 2024. Travelodge has also identified more than 300 target locations across the UK with openings estimated to return to around more than normal levels of development due to the improvement in the market conditions. It enables the concerned hotel to open between 15 to 20 new hotels each year. On the contrary, Shangri-La Hotel possesses a pipeline regarding the upcoming hotel as well as mixed-use development projects in Japan, China, Cambodia, and Australia in terms of effective growth potential respectively (Nhamo et al., 2020). 
Expansion Strategies
The ongoing hotel refit program of Travelodge is estimated to observe around 25% regarding a room estate upgraded to the new respective design by the closure of 2023. The current organisation has accelerated the respective program following a positive response from the consumer along with boosting the performance of the hotel from the updates to date (Allargando et al., 2021). It has been decided by the potential manager of Travelodge to open more than 140 new sites across Spain, Ireland and the UK with around £3 billion investment to establish thousands of employments (Nouns et al., 2022). On the other hand, the strategic management of the Shangri-La Hotels monitors the merger as well as acquisition in terms of the major aggressive strategy for the expansion of its organisational activity, respectively.
Market Opportunities
An increment in the level of demand for budget accommodation forces Travelodge to leverage its reputation the brand along with expanding its hotel portfolio in an appropriate way. It primarily involves the potential openings of new hotels in prime locations such as transport hubs and city centres where the potential demand for affordable accommodations is greater. On the other hand, the potential market opportunities for the Shangri-La Hotels involve improvement in the scores of guest satisfaction, boosting its level of profits along with increasing the level of bookings in an appropriate manner (Grundy et al., 2022). 
Potential Barriers to Growth
The higher level of cost regarding the quality rooms within the hotel Travelodge involves a lot of capital requirements to make an entry into the respective hotel industry. In addition, a lot of money can also be needed for advertising employees and property in order to gain entrance within the respective industry which offers a huge barrier to entry and growth into the respective industry for Travelodge. On the contrary, the critical issues faced by Shangri-La Hotel in terms of the biggest growth primarily involve expansion into the high-wage economies in North America and Europe, newcomers in the hotel markets of China and many more (Zhong et al., 2021). 
[bookmark: _Toc165458856]e. Financial Commitment to CSR Analysis
The potential sustainability plan of Travelodge primarily involves the key performance indicators in both medium and short-term targets for stretching and challenging the concerned organisation in an appropriate way. Proper development of the key performance indicators as well as targets primarily allows the present organisations to measure their performance against the sustainability commitments in a detailed way. The potential managers of Travelodge effectively report its performance internally on the basis of quarterly aspects and externally through financial statements and annual reports (He and Filimon au, 2020). The concerned organisation is highly engaged in appreciating that the language related to sustainability can be complete and cannot be treated as an easy subject. However, the potential managers of the current organisation have managed to implement the sustainability plan in such a way that can lead to evolving the financial commitment towards corporate social responsibilities in an appropriate manner (Jones and Comfort, 2020). 
On the other hand, the major sustainability aim of Shangri-La Hotel is to be the best-loved group of hospitality by hosting individuals to the colourful joys of life in a sustainable way (Wu, 2023). The current hotel is also engaged in providing hospitality which empowers its individuals, nurturing the planet, celebrating Asian heritage along uplifting local communities in an effective manner (Seal, 2019). The potential commitment of Shangri-La Hotel towards topics based on Environmental, Social and Governance (ESG) reflects its overarching objective of being the best-loved hospitality group extensively. The "Triple S'' strategy of Shangri-La Hotel primarily involves savour, shine and stay ensuring sustainability can be embedded into each aspect regarding its operations and business along with touching each step regarding its journey with the concerned hotel in an accurate manner (Peng et al., 2020). 
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The potential recommendations that are important to be executed by the hospitality managers of both the Travelodge and Shangri-La hotel in order to gain a necessary level of hospitality growth can be summed up in the following:
Understanding the consumers and market: One of the major steps regarding strategic hospitality management leadership is to assess the consumers and market within which the hospitality business operates its business activities. It is essential for potential managers to develop a thorough market analysis in order to identify the consumer preferences, threats, opportunities and trends affecting business activities in an accurate manner (Nazarian et al., 2022). The concerned managers also need to be indulged in segmenting their consumers on the basis of their behaviour, expectations and requirements along with rearing its marketing services and products in an appropriate way (Building, 2014).
Developing a clear mission and vision: The development of a clear vision as well as a mission for hospitality businesses such as Travelodge and Shangri-La Hotel can also be demonstrated as an essential strategy for strategic leadership based on hospitality management. A vision can be treated as a statement which describes the desired future state regarding the business whereas the mission refers to the statement which defines the values and purpose of the respective business in an accurate way (Al-Hashimi et al., 2022). A clear mission and vision can be helpful for the business manager in terms of communicating its direction and goals to the potential stakeholders, consumers and employees along with inspiring the concerned individuals to support the business, respectively. 
[bookmark: _Toc165458858]g. Conclusion
Evaluating the effective comparison of the Travelodge Hotels as well as Shangri-La Hotels in terms of their business operations and market trends can be articulated as the major goal of preparing the present study. The relevant comparison of total revenue, growth potential, market position, as well as a financial commitment to the corporate social responsibilities between the concerned hotels has been effectively represented in the concerned study. The proper implementation of the respective aspects helps to provide necessary information about the financial performance and organisational performance of the respective hotels in an appropriate way.
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