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1. [bookmark: _Toc165930720]Introduction:

The hospitality industry is one of the significant and broad groups of businesses that offers various customer-centric services in which food, beverages, event planning, travel agencies, hotels, restaurants, event planning and many other varieties of services are included. Consequently, the Travelodge and the Shangri-La hotel are one of the hotel elements of the hospitality industry. The Travelodge is one the budget-friendly chains of hotels that are in the UK, Spain, Ireland, the United States, New Zealand, Australia, and many Asian countries. In 1940 the first hotel of Travelodge opened in San Diego (Ilham and Wibowo, 2022). Moreover, the Shangri-la Hotel is also one of the hospitality industry hotel resorts, it is a multinational hotel company that operates more than 100 luxury hotels in different countries. The Shangri-La Hotel and Resort was established in 1970 by Robert Kuok, and its headquarters are in Hong Kong (Pradini et al, 2022).
This report discusses the total revenue of both hotels, the market position, the growth potential, and the Financial Commitment to CSR (Corporate Social Responsibility). In the conclusion the report gives recommendations to both hotels on how they can increase their revenue, their market trend, market position, and growth potential.

[bookmark: _Toc165930721]2.Total Revenue:

2.1 [bookmark: _Toc165930722]Shangri-La Group:
In 2021, the consolidated revenue reported by the Shangri-La group was 1241.0 million USD. In the year of 2020, the Shangri-La group revenue slightly decreased from the 2021. In 2021 the revenue was increased to 20.1%. Moreover, the earnings before finance cost, tax, depreciation, and amortization (EBITDA) of the Shangri-La group and their subsidiaries are 174.4 million USD which shows their growth was increased from 2021 and it was increased to 31.3%. In 2022 the effective share of EBITDA in which the associates and subsidiaries are included was up to 441.6 million USD, showing that the revenue was increased to 5.6% (Shangri-La Group, 2023).
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Figure 1: Revenue of Shangri-La Hotel
Source: (Shangri-La Group, 2023).
Shangri-La Hotel generates its hotel revenue from various sources. The hotel provides room booking service, and food and beverage services in bars, restaurants, and banquets. They offer events and conferences, wellness, and Spa services, they also offer laundry, transportation, and the provide guest services. These are the services that hotels use to generate their revenue. In addition, several factors influence the revenue of Shangri-La Hotel in the market demand, geographic expansion, and the effect of COVID-19 pandemic that influences their revenue (Shangri-La, 2024). The demand for hotels increased in the vacation seasons the family booked a hotel room to spend a vacation. Moreover, when the hotel branch opens in a new area it helps to expand the geography, so it also helps to growth of the revenue. COVID-19 is one of the pandemics that influenced the overall hotel industry, due to the COVID-19 pandemic the revenue of the Shangri-La Hotel greatly declined (Shangri-La Hotel, 2023).
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Figure 2: Revenue decline
Source: (Shangri-La Hotel, 2023).

2.2 [bookmark: _Toc165930723]Travelodge Hotels:
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Figure 3: Revenue of Travelodge
Source: (Travelodge, 2022).
Travelodge Hotel is one of the budget chain hotels that reported their financial record results for the year 2022 in which their overall underlying revenue was £910 million which is more than the year 2019. It increases up to 25%. In the year 2022, the Travelodge hotel revenue surpassed £1 billion. The hotel also reported that its EBITDA profit in 2022 was £212.9 million which is up from £83.8 million in 2019 (Travelodge, 2022). Moreover, the revenue generated by the hotel from various sources, it generates from rental rooms, ancillary services, and corporate contracts. Furthermore, the factors that influence the revenue of the hotel are the occupancy rates, the higher occupancy rate helps to increase the revenue. The economic condition of the hotel affects on the travel behaviour (Travelodge, 2023).  
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Figure 4: Travelodge revenue
Source: (Statista, 2024)
3. [bookmark: _Toc165930724]Market Conditions:
3.1 [bookmark: _Toc165930725]Shangri-La Hotel:
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Figure 5: Market condition of Shangri-La hotel
Source: (Shangri-La Hotel, 2024).
The positioned of Shangri-La Hotel in the market as a luxury hotel brand because of its strong brand recognition in Asian countries and others. The Shangri-La Hotel compete with various luxury hotel chains the Ritz Carlton, Four Seasons, and the Mandarin Oriental Hotel are included. The market share of the Shangri-La hotel is not as extensive as the global giant hotel, their main focus is to provide effective quality to their guests (Shangri-La Hotel, 2024). Moreover, the customer demographics of the Shangri-La Hotel are affluent travellers, and leisure seekers, who spend quality time on vacations with family, and also it caters to business executives. Customers often seek premium services like personalized care, a calm and elegant environment and also premium amenities. The hotel recognised their brand among the world with cultural apeal, wellness and also provide exclusive and high quality of fine dining services. In addition the brand perception of the hotel are the Asian-inspired luxury, spacious room, and the beautiful luxurious room. In Asia, they offer comfortable and the calm accommodations for their guest, and also offer luxurious rooms in scenic destinations like Shangri-La Villingly Resort and Spa. The hotel also provides exceptional services to their guests which provides high standards of care pf guests, so their hotel brand is recognised as a positive among the worlds (Shangri-La Hotel, 2024).

3.2 [bookmark: _Toc165930726]Travelodge Hotels:
In market share, Travelodge is considered a budget hotel chain that operates in the United Kingdom, Spain and various other countries as a primarily budget hotel chain. The economic segment of the hotel is competing with different brands of hotels, it competes with Premier Inn and Ibis. Moreover, the market share of the Travelodge is significant for its budget niche. In customer demographics, the Travelodge targets the cost and the affordable price range of customers who can afford their hotel in cist conscious way. It also offers affordable accommodation to travellers so the cost-conscious Travelodge can easily afford accommodation in beautiful areas. Moreover, it also targets business travellers who seek the basic amenities in a convenient area. The Travelodge also targets tourists who explore the cities or different places with budget-friendly accommodation (Travelodge, 2021). The Travelodge also target families who want to spend their vacations in a good and calm environment with their family. Furthermore, the brand perception of the Travelodge is budget-friendly, and convenient and it provides basic amenities without luxury features.

4. [bookmark: _Toc165930727]Growth Potential
[bookmark: _Toc165930728]4.1 Shangri-La Hotel:
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Figure 6: Growth potential
Source: (Shangri-La Hotel, 2024).
Shangri-La Hotel aims to expand its business worldwide for this it enters into new markets and also establishes hotels in various strategic areas. Their recent activities of hiring indicate that the Shangri-La hotel has expanded its business in Cambodia, Saudia Arabia, and Australia. The Shangri-La is differentiated to themselves because of its unique Asian hospitality. It also offers a variety of range of hotel brands to cater to various segments of customers. Moreover, it also uses the customer loyalty program in which the hotel focuses the customer retention and attracts new guests. These customer loyalty program helps to increase the awareness of the Shangri-La Hotel brand and also help to attract customers. The hotel's innovative marketing strategies emphasise capturing the attention of affluent travellers (Shangri-La 2024).
[bookmark: _GoBack]The market opportunities of the Shangri-La Hotel include emerging markets, Middle East expansion and the demand for the luxury hotel. The hotel explores new and beautiful destinations for travellers, which helps to enhance its market growth and attract a variety of customer segments. Moreover, the hotel brand is recognised in Asian countries because it gained a good position in the Asian hospitality industry. Because of the global growth of tourism, the luxury hotel industry like Shangri-La is always in demand. The reputation of the hotel is as a luxury brand that gives various opportunities (Shangri-La Hotel, 2023). The potential barriers to Shangri-La Hotel growth are the rival luxury hotels in the Hilton and Starwood, and also the posed challenges of intercontinental hotels. Shangri-La navigates the uncertainties of economics. The Shangri-La Hotel is affected by geopolitical factors, security incidents and the operation.
[bookmark: _Toc165930729]4.2 Travelodge Hotels:
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Figure 7: Growth potential
Source: (Statista, 2024).
Travelodge uses the growth model of developer-led to expand its hotel network. The hotel exchanges the lease agreements with developers that build the hotels for the specifications. The leases are granted for 25 years which it is reviewed every five years. Moreover, Travelodge also uses its hotel brand as the marketing element and uses the technologies for marketing strategies to gain a wider range of people. The marketing strategies that Travelodge uses are discounts for group booking, digital marketing elements, and special offers to their regular customers. In addition, the economic fluctuations are majorly effect the hotel industry, the Travelodge hotel are also effect through the economic fluctuations. The economic downturns, and the cut back of the consumers during travels affect the revenues and the occupancy rate (Travelodge, 2021).

5. [bookmark: _Toc165930730]Financial Commitment to CSR (Corporate Social Responsibility) 
Both Shangri-La Hotels and Travelodge Hotels are committed to projects that make the world a better place, even though they handle CSR in different ways and have different goals. Some ways that the famous Shangri-La Hotels put CSR first are the EMBRACE and SANCTUARY programs (Shangri-La Hotels, 2023a). The main goals of all of these projects are to help low-income places with things like healthcare, schooling, and protecting the environment. Shangri-La puts a lot of money into these projects because they believe in the responsible luxury that their name stands for (Bauer, 2017). In order to help society and the earth, the hotel company is really going the extra mile. Travelodge Hotels' “Better Future” environmental policy is a better option (Travelodge, 2024). It is easier to understand and still puts a lot of importance on business social responsibility. Inclusion, care, and awareness are the three main ideas that the plan is based on. Travelodge wants to make sure that all of its services are available, cheap, and open to everyone. It also wants to encourage a safe and healthy workplace and lessen its impact on the earth by using less water, energy, and trash. Even though Travelodge's approach to sustainability does not seem as complicated as Shangri-La's, the company still buys things that use less energy and better ways to handle trash.
The amount of money each company is ready to spend on CSR projects is different. Since Shangri-La is a high-end hotel company, it probably spends more of its money on corporate social responsibility (CSR) projects that focus on environment and community development (Shangri-La Hotels, 2023b). These funds are used for things like environmental projects, helping areas with low incomes, and activities that make workers happy and healthy. The corporate social responsibility budget of a company shows what kind of brand it has and how committed it is to being socially responsible. Because Travelodge is known as a cheap hotel company, it may not have as much money to put into CSR projects. But the importance of their efforts has not decreased. Travelodge is committed to sustainability in many ways, such as through waste management systems, energy-saving tools, and events that involve the community (Filimonau and Magklaropoulou, 2020). Even though Shangri-La has a lot of money, Travelodge has really tried to find a balance between being efficient and being socially and environmentally responsible by focusing on sustainability.
Concerns for the environment include using less energy, properly dealing with trash, and buying goods in a decent way. Both Shangri-La and Travelodge have CSR programs that deal with these and other problems. Travelodge caters to budget-conscious guests by focusing on accessibility, safety, and energy economy (Page and Connell, 2020). On the other hand, Shangri-La stays true to its high-end image by putting the health and safety of its workers and protecting wildlife first.

6. [bookmark: _Toc165930731]Conclusion
It has been concluded that both Shangri-La Resorts and Travelodge Hotels are engaged in CSR programs, although their strategies and the levels of fund allocation differ. While fulfilling its role as a luxury brand, Shangri-La actively develops social projects that promote the development of societies and environmental protection. Instead, Travelodge direction, concentrates on sustainability, accessibility, cost and environment and the brand is known for its cheap hotels. Even though their funds are different, both hotels want to do good things for people and the earth while also being efficient. Travelodge's efforts show that it cares about the environment while staying within its means, while Shangri-La's huge spending shows that it is an expensive brand. Both hotels do good things for society and the environment, showing that corporate social responsibility can look like many things in the hospitality industry.

7. [bookmark: _Toc165930732]Recommendations
Shangri-La Hotels should make it a top priority to improve customer loyalty by delivering tailored experiences that are matched to individual interests (Denga and Ahmed, 2023). Their premium offerings and exceptional service are well-known for this. An intelligent customer relationship management (CRM) system with data analytics capabilities should be invested in to properly acquire and evaluate visitor data, according to one tip (Ghasemi et al., 2023). The more data Shangri-La collects, the more it will know what its guests like, what their behaviors are, and how much they are willing to spend. The hotel can utilize this information to personalize messaging, services, and promotions to each individual customer. To provide its guests with a better service, Shangri-La needs to make individual recommendations on food, spa treatment, and excursions based on their taste (Zhang et al., 2022). Moreover, Shangri-La should enable employees to empower them offering personalised and outstanding service through the equipping of the employees with the training resources needed. Developing a guest recognition system in which employees can read the customer's minds based on their previous interactions and data will serve as a solution to this challenge. Shangri-La has this unique ability to create everlasting memories that fuel guest loyalty and encourage them to come back for more by providing individual attention and predicting the visitor needs proactively. Setting aside the Shangri-La name, it will also be appropriate to establish a tiered loyalty program to reward its regular visitors with special privileges (Cheong and Law, 2023). For returning visitors, Shangri-La rewards their loyalty by hold events, free amenities and accommodation upgrades all exclusively for them.
Travelodge hotels that are focused on the budget segment of the hotel industry will be able to increase its market coverage by means of strategic alliances with other similar companies and organizations. Another possibility is to create collaborations with airlines, travel agents and online travel companies so as to increase awareness and acquire new customers (Nalley and Gregory, 2021). Through collaborating with airlines, giving bundled travel packages, or offering the unique discounts on lodgings, Travelodge can enlarge their potential target audience of passengers and in this way encourage bookings. Apart from that, working with travel agent and being on the internet is of great help when it comes to widening distribution channels as well as enhancing visibility of Travelodge locations to prospective visitors. In addition to that, Travelodge can struggle to build connections with local businesses, attractions, and events to contribute to the customers in terms of extra experience. For instance, providing discounted entrance tickets or individual access to nearby places such as restaurants, gardens or other entertainment spots will help in having a broader perspective and distinguish Travelodge from the competitors (Akerman, 2021). In addition, Travelodge should carry out digital marketing and leverage social media to spread the word and engage prospective customers. This can be facilitated by highlighting the unique advantages and features of these agreements, and subsequently orienting marketing efforts towards these features.

8. [bookmark: _Toc165930733]
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