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Executive Summary
This report provides a comparative analysis of Shangri-La and Travelodge Hotels within the UK’S hospitality industry. The study evaluates revenue, market growth, financial commitment to Corporate Social Responsibility (CSR), and strategic prospects. Shangri-La's focus on customer satisfaction and 24-hour service has led to an increase in occupancy rates and Revenue per Available Room (RevPAR), reaching $56 USD post-pandemic (Shangri-La Group, 2020). Travelodge, known for its affordability and quality service, has seen a revenue rise to £52.59 GBP and an Occupancy rate of 81.8% during the same period (Travelodge Corporate Website, 2023). Recommendations include Shangri-La's continued focus on branding and Travelodge's priority on optimal pricing strategies for sustained growth. Overall, both brands show stable growth potential and a commitment to CSR. Additionally, strategic frameworks like Ansoff’s Matrix and Bowman’s Strategy Clock are applied to further evaluate the businesses' growth strategies.
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Background of report
The conceptual element of benchmarking is identified as a technique with some positive mechanism that is adopted in a business with the intention of continuous improvement. It is also defined as a process applied in a business to evaluate the position and performance with a comparative approach with the other internal or external to the firm for a strategic prospect (Drury, 2021). Since the period of 1980, the overall demand for the hospitality business has influenced significantly and the competitive market environment reformulated the overall operating structure in most of the business operation strategies. During the period of the pandemic, due to some significant social consequences, the overall performance of most businesses was negatively impacted and in the current position of pre-covid situation, most of the businesses are focused on their strategies including both the financial and non-financial to reformulate business operating capability properly. 
Aim of report
The purpose of this report is to evaluate the performance of Shangri-La and Travelodge Hotels in the UK hospitality industry while providing strategic recommendations for each brand. I will achieve this by analysing financial data, market trends, and other strategic initiatives. Furthermore, I will examine revenue figures, market growth rates, and CSR, to gain a better understanding of their positions in the current market. Additionally, I will apply strategic frameworks such as Ansoff’s Matrix and Bowman’s Strategy Clock to further evaluate their growth strategies and competitive positioning.
Discussions
[bookmark: _Toc165915858]General details of operation for both businesses 
The primary operating performances of and incorporation indicate Shangri-La Hotel is a Chinese hospitality organisation that operates in the United Kingdom. As per the performance and operating level, an immense number of customer presence is generally noticed in this business based on its branding and popularity. Applicability of the strategic approach including the incremental initiative related to the satisfaction of customers is one of the primary strategic initiatives for this business (Seal, 2019). The involvement of 24-hour customer service reformulated operating performances along with providing focused on customer-centric attributes mainly enhancing the position of business revenue. At the present position, the primary level of the Occupancy rate of this business indicates a level of 62% which is expanded from the standard of 37% earlier and represents a contemporary development initiative structure in this business. In the present situation after the pandemic, the primary level of RevPAR volume of the business has expanded to the level of $56 (in USD) representing the optimised opportunities of the business under the current competitive position (Shangri-La Group, 2020). 
The operating position of Travelodge (Competitive business), which is also recognised as a hospitality business incorporated in the United Kingdom represents progressive operating stability and marketing-attributable support. This organisation was established in 1985 and its main operating area is spread in the United Kingdom, Ireland and some parts of Spain. Importance of the affordability with a standard quality service engagement is one of the primary USP of this particular business which influence the structural growth including the revenue positioning level in a different order. After the pandemic, to initiate a proper operating stability approach, the management of this business mainly focused on the branding reformation structure and promotional attribute simultaneously so that standard operating quality and competitive advantages could be initiated for this business. With the support of 600 hotels and more than 45.000 bedrooms, this business is used to represent a strong portfolio structure which is accountable and also represents a quality market approach. As per the identification the current RevPAR level of the business is around $52.59 (in USD) representing a contemporary positioning approach for market stability (Travelodge Corporate Website, 2023). 
[bookmark: _Toc165915859]Comparative analysis in the prospective business revenue for both businesses 
The concept of revenue generally represents one type of determination metric related to the competitive gaining opportunity for a business concerning the competitive market. In the case of a competitive market, the Volume of revenue is applied to represent the performance structure of the business and also the competitive advantages approach that ultimately provides an opportunity for business furtherance support. The concept of revenue projection depending on the anticipated Occupancy, average daily rate and the revenue per available room is used to structure the performance capability for the hospitality business (Walker, 2021). 
The primary identified measurements related to the market structure of Shangri-La Hotel indicate the beneficial approach of branding formulation that ultimately expanded the level of RevPAR in this business up to $56 (USD). With the generally identified positioning, the present consolidated income statement of the business indicates the general volume of business revenue has expanded from the level of 1049.4 million to 1261.9 million in 2022, which indicates a positive growth of 20.2% in the business income from hotel properties (Shangri-la, 2022). Compared to the previous stage of the pandemic, the current promotional strategies and the revised USP formulate the overall revenue positioning structure of the business from the level of 1241.0 million to 1462.1 million with an average progress of 17.8% in the present period. The primary approach of this expansion includes the investment property revenue of up to 6.3% growth, and gross revenue volume of up to 11.9% growth support (Consolidated revenue details in appendix). 
Following the same measurement principle, a progressive revenue initiative is also noticed in the business operation of Travelodge during the present accounting period. A proper importance of the value-based operating support and customer-centric approach expanded the contemporary value positioning structure of the business revenue on a systematic progress basis (Guilding, 2014). The primary measurement related to the present revenue details of the business indicates a positive response in the form of an expanded RevPAR level in the business up to £52.59 from the previous level of £33.04 (in 2021) (Travelodge, 2022). The present Occupancy rate of the business has expanded to 81.8% with the level of revenue expansion up to 910.8 million from the level of 566.7 million in standard. The current volume of adjusted level of EBITDA expansion is up to 212.9 million in the present period of 2022 (Consolidated revenue details in appendix). Additionally, the present formulated strategic initiative of branding formulation and initiative of a next-generation room facility with some advanced innovation processing brings a progressive level of revenue formulation strategy to this business (The Caterer, 2023). 
[bookmark: _Toc165915860]Comparative analysis of market growth for both hospitality businesses 
To identify the market positioning structure, the present operating initiative of Shangri-La Hotel’s elite-class approach needs to be evaluated as it is applied to recognise the market position and performance values. Along with progressive market stabilities support the present strategic approach of 24-hour customer service initiative allows a quality positioning structure related to business branding bringing are significant volume of goodwill development initiatives. 
[image: ]
Figure 1: Revenue position of Shangri-La Hotel
(Statista, 2022)
The present market capital level of this business indicates $2.51 Billion around 2.09% expansions compared to the earlier value (Companiesmarketcap, 2024). The primary operation of the business is in China, however as per the identifications the Current Occupancy rate of the business is around 79% in the United Kingdom which indicates a progressive opportunity for the business to maintain the market capital development initiative (Lun, 2023). 
In the present situation, the present operating structure and the market performances of Travelodge indicate a comparatively optimised market position with some potential competitors' existence. The applicability of the flat Occupancy rate level of 81.8% is generally initiated it is business in the present year along with an average room rate level of expansion up to 12.5%s which indicates a business market stability approach. 
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Figure 2: Revenue position of Travelodge 
(Statista, 2022)
The primary operating support, including the basic statistical position of the business, indicates that around 90% of Goodwill development, including the branding approach mainly formulate a proper volume of business contemporary growth positioning support which ultimately initiates the stability development. During 2020, the organisation mainly used to “offer 1 million rooms for £25 or less a night” which initiated a new form of branding initiative for the business and structured the overall competitive level differently (McGuinness, R. 2022). After the pandemic period to expand the business opportunity and market reformulation the organisation initiated its sixth Spanish hotel in Madrid and for such purpose the business contributed around €1 million, including the refurbishing charges also (Hospitality Net, 2023). Associated with the same approach, the market initiative structure, including the overall capitalised approach of the business also presents statutory positioning support, which ultimately brings the progressive value positioning approach. 
[bookmark: _Toc165915861]Evaluate the overall growth potential for both business operations 
The primary initiative and the compatibilities structure related to providing a proper volume of business operating approach, including accounting formulation, are initiated to stability formulation support, which provides an opportunity for competitive market gain (Atrill and McLaney, 2021). Regarding the present operating structure and performance initiative, the application of Ansoff’s matrix is initiated mainly for the evaluation of the present operating position of both businesses. 
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Figure 3: Ansoff’s matrix for both hotels
(Learner, 2022)
About the present operating position and performance of Shangri-La Hotel Group, the organisation provides a significant level of importance over the branding initiative including the approach of market penetration process to maintain a proper volume of business development approach. Additionally, the current commitment towards the “Pioneers of Asian Hospitality” indicates a proper volume of branding initiative approach that ultimately indicates systematically formulate the market development processing. Applied Iconic Global Projects initiated the diversification approach for this business which ultimately formulated the statutory development including the market stability approach (Shangri-la, 2020). Additionally, the identified approach of Holistic Programmes for the Modern Urbanite with the formulation of which a new service development brings progressive growth support. 
Associated with the same processing over the business of Travelodge, the identified unique market proposition initiates a proper volume of market development approach systematically. Prioritising the best locations and operations along with customer satisfaction brings operating growth and optimised market positioning support to the business operating system on a formulated basis (Travelodge Corporate Website, 2022). Associated with the basic approach to providing a proper volume of market penetration support and service development initiative, the business focuses on “Medallia to power its new voice of the Customer Programme” which brings a contemporary operating development approach (Businesswire, 2022).  
[bookmark: _Toc165915862]Identification of financial commitment towards corporate social responsibility
With providing a primary significance to the ESG structure the managerial department of Shangri-La Hotel Group provides an equivalent approach to the Sustainability initiative which provides significant importance to the implementation of the green building standard approach. In the present situation, the organisation provides a significant level of commitment towards establishing 39 green building certifications and also 44th properties along with an environment and managerial approach that brings compatibility and environmental-friendly initiative. 
Additionally, for the development of environmental progress, the organisation also initiated a commitment to eliminating the 100% use of plastic usage so that proper statutory growth can be initiated. Even for maintenance and accountability development the business also focuses on a 74% diversion rate for food waste that ultimately structures the operating position of this business on an effective basis. 
Associated with the same processing the current CSR engagement for the business of Travelodge represents a proper volume of focus on employee and customer engagement that brings a progressive approach for stable growth development. As per the primary engagement at the present situation for the reason of maintaining a proper charitable approach, the organisation provides a significant level of importance to the processing of human trafficking and child abuse prevention commitment (Better Future, 2022). 
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Figure 4: Sustainability commitment in Travelodge 
(Better Future, 2022)
The present operating approach, including the operating contribution, initiates a progressive opportunity for the business which is controlling the carbonization level up to 11.2% in the present year. 
[bookmark: _Toc165915863]Applied engagement of Bowman’s Strategy Clock for both Businesses 
Bowman's Strategic Clock is a framework developed by academic Cliff Bowman. It is used in strategic management to analyse and understand competitive positions in a market (Bennett, 2023).
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Figure 5: Bowman’s Strategy Clock
(Bennett, 2023)
Based on the above analysis and present strategic formulations like Iconic Global Projects, Innovative Dining Concepts, and Holistic Programmes for the Modern Urbanite, Shangri-La appears to alight with the high price quadrant. The exceptional service, premium experiences, higher room rates, positive customer reviews, justify its higher price and reinforce the brand’s positioning (Shangri-la, 2020). On the other hand, Travelodge seems to fit into the low-price quadrant. This is clear because of its focus on affordability and standard quality service without extensive luxury amenities.
[bookmark: _Toc165915864]Recommendation 
At the present position the management of Shangri-La needs to provide significance to their Pioneers of Asian Hospitality strategy in a formulated basis with the optimised branding support so that the general level of operating growth can be initiated. Even the management of the business is also needed to formulate the operating structure in a proper basis so that the level of revenue development can be formulated. 
On the other hand, for the business of Travelodge, current commitment towards the optimised pricing structure with prioritising the best locations and operations and well-priced quality positioning approach is needed to be initiated for the upcoming period including the initiative of low pricing strategy to manage the operating value in the upcoming period. 
[bookmark: _Toc165915865]Conclusions 
Overall, the present operating structure and financial positioning approach for both business indicates stable growth and optimised operating initiative support that brings the compatibility development initiative. Even the present operating level at the strategic position in the structure of the business also indicates and optimised development related to the market potentiality and financial stability approach which is accountable for managing the competitive market positioning gain support. 
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Revenue for Shangri-La Hotel Group
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Revenue for Travelodge
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Consolidated Revenue

Consolidated revenue consisted of the following:

Year ended 31 December 202221
(USD million) 2022 2021 % change
Hotel Properties
Revenue from rooms 6229 4525 377%
Food and beverage sales 559.9 5097 98%
Rendering of ancillary services 79.1 872 93%
Sub-total of hotel properties 1,261.9 10494 202%
Hotel Management and Related Services
Gross revenue (including revenue earned from subsidiaries) 165.6 1480 1.9%
Less: Inter-segment sales elimination with subsidiaries (86.9) (7656) -134%
Net amount after elimination 78.7 714 10.2%
Sub-total Hotel Operations. 1,340.6 11208 196%
Investment Properties 99.7 98 63%
Property Development for Sale 149 216 31.0%
Other Business 69 48 438%
Consolidated Revenue 14621 12410 17.8%
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