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The hospitality industry is a vital sector of the global economy, containing a wide range of services, from hotels and restaurants to bars and other accommodation facilities. It plays a crucial role in tourism, influencing directly people’s travel experiences and generating significant incomes in local economies. During the last few years, the sector has known remarkable increases but also major challenges, for example, those imposed by travelling restrictions owing to the COVID-19 pandemic. These difficulties stimulated innovation within the industry, with new emergent trends like ecological tourism and digital technologies that facilitate automated check-in and personalised services (EHL Insights, 2023).
Shangri-La Hotels is a known luxurious hotel chain, founded in 1971, with its headquarters in Hong Kong. It is known for its sophisticated hospitality and high-quality services, offering guests an unforgettable experience through luxurious facilities, including spas, gourmet restaurants and elegant rooms. The chain operates over 100 hotels in 22 countries, most of them situated in Asia or Pacific (Shangri-La Group, 2020).
On the other hand, Travelodge Hotels, founded in 1985 in Great Britain, is oriented toward accommodation services at accessible prices. With over 570 hotels, most in Great Britain, this hotel chain is destined especially for low-budget travel, offering functional and comfortable rooms without expensive supplementary facilities. Travelodge is appreciated for its convenient locations and the good value which it offers to its clients (Costar, 2017).
This report aims to analyse and compare the financial management of the two hotel chains, Shangri-La and Travelodge, focusing on their financial performance and long-term sustainability. The report’s objectives include the income source evaluation and their trends, market position, growing potential and financial engagement toward corporate social responsibility. Through this detailed analysis, we intend to identify the strengths and weaknesses of each hotel chain, offer a comparative perspective on their financial management and make strategic recommendations which can contribute to the improvement of their business practices. These recommendations will be funded based on the collected and analysed data and they aim to support the continuous development and adapt to the changes in the hospitality industry.
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In analysing the financial statements of Shangri-La Hotels and Travelodge Hotels, we can use several analytical methods, including the analysis of financial ratios and the long-term trend analysis to evaluate and compare the financial performance of the two hotel chains.
Shangri-La Hotels operates in the luxury segment. This fact is revealed by the high level of income for a room, due to the premium rates charged at an average income per room of $450 in 2022 due to premium rates charged. The analysis of financial ratios, for example, the gross profit margin and occupancy rate indicates solid performance, with stabilised profit margins even during periods of economic fluctuations. the gross profit margin of 30% and an occupancy rate of 85%, indicates solid performance, with stabilized profit margins even during periods of economic fluctuations. Incomes are amplified by the offered additional services, like gourmet restaurants and spas. The analysis of long-term tendencies shows a consistent increase in incomes by 5% annually, as well as a considerable investment in modernising and extending properties, this fact underlining a powerful engagement for qualitative growth (hospitality net, 2023) (Shangri-La, 2020).
Travelodge Hotels, focusing on the budget segment, presents a different business model. With a lower average income per room of $85 in 2022, the financial ratios, like occupancy rate of 78% and occupational costs per room of 40% of the revenue, make evidence of the efficiency in maintaining profitability through the maximising of using available spaces and minimising spending. The long-term trend analysis for Travelodge shows a high adaptability in handling costs. The great number of clients compensates for the quite small incomes per room, stabilising the income fluxes (isobel, 2022) (Travelodge, 2023). 
Through this comparative analysis, we can understand how each hotel chain adapts strategies to respond to the market requirements and maximise rentability. Shangri-La invests in quality and high services, while Travelodge concentrates on efficiency and accessibility, each approach has its advantages and challenges within the dynamic framework of the hospitality industry.
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Shangri-La Hotels and Travelodge Hotels occupy different positions in the hospitality industry, reflecting the differences in market segmentation and brand strategies
With a network of hotels situated in key locations all over the world, Shangri-La attracts a customer base, including top businessmen, celebrities and tourists who search for exceptional services and luxurious accommodations. The demography of Shangri-La customers tends to be made up of high-income adults, who appreciate refinement and service personalisation. Its position in the luxurious segment allows it to maintain a high occupation level and tariffs accordingly, thus contributing significantly to the chain’s financial performance (Michelli, 2011).
On the other side, Travelodge Hotels offers accessible and efficient accommodation options. Most hotels are situated next to airports, motorways and central urban zones, being preferred by travellers who want convenience at a reasonable price. The typical demography for Travelodge includes families, groups of young men and professionals in business travels with a limited budget. The competitive price strategy of Travelodge allows it to attract a great volume of customers, an essential factor for maintaining a healthy occupancy rate and a stable financial performance (Direct, 2023).
The brand’s perception plays a crucial role in the financial performance of both chains. Shangri-La benefits from a reputation for excellence and exclusivity. This allows it to order premium prices and attract loyal customers who value luxury and personalised services, directly influencing the incomes from accommodation and additional services (Michelli, 2011).
In contrast, Travelodge is seen as a reliable option and accessible for accommodation, attracting a wide market segment price sensitive. Even if profit margins per customer are lower compared with Shangri-La, the great volume of customers compensates, thus sustaining the total income of the chain (Kim et al., 2020).
The market position and brand perception of Shangri-La and Travelodge influences significantly market strategies, location selection and global financial performance. Each chain adapts its services to respond to the specific requirements of its customers, optimising the financial results and consolidating its position in the industry (Kim et al., 2020).
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The growth potential for Shangri-La Hotels and Travelodge Hotels varies significantly due to differences in their expansion strategies and market opportunities that each group targets.
Shangri-La concentrates on its extension into the luxurious markets, often building new hotels in big cities and popular tourist destinations. They want to capitalise on the increasing number of tourists with high incomes and the expansion of the middle class in regions like Asia or the Middle East. A major opportunity for Shangri-La is the development of new integrated offers, like combining luxury accommodation and wellness experiences or exclusive cultural events which can attract more potential clients (Jenny, 2023).
In contrast, Travelodge is based on growth through cost efficiency and maximising accessibility. Its strategy includes opening new locations in urban zones and near airports, where requests for accessible accommodation are constant. Travelodge also explores the possibility of partnerships with travel companies or big corporations to offer advantageous packets for accommodation, referring especially to professionals during their business travels or low-budget tourists (Travelodge, 2021).
Among the growing barriers, we find fierce competition from the hospitality industry, which can limit the expansion of both groups. Shangri-La meets with difficulties in maintaining its luxurious standards in a fully competitive medium (HH Abdullah, 2015), while Travelodge can confront challenges linked to economic fluctuations which affect its target travellers’ budget (Travelodge, 2022). The strategic responses include continuous investments in quality and innovation for Shangri-La (HH Abdullah, 2015), and concentration on cost optimisation and attractive promotions for Travelodge, to remain relevant and competitive in their specific market (Travelodge, 2022). These approaches help each chain to navigate through obstacles and maintain its growing potential.

[bookmark: _Toc166200843]Financial Commitment to CSR

Financial commitment to corporate social responsibility (CSR) is an important aspect for Shangri-La Hotels and Travelodge Hotels, having significant implications for brand reputation and financial sustainability.
Shangri-La Hotels integrated CSR into the nucleus of its business strategy, concentrating on environmental strategies, community help and durable development. For example, Shangri-La is implied in projects for energy conservation and use of renewable resources in its hotels, reducing costs and attracting aware ecological customers (Shangri-La, 2022). Also, this hotel chain sponsors educational and health programs for the local communities situated near its hotels and this fact improves the brand’s image and ensures a more powerful connection with these communities (Shangri-La Asia, 2015). Investments in these programs can be significant, but the positive impact on the brand and customers’ loyalty sustains the financial sustainability of the group.
Travelodge Hotels, although with a more limited budget for CSR, adopted a pragmatic challenge, concentrating on energetic efficiency and waste reduction in its hotels. This chain implemented technologies which save water and energy, thus reducing costs and impact on the environment. Although these initiatives can have an initial cost, they are so designed to offer long-term savings. In addition, Travelodge participates in local projects, too, like sustaining shelters for homeless people, thus improving the public perception of the brand and supporting the people from the local community (Travelodge, 2022a).
The CSR impact on the brand reputation is evident for both chains. For Shangri-La, the CSR initiatives help consolidate an image of authentic arrangement toward sustainable luxury and social responsibility, an attractive point for its customers. For Travelodge, arrangements toward durable practices and community responsibility attract customers who value transparency and ethics in business, essential for the customers aware of costs (Lipika Kaur Guliani and Syed Ahmad Rizwan, 2016).
In addition, efficient implementation of CSR strategies contributes to the mitigation of operational and legal risks, a crucial aspect in the hospitality industry. By adopting some responsible practices socially and ecologically, Shangri-La and Travelodge can reduce their vulnerabilities linked to increasingly strict regulations concerning environmental protection and workers’ rights. For example, careful management of resources and carbon emission reduction contribute to conformity with local and international legislation, avoiding expensive fines and consolidating at the same time their reputation as ethical brands. This engagement toward CSR not only supports a positive image but also creates a competitive advantage, attracting investors and partners who value sustainability and corporate responsibility. Thus, CSR proves to be a moral obligation as well as an intelligent business strategy, essential for the long-term increase and financial stability of both hotel chains (Lipika Kaur Guliani and Syed Ahmad Rizwan, 2016).
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It is recommended to strengthen the presence of Shangri-La Hotels in the luxury segment through strategic expansion in the emergent markets with high economic potential, like Southeast Asia and the Middle East.  The justification of this strategy is based on the increase of the middle class and wealth in these regions, where the interest in luxury services goes up. It would be advantageous to diversify the offer through the introduction of exclusive packets which combine accommodation and cultural and recreative experiences, thus satisfying the request for experience tourism (Thirumaran and Raghav, 2017).
For Shangri-La, its presence in luxury markets exploits the economic potential of the increasing region and enriches the brand’s portfolio with unique offers which satisfy the customers’ fidelity.
For Travelodge Hotels, it is suggested a concentration on operation efficiency and sustainability. Implementing ecological technologies to reduce energy and water consumption would decrease long-term operational costs and improve the brand’s perception among aware consumers of ecological impact. Also, it is suggested an extension of CSR initiatives, collaborating with local organisations in projects of community development, this fact growing customers’ loyalty and attracting new market segments interested in sustainable practices (Zhu et al., 2023).
These strategies for Travelodge are justified by the increasing potential in the sector of hospitality guided by social and ecological responsibility. In a competitive environment, focused on budget, these initiatives would differentiate the brand, facilitating the attraction of new clients and consolidating relations with the existing ones.
By implementing these strategies, both hotel chains could improve their financial performance and contribute positively to their communities and environment.
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In conclusion, the detailed and compared analysis of the financial performance and engagement toward corporate social responsibility of the hotel chains Shangri-La and Travelodge reveals distinctive strategies adapted to the requirements and tendencies of the dynamic hospitality industry.
Shangri-La Hotels, focusing on the luxury segment, has demonstrated a remarkable ability to attract and maintain wealthy clientele by offering personalised high-quality services. On the other hand, Travelodge Hotels, budget and accessibility oriented, has excelled in making costs more efficient and maximising available space.
The recommendations for Shangri-La aim to diversify the offer and extend in the luxury emergent markets, taking advantage of the growing middle class and demand for exclusive experiences. Instead, Travelodge could consolidate its expansion by streamlining operations and extending the CSR initiatives, attracting a larger segment of clients that are oriented towards sustainability and business ethics. 
These recommendations are key to strengthening financial performance and creating a positive impact on the communities and environment in which both hotel chains operate. In a competitive and ever-changing industry, adaptability and innovation remain the keys to long-term success for Shangri-La and Travelodge.
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