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Executive Summary
This report has provided a comprehensive overview of the analysis in alignment to Shangri-La Hotel and Travelodge Hotel. It has been observed that the Travelodge has emerged as a prominent leader in perception of a brand which has driven a profound performance within budget hotels. Moreover, Shangri-La has been positioned within the aspects of the luxury segment that has faced varied challenges within the aspects of economic uncertainties. Therefore, the recommendations have been amended to suggest strategies for diversification within both the hotels in strengthening their marketing dynamics and prospects for growth. 
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[bookmark: _Toc165470483]Introduction
Hospitality industry is one of the affluent industries that is contributing much to the nation's economy (Ranasinghe. 2020). However, it has to be kept in mind that not all hotel companies operating in this industry are witnessing rapid growth. Some are functioning in full swing with high profitability rates like Travelodge Hotels while some with relevant lower revenue like Shangri-La Hotels. Under this premise, the report aims to compare the two hotel organisations namely Shangri-La Hotels and Travelodge Hotels in terms of their total revenue, market positioning, sources of revenue, growth potential and financial commitment of Corporate Social Responsibility (CSR). This would help analysing the one that is performing well and the other that is comparatively underperforming followed by presenting actionable recommendations for each one of them.
[bookmark: _Toc165470484]Comparison of these two organisations in the following key areas:
Considering the aspects of the Bowman’s Clock Strategy, the key areas of these organisations could be comprised of in terms of total revenue, market positioning, financial constraints, and the potentials for growth. This strategy helps organisations in the process of guiding and understanding the process of making strategic decisions within the competitive landscape (Aaker and Moorman, 2023). 
[bookmark: _Toc165470485]1. Total Revenue
[image: Customer Loyalty & The Bowman's Clock.]
Figure 1: Bowman’s Clock Strategy
(Source: Aaker and Moorman, 2023)
Travelodge Hotels is a well-positioned hotel in the budget hotel sector which is known for its quality and affordable accommodation and within the constraint of “Low Price, Low Value Added" quadrant as per the Bowman’s Clock Strategy. Considering this as the major factor driving revenue growth as people love staying in affordable hotels, Travelodge has been reported to have full year revenue exceeding $1 billion due to huge surge of demand in business and leisure. Furthermore, on 31 December 2023, Travelodge Hotels boasted of 14.6% boost in their earnings before depreciation, amortisation and interest that made its figure rise from $212.9 million to $243.9 million (The Caterer, 2024). One of the major reasons for driving growth of this hotel group is the major inclination of budget hotels. The budget hotel industry has grown at an estimated rate of 7.5% in 2023-24 (IBIS World, 2024). This is one of the reasons for this hotel to have sturdy demand since 2019 as the tourism levels were also coherent along with the consumers seeking more of better value for money services. Their trading performance has also been strong that is driven by solid leisure demand by events or “Blue collar demand”. Another source of revenue is its “white collar” demand that has shown encouraging recovery during the summer holiday weeks till the Queen's funeral. They also lease hotels and have recently opened 5 leased hotels in the UK and one Irish franchise in 2022 with more hotels expected to open by 2024 (Travelodge, 2024). This speaks highly of their ongoing investment which stands as a value proposition for its efficient operating model. Investments in health and safety, IT, hotel maintenance, energy efficiency projects, and other developmental projects also stand firm to their strong brand recognition and thus, remain well placed for expecting manifold growth opportunities ahead.
On the contrary, Shangri-La Hotels, one of the notable names in the history of the hospitality industry, has experienced a consolidated revenue of $1462.1 million in 2022 which has risen from $1241.0 million in 2021 (Shangri-La Hotel, 2022). Considering the aspects of the Bowman’s Clock strategy, it could be placed within the aspects of the “Differentiation” quadrant. However, its net profit has been attributed to $184.1 million in 2023. Shangri-La's portfolio, including 20 managed hospitality properties, equity interests of 80 hotels and 3 hotels under lease, has seen an average occupancy growth of 64% which was 42% in the year prior (MINGTIANDI, 2024). Even though its revenue is substantially high as compared to its previous year, the revenue of Travelodge Hotels is significantly higher. One of the prime reasons that has led to the decrease in revenue of Shangri-La Hotels is the outbreak of the COVID-19 pandemic that has impacted majorly on the hospitality industry (Statista, 2024).
[bookmark: _Toc165470486]2. Market Position
Market position means the standing of a company as compared to its other rivals within a particular market segment (Varadarajan, 2020). It includes various factors like brand perception, customer demographics and market share, all of which attests how strong the market positioning of a firm can be. The stronger the market positioning, the more becomes the ability of a company to gain competitiveness in the marketplace. Under this tenet, Travelodge Hotels market share is identified by its vast prominence in the budget hotel industry, which is widely recognised for offering quality yet affordable accommodation, thus could be positioned within the quadrant of "Low Price, Low Value Added" in respect to the Bowman’s Clock Strategy. It is, however, the first budget hotel brand of the UK, that operates in over 600 hotels having reported revenue crossing £1 billion in 2022 (Hospitality Net, 2024). This strong performance is indicated by the strong leisure demand that is driven majorly by friends and family, short breaks in the UK amid events like Wimbledon. During this event, Travelodge had the highest ever revenue within London. This clearly indicates their considerable higher market share in the segment of budget or mid-range hotel portfolio. Furthermore, customer demographics is an important factor that attests success to organisations and it can be said that Travelodge Hotels specifically attracts the budget-conscious tourists, families, individuals and business travellers who seek to stay in affordable accommodation and value convenience, basic amenities and affordability over luxury staycations. 
Thus, business executives, tradespeople, FTSE 100 company staff and leisure customers are the basic drivers of Travelodge being well-positioned in the budget hotel industry (Travelodge, 2024). Lastly, brand perception is another potential factor that signifies a low or high market positioning of a brand. The brand awareness of Travelodge has been 91% in the UK on the basis of a survey that was aided to know its brand recognition and perception among customers (Statista, 2023). This budget-friendly hotel is known for offering comfortable clean rooms with basic hygienic amenities being located in convenient locations and that is something liked by customers. Its brand perception revolves around affordability and accessibility. Over 22% of the customers in the survey shared that they would use Travelodge again, thus accounting to a coherent customer loyalty and repeat purchases (Statista, 2023).
On the other hand, Shangri-La Hotels belongs to the upscale luxurious hospitality sector that has a significant footprint in not only Asia but in other cities around the world. It has over 104 hotels and resorts in 76 destinations and that speaks highly of its ability to host diverse people and bring them together while creating connected communities (Shangri-La Group, 2024). However, it has been seen that its recent visits in the last 3 months have decreased and stands at less than 1.8 million (Similar Web, 2024). 
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Figure 2: Visits of Shangri-La Hotels 
(Source: Similar Web, 2024)
Thus, Its market share is not that high as compared to Travelodge Hotels, which holds a significant share in the UK. Moreover, its customer demographic is specifically the higher-income professionals, business travellers or luxury tourists who seek premium accommodation, tailored services and exclusive facilities. Thus, this hotel is widely perceived as a luxurious one and is known for its exceptional standards, elegant accommodations and upscale amenities, thus scoring 42% for its fame or recognition among customers (YouGov, 2024). This is relatively lower than the brand fame of Travelodge Hotels and its market share has also decreased, which makes Travelodge attain a superior position and a strengthening market share and brand perception.
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Figure 3: Brand Perception of Shangri-La Hotels
(Source: YouGov, 2024)
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One of the influential expansion strategies appropriate for Travelodge is by implementing market penetration strategies. Market penetration aims in increasing one's market share within the already existing customer segments in the existing market (Malesev and Cherry, 2021). They can do this by offering captivating loyalty programs that would not only improve repeat stays but also collaborate with other online travel agencies for penetrating a wider audience base. Thus, it has potential expansion opportunities to grow their market share and brand recognition. It has also developed its new premium hotel opening in London Docklands, Hexham and Wimbledon in 2022 (Travelodge, 2024). Thus, this new range of hotel has been successful enough in attracting a diverse customer base and that would be highly opportunistic for its growth. Lastly, the user penetration of budget hotels is anticipated to rise to 17.5% by 2028 as compared to 16.3% in 2024 (Statista, 2024). So, this considerable growth is driven by the growing inclination of budget-conscious families and travellers and thus would be highly beneficial for Travelodge to strengthen its position in the long run. However, high rising competition from similar brands like Premier Inn can be a potential barrier for Travelodge along with balancing cost Balance versus quality. Maintaining proper quality standards while adhering to a budget-friendly rate is something that cannot be kept for the longer run due to factors like inflationary pressures (Azmi , 2023). This would be a major barrier for this hotel chain to continue giving the same accommodation and other services at the same affordable rates, thus affecting its repeat bookings or reputation.
On the contrary, expansion strategy of Shangri-La Hotels has been to adopt a “plug and play” model as they have focused on their finance function to meet their target of doubling their hotels within the next 5 years (SSO Network, 2018). Forming strategic partnerships with other luxury brands can be highly fruitful for this company so that it can tap more into the segment of affluent clientele and enhance its market positioning and growth potential in the UK and across the globe. Moreover, market opportunities for Shangri-La Hotels can be referred to the growth and development in luxury tourism. The luxury travel market of the UK has remained somewhat resilient amid the cost of living crisis. It is because affluent consumers are getting attracted to this luxury travel market and that is what keeps this industry booming. Thus, the UK's luxury travel market size has been increasing at an unprecedented rate where 67% of the luxury tourists are planning to take luxurious holidays within 3 years and are likely to visit more of long-haul destinations (Mintel, 2023). This signals towards the favourable environment that Shangri-La Hotels would experience while expanding and penetrating more in the UK market. However, potential barriers include less spending on discretionary items due to soaring inflationary pressures in the UK. The inflation hit 11.1% in October, the highest since 1981 (The Guardian, 2022). This hints at the soaring food and energy bills that stifles spending in foreign luxury holidays subsequently. This would be a potential drawback for the company to retain its foothold in the market, if consumer spending decreases on discretionary items like luxury accommodation.
[bookmark: _Toc165470488]4. Financial Commitment to CSR
CSR initiatives must be the cornerstone of every organisation. It must be anchored in protecting the Environment, thus abiding by environmental responsibility. Considering this, Travelodge has invested over $550 million for strengthening its CSR initiatives (S&P Global, 2024). This speaks of how discussed this hospitality company is in looking after the ethical business operations and not only towards making a substantial profitability margin. This investment has been included in reducing their energy consumption via energy efficiency projects (Travelodge, 2023). This investment was also required to reduce their water consumption to 100 litres per guest by  2025 from 120 litres in 2022. These are few of the initiatives that have been taken by Travelodge Hotels and illustrates their commitment in driving sustainability and responsible business Model.
In contrast to this, Shangri-La Hotels and Resorts has been known to stay committed to operate in a social, economic and environmentally responsible manner along with balancing the various interests of their diverse stakeholders. The hotel has invested around $429,823 in setting up solar water heating systems (Shangri-La Hotel, 2023). This hospitality industry has been sensible enough in relying more on natural sources of energy and reducing its dependence on traditional energy sources. This is highly illustrated by its commitment in doing good to the environment and operating in an ethical manner so that besides making good profits, it incurs a positive impact on the holistic environment. Shangri-La Hotel also supports the Dan Yang School by offering schooling and education to around 200 children (Shangri-La, 2023). Their aim to create quality education and a positive learning environment form one of their integral values that sets it apart from the other hospitality companies. Even though Travelodge has made major investments in their CSR activities, Shangri-La's investments also cannot be overlooked. 
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Recommendation for Travelodge Hotels:
One strategy that Travelodge can implement is by diversifying its product line to sustainable tourism. While this hotel has invested significantly in their CSR activities, one of the best ways to enhance its tourism offerings can be to further diversify its offerings to eco-friendly accommodation. This would not only enhance their brand image but drive more sales and attract eco-conscious travellers. One can partner up local suppliers and implement green building practices for renovations or expansion of its building. Green building practices encompass sustainable materials, sustainable building technologies and energy-efficient designs that reduce environmental degradation (Umoh et al. 2024). Furthermore, by partnering up with local artisans, suppliers, businesses and farmers, Travelodge can support the local economy along with promoting local community engagement and cultural exchange.
Recommendation for Shangri-La Hotels:
Considering the heightening rates of inflation, Shangri-La Hotels can strategically diversify their product line by introducing a brand new portfolio of affordable accommodation. As they are a luxurious range of hotels, developing a novel sub-brand resonating with their core values but catering to the budget-conscious customers specifically can help them attain recognition among this new client base. Product development centres around the idea of selling more to the existing customers base and that keeps the customers engaged and involved throughout this process (Degbey et al. 2024). This is the best means that this hotel chain can introduce by designing affordable options of room with streamlined facilities, cost-effective operations and efficient space without compromising on the good quality. Thus, this would be the best strategy for Shangri-La Hotels to target the budget travellers along with the value-conscious demographics by targeted promotional and marketing campaigns for enhancing its position in the UK and other nations. Inclusivity has to be maintained to capture this new customer base and ensure competitiveness amid challenging business dynamics.
[bookmark: _Toc165470490]Conclusion
Thus, this report has critically laid the comparative analysis of the two hotel brands namely Travelodge and Shangri-La Hotels. The various aspects like their market share, market positioning, growth potential and financial commitment in CSR has been projected. It can be concluded from the above analysis made in this report that Travelodge Hotels is the one that is widely known for its huge market share, great market positioning with renowned brand perception as compared to Shangri-La Hotels. Moreover, Travelodge has greater growth potential and greater responsibility towards CSR initiatives that makes it superior to the Shangri-La Hotels. This report concluded by presenting actionable recommendations for both of these hotels so that they can grow even higher and attain a remarkable position in both of their industries.
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