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[bookmark: _Toc165242208]Introduction 
Financial Management plays a crucial role in creating a strong market presence in the tourism and hospitality industry. The financial management activities aim to manage the key financial resources to maximise the wealth of the stockholders of the company (Walker, 2020). The report will explore various aspects of the financial management of two hospitality companies by showing a comparison of their strategies and practices. Shangri-La Hotel Group is headquartered in Hong Kong. The company operates globally and offers value propositions to the luxury market segments. It was established in 1971 (Shangri-La Hotel Group, 2024). Another company, Travelodge Hotels, was established in 1985. It operates in the UK, Ireland, and Spain. It has created a leading position in the UK's budget market segment (Travelodge Hotels, 2024).
[bookmark: _Toc165242209]Financial Management Strategy 
Financial management is a core function of any business organisation. It is involved in managing the financial resources in such a way that the long-term goals and objectives are achieved by the proper utilisation of those resources (Tranter et al., 2014). The strategic direction and the financial decisions of the organisation must be aligned to achieve long-term success. The dynamic changing business environment influences businesses to adopt various financial management strategies and practices (Walker, 2020). Shangri-La Hotel Group and Travelodge Hotels are two different organisations and they have different strategic directions. Hence, their financial decisions are also different. Their financial management strategies and practices are compared as follows:
· Shangri-La Hotel Group: The company's financial reports over the years indicate that it emphasises maintaining a strong balance sheet, capital expenditure optimisation, and maximising the wealth of the shareholders. The financial policies made by the company aimed to achieve long-term sustainability and resilience during times of uncertainty. Particularly, the recent COVID-19 pandemic presented unprecedented challenges which were tackled by its financial policies. Its leading financial management strategies include cost control initiatives, increasing cash conservation, and debt control (Shangri-La Hotel Group, 2024). The company has invested a significant amount of resources in property development and renovation to be competitive in the market. Its financial practices include risk management and strong internal control. These two practices are crucial to creating a strong market present internationally (Roberts, 2022).
· Travelodge Hotels: The financial management of the company aims to bring cost-efficiency and operational effectiveness. As the organisation is positioned in the budget segment, it has a lean operating model in place by which it offers competitive pricing and maximises profitability (Travelodge Hotels, 2024). The financial management creates strategic partnerships and expands its network worldwide. 
Four key areas of financial management: total revenue, market position, growth potential, and financial commitment to CSR will be explored as follows to evaluate the two companies' financial management strategies and practices.
[bookmark: _Toc165242210]Total Revenue 
Total revenue is a critical measure by which companies can evaluate their financial performance and operational efficiency (Andrew et al., 2017). Hospitality businesses can generate revenues from several sources. They can generate revenue from selling the rooms, food and beverage activities, and other ancillary services. El Haddad (2015) found in the research that revenue management systems can have significant impacts on the hospitality businesses of the budget, mid-scale, and luxury segments. However, the pricing strategies of these hotels might differ so the impacts of the revenue management systems will also be different on their profitability. In another study, Zaki (2022) has found that flexible revenue management practices have been essential for the hospitality businesses during the COVID-19 pandemic. Dynamic and customised pricing and daily review of the strategy can help businesses remain competitive in times of uncertainties and challenges. SA Hotel Group's total revenue was $1.4 billion in 2022 and it increased by 47% in 2023 and became $2.1 billion in that year. The hotel group has had an increasing trend in total revenue for the last couple of years after the COVID-19 pandemic. As the restrictions of the COVID-19 pandemic were withdrawn, two of its largest markets: mainland China and Hong Kong have significant revenue growth (Shangri-La Hotel Group, 2024). The sources of revenues of the hotel group's properties and hotel operations such as room services and food and beverage sales. The company adopts a premium pricing strategy for its services. However, making the strategy flexible has contributed to its revenue growth (Tranter et al., 2014). On the other hand, Travelodge Hotel's total revenue was £1.03 billion in 2023 which is a 13.7% increase from the previous year. In 2022, the hotel's revenue was £910 million. The company has an increasing trend in its total revenue. The increasing demands from the target customers drove the revenue growth (Travelodge Hotels, 2024). In addition, the continuous investments in different hotel operations have also contributed to the company's revenue growth. The key markets: the UK, Spain, and Ireland contributed to its total revenue. Revenues are generated from the sale of rooms from leased, franchised, and managed hotels (Andrew et al., 2017). It also made its pricing strategy flexible to address the challenges of the COVID-19 pandemic. The main difference between the two hotel companies is that they both serve different market segments. However, they have similar revenue trends and similar factors influencing their revenue growth. 
[bookmark: _Toc165242211]Market Position 
The market position of the hospitality business refers to the unique identity that the brand has created within the industry through its market offerings (Roberts, 2022). The industry is highly competitive and many competitors are offering almost similar services. It is crucial for businesses they stand out from the competition by creating a unique position in the market (Walker, 2020). Analysing various factors such as market share, customer demographics, and brand perception can provide insights into the market position of the two hotel companies. 
Market Share: Shangri-La Hotel Group is well known for its luxury accommodations. The company has a strong market position in the luxury market segment. It utilises its marketing channels including digital marketing to enhance its market presence in the target market. The market capitalisation of the hotel group is $2.6 billion (Companiesmarketcap, 2024). On the other hand, Travelodge operates in the mid-scale and economy sectors. It has positioned itself as a low-cost operator in the hospitality industry. Standardised and modern rooms are offered at affordable prices to business and leisure customers (Hayes, 2022). It showcases its affordable prices and conveniences in marketing activities. Because it is a privately held company, it is not listed on the public stock exchange. However, the lower total revenue of the company indicates that it might have a lower market share than Shangri-La Hotel Group in the hospitality industry. 
Customer Demographics: Shangri-La Hotel Group targets customers based on their economic status. The upper-class customer segments and the luxury seekers are the main customer groups of the company (Shangri-La Hotel Group, 2024). On the other hand, Travelodge targets value-conscious travellers. They are usually mid-scale and economy customer segments (Travelodge Hotels, 2024).
Brand Perception: Shangri-La Hotel Group is known as the luxury provider of Asian hospitality while Travelodge's brand perception is tied to its value proposition which is budget-friendly offerings. Customers perceive the services and experience of these two companies based on their value proposition and pricing strategies. 
[bookmark: _Toc165242212]Growth Potential
The two hotel companies have different growth potential. Their growth potential is evaluated based on the following aspects:
Expansion Strategy: Shangri-La Hotel Group has adopted a market development strategy to expand the business globally. The strategy aims to create a strong market presence in Asia as well as enter other markets such as Europe, North America, Middle East. It has taken initiatives to increase its presence in non-Asian market segments offering its Asian hospitality (Shangri-La Hotel Group, 2024). On the other hand, Travelodge's expansion strategy is focused on the UK. It has targeted 300 new locations in the UK where it will operate its hotels. Such an initiative will strengthen its market presence in the existing market. 
Market Opportunities: Shangri-La Hotel Group is well positioned in the Asian market. As the demand for luxury hotels is increasing in the Asian market, the company can capitalise on the opportunity by increasing its presence significantly. It can provide distinctive Asian hospitality in its key markets such as China. Spas, resorts, and other profitable sectors can be chosen by the company to serve a wide range of customers. On the other hand, Travelodge hotels can capitalise the market opportunities such as increasing demand in the budget segment due to the economic uncertainties after the COVID-19 pandemic (The Independent, 2023). It can invest in revenue management capabilities to support its growth. 
Potential Barrier to Growth: There are influential factors in the business environment that can create a barrier to business growth. Shangri-La Hotel Group might face barriers to growth due to the cultural differences in its international destinations. There will be many other luxury hotel brands that understand the local culture better (Martin Roll, 2017). It will be challenging for the company to outperform those competitors by offering a distinctive value proposition. Moreover, the economic uncertainties created by the COVID-19 pandemic may present challenges to the expansion plan implementation. In comparison, Travelodge hotels will find challenges to its growth plan from the competition of the budget hotels operating in the existing market. Moreover, inflationary cost pressure may also affect the viability of its growth plan (European Parliament, 2023).
[bookmark: _Toc165242213]Financial Commitment to CSR 
Financial commitment to CSR is seen as a good deed of the organisations. In recent years, hospitality businesses have actively increased their financial commitment to CSR activities. It has become a corporate strategy for them to strengthen their market presence. Lee, Yeon and Song (2022) found that spending on CSR activities can improve the firm's performance significantly. Hence, businesses want to achieve greater financial performance by investing in various CSR activities. Babajee et al. (2022) also found in their study that hospitality businesses that engaged in high CSR activities were able to achieve higher short-term growth in their net profit and revenue. Aligning with these research findings, the two hotel companies have invested in their CSR activities. Shangri-La Hotel Group has a significant financial commitment to CSR activities. The sustainability report of the company shows that it has undertaken various CSR initiatives. Some of its CSR initiatives include the reduction of single-use plastics, improvement of energy consumption and efficiency, and support of the local community (Shangri-La Hotel Group, 2024). These initiatives are strategic opportunities for the company to differentiate itself in the industry. On the other hand, Travelodge adopted the "Better Future" plan that outlines its CSR strategies. Inclusivity, care, and consciousness are the key focuses of the CSR activities of the company (Travelodge Hotels, 2024). These two companies pursued CSR activities differently, yet they wanted to achieve the same outcome: better financial performance.
[bookmark: _Toc165242214]Recommendations 
Based on the analysis of the two hotel companies, the following recommendations are provided: 
Shangri-La Hotel Group: Since the demand for luxury hotels in Asia is increasing, the company should capitalise on the opportunity by strengthening its market presence in the Asian market. It should expand its offerings by entering into profitable sectors such as spas and resorts. The company aims to enter other international market segments. To overcome cultural misunderstandings and issues, it should invest in understanding the local cultures and tailor the value proposition to meet their needs and expectations. It should also keep its revenue management flexible so that economic uncertainties can be addressed (Hayes, 2022). Moreover, it may consider increasing its financial commitment to its CSR activities to increase its brand reputation and create a distinctive position in the industry.
Travelodge Hotels: The company needs to invest in its revenue management to enhance its capabilities. It is necessary to support the growth in the budget market segments after the COVID-19 pandemic (Zaki, 2022). The company should continue to support its growth plan to operate in new places in the UK. It should explore different debt options to utilise the opportunity (Tranter et al., 2014).  To stay in the market, it should offer competitive pricing. Moreover, its CSR activities should include the local community and engage them to enhance the outcome (Uyar et al., 2020).
[bookmark: _Toc165242215]Conclusion 
Shangri-La Hotel Group and Travelodge Hotels have different financial management and strategic direction. Both companies achieved increasing revenue growth and they have various growth opportunities in their target markets. Shangri-La Hotel Group can expand in the Asian luxury market segment as well as in other international markets. Travelodge Hotels can strengthen its existing market presence by investing in various profitable expansion projects in the UK. Both companies should keep CSR activities at the core of their financial management. 
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