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Executive Summary
This report has focused on revenue growth, revenue source and trend within Shangri-La Hotel Group and Travelodge Hotel group and compared the performance of two brands. These two hotels brands have also been compared based on market position, growth opportunities, customer segments, and investment to CSR. 
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[bookmark: _Toc166103992]Introduction
This report will focus on comparing two large hotel groups such as Shangri-La hotel group and Travelodge Hotels in terms of revenue growth, market position, growth potential and financial commitment to CSR. 
[bookmark: _Toc166103993]Total Revenue 
The consolidated revenue of Shangri-La hotel group for the year 2023 was USD 2141.8 million, which was 46.5% up than 2022. In 2022, the company reflected revenue of USD 1462.1 million (Shangri-La, 2023). It has been found that, its financial position have not been fully recovered; as the pre-pandemic era, but led to a full bottom-line recovery (Shangri-La, 2023). The group’s strategy for cost management during pandemic helped the company to maintain its financial position after COVID (Atrill and McLaney, 2021). 
The company focused on the continuous evolving needs of their guests to improve their customer base; which is the major focus of hospitality industry (Walker, 2021). The company invested in its people, service, product and customer satisfaction, which led to trust and improved financial condition of the company, after full reopening of travel and tourism sector (Tranter, Stuart-Hill and Parker, 2014; Shangri-La, 2023). The major part of their revenue came from Hong-Kong and China market. The group’s initiative to cater diverse and evolving needs of customers, especially in personal leisure segment contributed the most to its recovery in revenue level in post-pandemic era (Shangri-La, 2023). 
Apart from Shangri-La Hotel Group, Travelodge is another budget hotel group of UK that operates more than 600 hotels across the country. As per the recent result, the company recorded revenue over 1 billion in 2023, for the first time (Travelodge, 2023). The company reflected a 13.7% increase in its revenue in 2023 than previous year and the exact revenue amount was £1,035.2m. The strong business model of the hotel group is the reason behind this revenue growth and the group kept investing in its long-term growth for providing customers well priced and well located stay (Travelodge, 2023). 
The main source of revenue acquired by Travelodge was the increased demand from business is leisure. The demand from leisure has been strong with a consistent rate for Travelodge in 2023. This demand was driven by visits to friends and family, short breaks, and few events such as Wimbledon (Travelodge, 2023). This event contributed to acquire most of the revenue reflected by Travelodge across UK along with Eurovision, which was the biggest event for the hotel brand during 2023. 
[bookmark: _Toc166103994]Market Position
Shangri-La hotel group aims to become the best-loved hospitality group by serving people colourful joys of life through a sustainable way. The hotel group is a luxurious brand that targets high-end customers (Shangri-La, n.d). The hotel group has its most of the properties in most prestigious and exotic destinations of the world. The market cap of the hotel group is 6.338 billion (Financial Times, 2024). On the other, the company caters large business groups and young professionals as well as families with high-income category, as the brand is a synonym of Asian luxury hospitality and service excellence (Shangri-La, n.d). Luxury service will require high price strategy for the brand and reflect excellence in service quality. The group also caters local and international both kinds of travellers. 
The consumer’s perception of this brand relies on their 50 years of experience and innovative dining experience. The group has world-class culinary talents in its workforce and 50 years of experience in operating food service in global platform (Shangri-La, n.d). Travellers mark the brand for its luxurious fitness experience for the guests. The hotel group has adequate capabilities to provide guests all the facilities related to gym, fitness regimes and wellness programs. 
Customers, who visit the hotels of this brand with families, are provided with meaningful programs to design play and games for kids (Shangri-La, n.d). The hotel group is famous for putting care from its heart at the core of its hospitality experience (Shangri-La, n.d).  As per reports, the hotel group is famous among almost 53% of UK consumers and the rate of popularity is 28%. However, 4% of UK consumers disliked its service and 21% remained neutral (Yougov, n.d). This means, the company is famous among a majority group of UK consumers due to premium service as well as branding. 
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Figure 1: Brand Reputation and perception of Shangri-La Hotel Group
(Source: Yougov, n.d)
In terms of Travelodge, the hotel brand targets customers with middle-income category, as the hotel brand is considered as budget hotel chain of UK. The customer’s perception over Travelodge is, it provides a comfortable stay with value for money (Srivastava and Kumar, 2021; Travelodge, n.d). The hotel brand uses a significant and effective brand awareness strategy through social media or other digital platforms. In terms of another report, it has been found that almost 27% of hotel customers in UK use Travelodge. Out of 91% of people who are aware of the brand, 30% use the brand for a comfortable stay (Statista, 2022). This means, the company is nearly able to convert one 3rd of those, who are aware of the brand into their potential customers. 
The percentage of popularity of this company is 34% and percentage of loyal customers towards this brand is 22% (Statista, 2022). The percentage of people associated with Travelodge buzz is around 22% in UK. Though, despite having popularity more than Shangri-La, the company’s do not have any specific market cap, as it does not operate in share market of UK.
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Figure 2: Brand Reputation and perception of Travelodge Hotel
(Source: Statista, 2022)
Just like Shangri-La hotel group, this brand also targets family and businesses as the most in important customer segment (Travelodge, 2023). In terms of demographic profile, as the brand is considered as budget hotel in UK, the target customers is mostly come from middle-income category, who wants comfortable stay at affordable price. 
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Shangri-La Hotel Group
Shangri-La being a leading player in hospitality industry since 1971 is setting new trends and standards in this sector. Based on its strong base in Asia, the brand has expanded its business for covering a diverse portfolio of global assets including hotels, mixed-used developments and different residential property for sale (Shangri-La, n.d) The brand forged many partnership and alliances in terms of business completely based on mutual trust and respect. In terms of aggressive explanation strategy, Shangri-La hotel group relies on meter and acquisition with large hotel groups (Shangri-La, n.d). In the year 2016, the hotel brand merged with Taj to integrate their loyalty program (Livemint, 2016). The business alliance between these two large hotel chains of India and Hong-Kong respectively improved their footprint and global consumer base. The alliance has been beneficial for both the hotel chains to reduce carbon footprint and global customer based without increasing the operational expenses (Livemint, 2016). 
The diverse business portfolio and government initiative to serve diverse community in UK along with the whole world will be the most significant opportunity for Shangri-La group. The “Hospitality and Tourism skill Board” of UK developed some guidelines for hotel brands to ensure flexible working style for employees and serve diverse group of customers (Gov, UK, 2023). Implementing diversity and inclusion within the workplace of the hotel brands for employees is also a major factor for hospitality industry (Kalargyrou and Costen, 2017). In this context, the approach of Shangri-La hotel group and their business aim to serve diverse community will provide them upper hand in sustainability (Shangri-La, n.d). 
As per reports, safety and security can be a major challenge for the company, which may create issue in its growth perspective (Shangri-La, n.d). The company may receive heightened security challenge from the world, but they have adequate strategic options to fight against these security challenges (Shangri-La, n.d). Advanced technology in close circuit television, security audit, security related workshop for staff are the part of their strategic initiative against security challenges. 
Travelodge Hotel
In terms of Travelodge, opening new outlets across UK is one of the most significant expansion strategies they have. The brand has a plan to open six new Hotels across UK in 2024 (Travelodge, n.d). The hotel brand researched and identified more than 300 target locations for their hotels (Travelodge, n.d). The brand is expecting to open approximately 15-20 new hotels per year, as their long-term plan. 
Apart from this, the hotel brand has several business opportunities for growth in UK and Spain. Continuous investment in business will provide them opportunity for business development in operational areas. Acceleration of their refit program through continuous investment can open the scope for growth in UK as well as Spain (Travelodge, n.d). Strong customer demand and low penetration of branded budgeted hotels in Spain will give Travelodge significant development opportunity in this market. The hotel brand also signed a deal with San Sebastian to identify new opportunities across 20 new markets around the world (Travelodge, n.d). 
Risk associated with safety and security of people and customers are also a major area of concern for Travelodge along with Shangri-La Hotel Group. Often child trafficking agents use hotels for child trafficking and other criminal activities associated with child trafficking (Travelodge, n.d). This is a major challenge for the budgeted hotel brands like Travelodge. However, Travelodge conduct training for staff to handle child trafficking crimes within the hotel premises. Apart from this, protection of customer’s personal data is another challenge for the brand due to rapid increase in data security breach and cyber crimes (Travelodge, n.d). The company do have policy to protect personal data and training program for teaching employees regarding data protection act. 
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Shangri-La Hotel Investment to Sustainability and CSR
Shangri-La hotel group is committed towards a sustainable society and contribute to maintain corporate social responsibility. The brand invested in green building and biodiversity program to protect the community and improve their living standard (Shangri-La, n.d). The brand is investing in its ESG strategy to reduce their environmental impact from energy use. The group has investment plan to implement renewable energy sources for their service to protect the planet (Shangri-La, n.d). Moreover, the hotel group has invested money to develop a project related to “Group-wide Chiller plant enhancement” to improve the energy performance of its hotel chains. 
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Figure 3: Group-wide Chiller Plant Enhancement Project
(Source: Shangri-La, n.d)
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Figure 4: Solar Panels at Shangri-La Hotel
(Source: Shangri-La, n.d)
Apart from this, the brand invested to develop learning program for employees through Shangri-La academy and train the staff about health and safety within workplace (Shangri-La, n.d). These are part of the company’s human right activities to protect people. 
Travelodge hotel Investment to Sustainability and CSR
Travelodge put effort to save the planet and become a sustainable brand. The hotel brand invested money to install modern LED lighting with motion-sensing control. This modern technique used by Travelodge is effective for cooling system to reduce the heat generated from lights used within hotel premises (Travelodge, 2022). The brand also invested in its new “budget-luxe design” that is a sustainable initiative to make hotel carpet from recycled fishing nets (Travelodge, 2022). The hotel brand is also a part of clean ocean program and invested to support the program for environmental sustainability. 
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The above report put light on market position, revenue performance, revenue sources, customer segment, expansion strategy, growth opportunities and barriers for both Shangri-La Hotel Group and Travelodge Hotel Group. It has been found that, both the hotel brand experienced increase in its revenue from previous year. The rate of increase in revenue is higher in Shangri-La than Travelodge. Shangri-La is a luxury hotel brand with high-end customers and premium service. 
On the other hand, Travelodge is a budget friendly hotel brand with comfortable stay for customers belongs to middle-income group. Shangri-La follows merger and acquisition as aggressive expansion strategy. Travelodge follows expansion of outlets in UK and Spain. Safety and security of stakeholders and data protection is the potential barriers to growth for Shangri-La and Travelodge, respectively. Both the brands have invested adequate amount in sustainable development and environmental safety. 
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Shangri-La Hotel Group
· As per the above analysis, it can be recommended that, Shangri-La Hotel group can focus on getting feedback from customers or direct interaction with customers through social media channels to ensure trust and loyalty (Salem, 2021). 
· The brand can also focus on hiring right and expert staff, as they can manage safety related challenges, foster revenue streams and improve market position with better customer engagement (Abdalla Hamza et al. 2021).
· Use of AI in recruitment process will help the company to find skilled people within less time (Abdalla Hamza et al. 2021).
Travelodge Hotel
· The company can develop an awareness campaign for employees to teach them about the importance of using renewable energy sources and the planning needed to implement renewable energy in their service area. This will improve their cost structure and reduce cost required for energy use along with environmental benefits (Kumar, 2021).
· The hotel brand can also focus on developing cost management system to plan the cost required for implement renewable energy plant. The cost management  system will manage the revised operating cost (Atrill and McLaney, 2021)
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