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The report provides a comprehensive analysis of the revenue performance, market position, growth potential, and financial commitment to Corporate Social Responsibility (CSR) of two prominent hotel chains namely Shangri La Hotels and Travelodge Hotels. It dissects their ways of making money, business models, markets they serve, strategies booked for business in the future, and so on. During the process of going through their financial data as well as their strategic projects, the report seeks to give adequate interpretations about the reasons for their revenue growth and market positioning as well as the satisfactory areas for them to move on with. Moreover, it assesses their CSR commitments and their effects beyond the community and environment which makes it relevant for this age.
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Figure 1: Revenue comparison
(Source: Learner)
In the year 2022, Shangri-La Hotels churned total income of 1,462, U. S.  dollars. A 40% rise in revenue from the previous year’s $1241 million to $1627 million in 2012 is a sharply increasing trend, which is highly significant.  Contrary to Asuite's 400% revenue growth, Travelodge's revenue in the year 2022 were lower and only $566 was collected. 284 out of 1,000(0. 284 for 1000) in contrast to the United States at $284. The extraordinary disparity in revenue performance between the two chains observed brings a number of reasons to look into the root causes of these fluctuations. The revenue growth of the Shangri-La Hotel as a product of the following main factors such as the company's thoughtful strategic push both nationally and globally has most certain to bring new sources of revenue. The Shangri-La not only spread its presence to lucrative markets but also leveraged the travel piece to capture more of the hospitality market. Another tactic employed by the similarly targeted luxury and premium services promotion may have been essential in attracting high spenders, and thus higher average room rates and larger RevPAR. As well, the Shangri-La has different packages including hotel accommodation, restaurants, and spa centers to maintain its revenue.  As a result, the business has expanded its market which leads to its long-term profits (Zhang et al., 2020).  
Negatively, the percentage rise/drop in Travelodge Hotels' revenue does not track that of Lifestyle Hotels indicating a different direction under different market dynamics. The hotel chain's revenue increase may have a lot to do with the fact that they moved into a higher yet priced rooms or an increment in occupancy rates.  In the absence of such deductions it may be hard to conclude if there was any significant growth due to expansions. The fact that growth is not proportional to GDP even if it is lower than others could imply weakness or bottlenecks experienced by Travelodge, like the fierce competition in the budget hotel segment or the general risk associated with the turbulent economic environment and its effect on travel and hotel bookings. Moreover, such problems as changes in customers’ consumption habits, transportation mode movements, global issues, or any other disruption may arrive. Sometimes (for instance, during pandemics or geopolitical tensions) there is a possibility that Travelodge also suffered from loss of revenue (Zhang et al., 2020).
Identifying the revenue generation sources of each organization and exploring deeper into the underlying business model and revenue drivers independently become insights into the approaches that the enterprises focus on. Shangri-la Hotel probably generates incomes from different channels, such as room takings, food and drink services, spa and star convention rooms, and loyality programs. The brand's upscale image combined with its capacity to furnish unique guest experience at a number of touchpoints through which it attracts, earns more prices at its various sales channels. This supports revenue streams. Unlike Travelodge Hotels which will earn most of the income from room bookings and the fee as mentioned above rather than other sources of revenue compared to Shangri-La. This demonstrates clearly the master role played by room occupancy as well how the strategies of room pricing and costs management influence greatly the overall revenue development of Travelodge Company (Bi et al., 2020).
Revenues of Shangri-la Hotels were growing in the past year as the company managed to perform its strategic initiatives successfully leading to seizing market opportunities. The brand has put emphasis on quality, innovation and customer-centric consciousness to enable it to sustain growth in future. As long as it considers the changing preferences in the consumer market and trends, the future is bright. On the other hand, Travelodge Hotels' revenue growth, while positive, might seem to only a minor extent and this could in a way expose the company to the factors beyong its control. To fulfill and augment the financial performance, Travelodge can try to explore opportunities for distinction, invest into uplifting guest experiences and emphasize the operational amelioration to improve profit declination in the competitive market environment 9 Olimovich, Kudratovna, and Sayfitdinovich, 2020).
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Shangri-La Hotels and Travelodge Hotels have been identified as two brands which serve different segments of travel market with the hotel services that are tailored to the different needs of the travelers. Hotels Shangri-La, which is well known for offering the finest accommodation and amazing services to guests as a result, holds the prime market position in high-end sector which is manifested by the quality facilities and personalized services. The signature Luxe Brand's high-end appeal targets well-off travelers who want to take it to the highest level with the finest amenities, privacy, and glamor in their hotel lodging. Shangri-La's hotels are usually made in the very heart of beautiful places that are popular destinations for tourists, which serves to highlight the fascination of these hotels for demanding visitors. Shangri-La Hotels' approach is oriented around what they call the Shangri-La experience, which involves making guests feel always pampered by the luxury amenities on one hand and focusing on first-class services on the other.  It results in a loyal clientele that is interested in top-of-the-line quality and experiencing the ultimate luxury. This particular brand gives Shangri-la is able to charge a premium with regards to pricing due to its establishment as a luxurious brand, thus ensuring the hotel a competitive edge in the luxury hotel segment which will enable it to dominate the niche market while promoting the perception of the brand as one of class and elegance in the hospitality industry (Tong-On, Siripipatthanakul, and Phayaphrom, 2021).  
On the other side, Travelodge Hotels are targeting a slightly different market segment where officers in search for affordable lodgings without giving up quality and convenience are concerned. Travelodge being known as a value orientated hotel chain, is always seen as placed in the low end price market and consequently popular among a varying customer groups.  These are price conscious travelers like backpackers, those on business travel, and also families. Travelodge's hotels have a wide range of location within the cities and they are close to the bus terminals, major roads, or popular destinations which make travelers to find a good place that is not high-cost to stay. Nevertheless, Travelodge enjoys the same market as Shangri-La, as both share the aspirations of serving clean, cozy rooms with all the essential amenities at competitive rates.  However, Travelodge lacks in opulence and amenities that are hallmarks of luxury hotels. This positioning gives Travelodge the ability to compete in most segments of the economy and mid-range hotels, tending to value-conscious and price-sensitive travelers, and budgetary consumers who stay focus on money when choosing place to dine (Kim, Lee, and Kim, 2020).
The Shangri-La Hotels holds smaller but more profitable share within the luxury hotel realm, going head-to-head with the well-established high-end hotel brands like Four Seasons, Ritz-Carlton, Mandarin Oriental. Although the niche character of quality lays the foundation for the Shangri-La niche market, it is also a powerful global market player in key destinations that is the point of attraction for the most diligent customers who would want to spend money on top-notch luxury experiences. While Travelodge Hotels have a lesser market share compared to other budget and mid-range hotel industry giants such as Holiday Inn Express and Hampton by Hilton; it has however, managed to compete effectively with the rest of the economy hotel operators such as ibis Budget. Travelodge is located in almost all travel destinations and can also contributes to its easier market penetration since it is suitable for the one’s with business or for simple leisure who are looking for cheap accommodation (Ezzaouia, and Bulchand-Gidumal, 2020).
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Shangri-La Hotel group has a great potential for further development that stems from its aggressive strategic initiatives, as well as emerging market prospects, and its good brand image. Nowadays, Centering on global enlargement, Shangri-La remains to opt for new market entrances as the economy flows in key destinations across Asia, Europe, the Middle East, and North America, indeed, making use of the rising demand for the luxury hotel industry services in emerging markets and established travel centers. The brand's “innovation” and “differentiation” aspect is evident in their ongoing investment of new hotel developments, renovations of the old buildings, and the improvement of customers’ experience.  By so, the brand is in a place to gain market share and increase their revenues in existing and new market. Not only this, but Shangri-La could achieve an advantage over its competitors by representing the sustainability movement, wellness travel, and experiential travel, which would match upcoming societal trends and create an opportunity to engage environmentalist and experience-focused travelers. While Shangri-La Hotels may face bottlenecks to growth such as the hyper competition in the luxury segment, legal limitations in some markets, and economic unpredictability affecting travel and consumer spending choices, it will, nonetheless, make further progress in the future (Kapoor, and Kapoor, 2021). 
 However, in case of Travelodge Hotels, which is well positioned to attain growth in a mid-tier market segment through a value-for-money and budget-friendly accommodation approach, Travelodge Hotels has the potential to expand in the same or a different market segment that is characterized by value offerings and budget-friendly places to stay. Utilizing the rich legacy and the credibility existing in the market, Travelodge can take up growth prospects by concentrating on areas which are already emerged, studying the neglected locations and broadening the array of services to get a wide range of customer segmentation. Further distributing channels filled with online travel agencies, corporate customers and travel intermediaries and positioning the brand as their priority partner will generate higher occupancy rates.  As a result, revenue growth can be guaranteed. In addition, Travelodge can think over franchising and asset-empty extension way to implement growth completeness wbile decreasing capital cost pitfalls. With Travelodge being set to record positive growth levels, the company could not be immune from issues like saturation in some markets, competing pricing policies implemented by peers, and technical problems associated with maintaining the value quality in a growing fleet of hotels (Schalk-Nador, and Rašovská, 2024).
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Shangri-La Hotels, understood as a sign of strong financial commitment to Corporate Social Responsibility (CSR) activities, it has invested large sums for sustainable procedures, community projects, and humanistic activities. As In its latest 2022 annual CSR report, Shangri-La has injected more than USD18 millions to social responsibility projects which is marked increase from the recent years. Corporate Social Responsibility (CSR) of the company covers the company’s main areas of focus, such as environmental care, employee wellbeing and community engagement. Case in point, Shangri-la government has developed a holistic sustainability program which has resulted in a -35% energy consumption, -25% of water usage and waste production that is under control. Moreover, the brand has good relationship with local communities by implementing its education, empowerment of youth, health programs, organizing of disaster relief efforts and so much more. Both the CSR and SRI projects of Shangri-La depend on proper allocation and delivery of budget to be effective.  Boosting the company’s credibility and profitability, these allocation makes the business environment a part of the community (Yeon, Song, and Lee, 2020). 
 On the other hand, Travelodge hotels are like that of slightly less commitment to CSR programs compared to the owned by Shangri-La. The Travelodge acknowledges and definitely understands the need for CSR and being accountable towards the society; but as its investment in such activities seems to be less in quantity. While it could be imagined that the financial data on CSR expenses is not included in Travelodge's publicly announced or documents disclosures. Nevertheless, when it comes to the quantitative approach and qualitative evaluations because of the wide range of competitors operating within the economy hotel sector we can just suppose that Travelodge's CSR spending will proportionally correspond to its overall revenue and market share within the economy hotel segment. This mark will engage in projects like energy efficiency, waste disposal, and community support.  While they may not allocate that large number of resources on these projects, as it can be the case of bigger brands like Shangri-La. Even though this travel company invests only a small percentage of its CSR budget into specific projects, Travelodge yet has a big impact on the society and the environment through joint actions with community groups. While the travel industry is becoming more diverse and t becomes more demanding for companies to be responsible, Travelodge could look in deeper into expanding their CSR program in order to further become a distinctive feature in the marketplace and also align itself with the wider sustainability goals (Iranmanesh et al., 2022).
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For the year 2022, Shangri-La hotels recorded an impressive surge of 40% in revenue amounting to $1,462 million.  The honorable mention goes to the integrated global expansion initiatives, premium service promotions and numerous sources of revenue. The upscale positioning of the brand and concentration on the delivery of personalized experience make it a loved one especially among people who love luxury brands such as Four Seasons and Ritz-Carlton. On the contrary, as Travelodge Hotels made only $566 million in revenues taking into consideration the impact of budget segments of competitive groups as well the unpredictability of the economy. Travelodge is a value-conscious hotelier brand that provides reasonable accommodation and does not left opulence for the affluence but remains economically efficient. Although both Shangri-La and Travelodge identical approaches towards Corporate Social Responsibility can be noted, the extent of investments that Shangri-La makes is larger than that of Travelodge, while the latter closely resembles its ‘economy’ hotel positioning through CSR campaign.
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