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Comparison of Two Hospitality Organisations

1. [bookmark: _Toc166194150]Introduction
Founded in 1985, Travelodge Hotels Limited is a prominent player in the low-cost hotel industry, having operations across the United Kingdom. The firm focuses on a certain market sector, mostly corporate and business-class clients, and uses the strength of its brand and outstanding services to increase its market share. In order to customise its offers, Travelodge relies heavily on strategic marketing that targets demographic variables like income. In keeping with its goal to provide excellent services and raise satisfaction among clients, the business has made significant renovations to modernise its facilities and enhance the client experience  (Travelodge Corporate Website, n.d.). On the other hand, Shangri-La Hotels & Resorts is a popular luxury hotel brand that has gained worldwide recognition since its establishment in 1971. One prominent example of its presence in the UK is Shangri-La The Shard in London, which is a major participant in the country's premium hotel sector and provides a combination of luxurious lodging and first-rate services. As sustainability and corporate social responsibility are essential to its business operations, Shangri-La is dedicated to these areas, with a specific focus on waste reduction, energy efficiency, and community assistance (Shangri-la, 2020). The paper compares the methods used by Travelodge and Shangri-La Hotels in terms of financial management. 

2. [bookmark: _Toc166194151]Market position 
In the hospitality sector, market position and brand perception are critical factors that significantly influence consumer loyalty and preferences. Market position refers to the relative standing of a brand in the perceptions of consumers with respect to its rivals. This perception is influenced by various factors, including customer interactions, brand image, and communication strategies (Keller and Kotler, 2015). The way consumers perceive a brand has the potential to have a substantial impact on its market share and profitability. Customer demographics, which encompass the attributes of the target consumer base such as age, income, and preferences, are intricately connected to these elements (Rosid et al., 2023). Travelodge Hotels has proven itself as a formidable rival in the budget hotel industry of the United Kingdom, attaining the third position in terms of popularity among hotel brands, as observed from 53% of those who responded in a survey conducted by Statista (2023). This position exemplifies Travelodge's successful market positioning as a cost-effective alternative, attracting a wide-ranging demographic that comprises budget-aware families and corporate travellers. Additionally, data suggests that a considerable proportion of customers (32.7%) are unwilling to pay an additional amount for a competitor that charges a higher price, such as Premier Inn. This finding highlights Travelodge's competitive pricing approach in maintaining customer loyalty (Statista, 2023).
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Fig 1. Statista (2023). Most popular hotel brands in the UK in the 3rd quarter of 2023.
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Fig 2. Statista (2023). How much more would you be willing to pay for a stay at Premier Inn vs. Travelodge? 

Shangri-La Hotels, a luxury hotel operator, serves a market segment that is markedly distinct by focusing on exclusive experiences and premium services. Although Shangri-La does not currently rank among the most recognisable brands in the United Kingdom, its substantial global brand value of $2.12 billion signifies its dominant position in the luxury accommodation industry on an international scale (Statista, 2023). When contrasting the two, Travelodge's price point and wide demographic appeal have a significant impact on its market positioning, making it a leader in the low-cost industry with strong recognition and strong customer retention due to value for money (Usher, 2022). On the other hand, Shangri-La's market position in the UK is indicative of its global standing and ability to provide upscale premium experiences that appeal to rich customers, even if it is not as well-known or easily recognised by consumers there. This comparison highlights many differences in strategy between the two hotels (Shangri-La, 2022). With an emphasis on price and volume, Travelodge has successfully penetrated a sizable portion of the market via aggressive pricing. On the other hand, Shangri-La targets a certain market that desires high-end experiences by emphasising exclusivity and luxury. These tactics demonstrate how both brands successfully serve their different target markets by making use of their distinctive brand perceptions to hold and grow their market positions.
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Fig 3. Statista (2023). Leading hotel brands based on brand value worldwide in 2023. 

3. [bookmark: _Toc166194152]Revenue analysis 
Economic principles state that an item or service's price is established at the point when supply and demand in the market are equal  (Christensen, Raynor and Mcdonald, 2015). This includes tactics used in the hotel industry, such as dynamic pricing, in which rates are changed in response to perceived supply and demand at any particular moment. By obtaining the best rate from different user categories, this strategy aids hotels in maximising their income (Yeoman and McMahon-Beattie, 2023). As one of the biggest chains of inexpensive hotels in the UK, Travelodge, bases its price on affordability and high occupancy. Travelodge provided services to almost 21 million guests in 2022 by utilising its extensive network of about 600 hotels that are well situated in significant cities and well-liked vacation spots (Travelodge, 2023). This high rate of customer turnover is a direct result of efficient demand management, which raises income via volume sales. As stated in their 2023 Sustainability Report, the company's pricing approach seeks to provide the greatest possible mix of location, affordability, and quality, making it a popular option for travellers on a tight budget (Travelodge, 2023).  In contrast, operating in the luxury market, Shangri-La places an extreme value on premium prices that are in line with exclusivity and high-quality services. This strategy aims to reach a wealthier audience, whose demand is less sensitive to price. For Shangri-La to be financially successful, revenue per available room (RevPAR) must be maximised. The brand's focus on luxury and premium services implies a higher RevPAR compared to cheap hotels like Travelodge, indicating its strategic positioning in the high-end market category (Shangri-La, 2023). With a large customer base and competitive pricing, Travelodge's revenue strategy is strong and guarantees consistent revenue flow even in the face of economic changes. Their huge room sales and good occupancy rates which are a result of their discount pricing strategy, make this clear. Compared to budget hotels, Shangri-La may have greater revenues per client but may also have lower occupancy rates due to its more-priced offers and emphasis on quality rather than quantity (Jagels, 2007). The comparison shows that Shangri-La uses a value-based approach, concentrating on greater revenues per available room, whereas Travelodge uses volume and price competition to boost occupancy and revenue. In addition, in 2023, Travelodge had a strong turnover of £1,035.2 million, a 14% increase from £910.8 million in 2022. Strong demand from domestic leisure consumers and a rise in corporate business, enabled by tactical pricing and marketing initiatives, are the main causes of this expansion (Travelodge, 2023). The hotel chain's income was greatly boosted by its ability to maintain a high occupancy rate of 83.8%. Travelodge's EBITDA increased significantly as well, from £212.9 million in 2022 to £243.9 million in 2023, demonstrating profitable and effective cost control (Travelodge, 2023). However, Shangri-La, which is in the premium market, has a distinct financial trajectory. Their revenue for 2022 was $1.46 billion, up 18% from $1.24 billion the year before (Shangri-La, 2022). The resurgence in demand for hospitality after the COVID-19 pandemic, especially in countries outside of mainland China, was a major driver of this increase. The RevPAR for Shangri-La's owned hotels increased significantly as well, from $51 to $64, showing that they can charge more per available room, a sign of their premium pricing approach (Shangri-La, 2023). Travelodge, which is characteristic of low-cost lodging, has a strategic focus on volume and cost effectiveness when comparing the financial structures. The company aims for extensive market penetration and high turnover. In order to maintain growth, their financial policies include strict cost reduction and reinvestment in the company (Atrill and McLaney, 2021). Shangri-La focuses on maximising income per visitor and preserving asset quality, which supports their higher price points and targeted market segment (Seal, 2019).  Shangri-La's higher operating expenses are tied to luxury services.

4. [bookmark: _Toc166194153]CSR commitment 
A company's attempts to enhance societal impact via business practices that support sustainability, moral principles, and community participation are referred to as corporate social responsibility, or CSR (CIPD, 2022). Modern enterprises must practise corporate social responsibility, particularly in the hotel sector where social and environmental impacts are substantial. Travelodge's sustainability strategy, "Better Future," serves as the umbrella under which it has incorporated CSR into its operations. The plan's three main pillars—inclusive, caring, and conscious—direct its CSR initiatives, which range from diversity in the workforce to environmental management and community participation (Travelodge, 2023). They devote a large percentage of their budget to trash management, community participation, and energy efficiency programmes. For instance, Travelodge has made a commitment to decreasing its carbon footprint by introducing energy-saving practices at all of its locations. These practices include improving recycling initiatives and updating to more energy-efficient technologies (Travelodge, 2022). Their intended investment in technologies to lower energy usage and the use of sustainable building materials in future constructions demonstrate the financial strength of this commitment. Incorporating CSR into its financial planning is another priority for Shangri-La, with a focus on environmental sustainability, cultural preservation, and community assistance. The 2022 Sustainability Report from Shangri-La emphasises the company's commitment to cutting operating waste, conserving water, and improving energy efficiency. The "Rooted in Nature" programme is a noteworthy project that emphasises the procurement of locally produced and sustainable food products. This approach supports local agriculture and lowers carbon emissions related to food transportation (Shangri-La, 2022). Shangri-La has a strong dedication to the communities in which it works by providing financial assistance for a range of cultural preservation initiatives and community enrichment initiatives. Travelodge and Shangri-La have customised their pricing structures to align with their corporate social responsibility goals. Through cost-effective sustainability initiatives that also appeal to budget-conscious customers, Travelodge's cost-conscious business strategy integrates CSR, boosting their competitiveness in the market. On the other hand, the luxury-focused business model of Shangri-La permits a wider range of CSR initiatives, which are bolstered by increased revenue per available room (RevPAR). This, in turn, permits more comprehensive and significant CSR projects

5. Growth potential 
The different ways that Travelodge and Shangri-La Hotels have expanded are a reflection of their respective operating sizes and market positions. The growth strategy of Travelodge is centred on augmenting its market share in the low-cost hotel industry by means of clever site selection and economical property construction. With a focus on price and accessibility, this strategy hopes to appeal to a wide range of clients in the UK, Ireland, and Spain (Travelodge, 2022). On the other hand, Shangri-La caters to wealthy tourists by growing largely in global urban and resort areas, targeting luxury markets with an emphasis on high-end, culturally rich experiences (Shangri-La, 2023). Each chain has different obstacles to overcome in its expansion plans. In the low-cost sector, Travelodge can face market saturation and limited prospects because to fierce competition. To get around this, Travelodge could reinvent the services it offers in order to provide value for customers and set itself apart from rivals. The high operating expenses of providing premium services and the scarcity of places that fit with Shangri-La's brand image sometimes hinder the company's capacity to expand. Leveraging partnerships for joint ventures in developing luxury markets and implementing eco-friendly practices that appeal to customers may be two strategies for overcoming these obstacles and improving brand appeal in fierce premium markets (Mohammed, Azumah, and Asare, 2022). 



6. [bookmark: _Toc166194154]Recommendations

· It is advised that Travelodge keep increasing the amount of money it invests in sustainability projects that also boost operational effectiveness, such more water and energy-saving renovations. These programmes might increase occupancy rates since they not only save expenses but also appeal to the rising market of environmentally concerned customers (Ramgade and Kumar, 2021). Travelodge may further improve its operational savings and sustainability indicators by integrating innovative technology like IoT for intelligent resource management across all of its locations. This would appeal to both budget-sensitive and environmentally aware visitors (Gangwar and Reddy, 2023).
· By strengthening its dedication to distinctive, culturally rich experiences that are both sustainable and exclusive, Shangri-La should improve its premium posture. Increasing the scope of its CSR activities to include more extensive community involvement initiatives may improve brand loyalty and local connections (Barnett, Henriques and Husted, 2020). Shangri-La may also think about collaborating with regional companies and craftsmen to further integrate local history into the visitor experience, strengthening the company's emphasis on luxury and cultural authenticity (Walker, 2021). These tactics are in line with the growing inclination of luxury customers towards companies that have a strong corporate social responsibility component and genuine local experiences.

7. [bookmark: _Toc166194155]Conclusion
In conclusion, Travelodge and Shangri-La Hotels demonstrate effective techniques in their respective hospitality sectors. Travelodge's pricing and extensive market reach have attracted budget-conscious travellers, boosting occupancy and revenue. By attracting eco-conscious customers, the brand's sustainability efforts have boosted its competitive position. Shangri-La's luxury and exclusive experiences attract rich visitors, while its CSR and community participation boosts brand status and customer loyalty. 
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