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Business Report – Comparison of Two Hospitality Organisations

Introduction 

This report offers valuable insights regarding the two renowned hotels Shangri-La and Travelodge Hotels. It will further offer an overview regarding these two hotels followed by the revenue analysis, market position, growth potential, financial commitment to corporate social responsibilities, Bowmans strategies. Shangri-La and Travelodge Hotels possess global presence and belongs from the hospitality industry. Shangri-La Hotels is a renowned brand of Shangri-La Group and it is registered on the Stock Exchange of Hong Kong Limited (Shangri-La Group, 2024) and possess a significant level of presence in United Kingdom with occupying 18 floors of The Shard which is an architectural icon (Shangri-La 2024c). Travelodge hotels is situated in UK alongside operating in Spain and Ireland (López-Andreu et al., 2019) and was founded in 1985 (Travelodge, 2024b) and is best-in-class with direct distribution model. Both the companies are effectively contributing in the environmental upliftment with their sustainable operations. 
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Body of the Discussion 
[bookmark: _Toc165310246]Revenue Analysis 

Shangri-La Hotels offers 202 rooms and suites along with 3 signature dining venues in United Kingdom (The Shard, 2024) which contributes effectively in revenue generation capacity of the group. Travelodge hotel’s operations are driven by a best-in-class direct distribution model and its 90 percent booking are made directly. Shangri-La’s occupancy in 2023 was 66% (Shangri-La, 2024b) which is higher than in comparison to the last year’s occupancy which was 64%. In 2023, Travelodge’s occupancy was 83.8 percent (Travelodge, 2024c) which is higher than the occupancy rate of 2022 which was 81.8 percent (Travelodge, 2024a). Shangri-La generated USD526 Revenue per available room for the year 2023 (Shangri-La, 2024b) which was also significantly higher than that of 2022 by 9 percent. Travelodge’s Revenue per available room for the year 2023 was USD 73.86 (Travelodge, 2024c) which is 12.4 percent higher than its Revenue per available room for the year 2022. Shangri-La Hotels was benefited by the hiked corporate travel and leisure demand in the UK as it significantly contributed in its 2023 revenue. The total revenue from Shangri-La Hotel’s property for the year ended 2023 was USD 60.9 million which reflected an increase of 8.9% (Shangri-La, 2024b). Travelodge hotels identifies that the revenue before non-underlying items in 2023 was USD 1292.89 million (Travelodge, 2024c) which indicates that the remarkable results reported within the nine months of the year 2023, this performance highlights the flexibility of the budget Hotel segment. Shangri-La Hotels are effectively contributing in the group’s overall revenue with its increased revenue generation capacity. The average rate of Travelodge’s rooms was USD88.09 which is significantly higher than the year 2022. 




[bookmark: _Toc165310247]Market Position 

Shangri-La Hotels possess 90 operating hotels with 36,100 rooms (Shangri-La, 2024b), this is the major source of revenue generation for the group. Travelodge possess 595 operating hotels with 45,781 room, the operating hotel of Travelodge is higher than Shangri-La Hotels and the rooms offered by Shangri-La Hotels is also lower than Travelodge. The major customer base of Travelodge includes business and leisure customers. Shangri-La Hotels has also received certain awards in 2023 which has contributed positively in its market share and brand perception i.e., Business Traveller UK Awards for being the best business hotel brand in Asia-Pacific and the world (Shangri-La, 2024b). This highlights the hotels market position in UK market. Travelodge hotel is proactively using its internal customer surveys and external benchmarking like TripAdvisor surveys, for benchmark its performance and the hotel received 253 TripAdvisor Traveller’s Choice Awards in 2023 (‌Travelodge 2024c). Shangri-La Hotels offers Shangri-La Circle loyalty program (Shangri-La 2024b) as effective loyalty program contribute in the company’s customer retention (Fook, and Dastane, 2021) and it also enhance the company’s direct bookings. Shangri-La Hotels also operates a loyalty program (Shangri-La, 2024b) where it provides the customers with points and with each stay and dinning at the hotel, the accumulate points increases. Travelodge hotel has introduced new multi-channel brand campaign which is driven by the tag line of- Better get a Travelodge, this positions Travelodge’s brand as the brilliant base for its customers and this campaign resulted in attracting effective range of customers. Travelodge is considered to be one of the leading hotel chains specialising in affordable accommodations
 with a modernised portfolio of around 600 hotels that too is well-invested. In 2023, Travelodge hotel’s occupancy rate was 90 percent which was majorly made through the hotel’s direct channels. Travelodge has estimation of 22 million guest annually (Travelodge, 2024b) which is driven by the fact that the hotel is located at the hotspots and caters all range of customers due to its location at airports and key business hubs.
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Growth Potential 

Shangri-La Hotels possess strong presence globally with 90 operating hotels globally (Shangri-La, 2024b) and a significant number of rooms through this its expansion strategy seems focused on maintaining their luxury brand image and offering high-quality services. Travelodge Hotels is operating with a different approach while focusing on budget accommodations and a best-in-class direct distribution model (‌Travelodge, 2024c) and it has been successful in attracting a wide range of customers, including business and leisure travellers. The presence of 18 floors in The Shard in the UK (Shangri-La, 2024c) is a testament to Shangri-La’s commitment to strategic locations and iconic buildings, its loyalty program is also encouraged by its customers (Leung, and Wong, 2020) and it has also positioned itself as a premium brand, particularly in the Asia-Pacific region (Kulakhmetova et al., 2022) and Malaysia. Travelodge’s budget hotel aspect offers significant growth opportunities as it attracts cost-conscious travellers who are seeking affordable yet comfortable accommodations. The core barriers for the Shangri-La’s growth might include its intense competition in the luxury hospitality industry, economic uncertainties affecting corporate travel, and challenges in finding suitable locations for new properties that align with their brand image. Travelodge might face challenges in maintaining consistent service quality across its large network of hotels and as a budget hotel chain, it might face price competition from other budget accommodations and alternative lodging options like Airbnb. There are seven Shangri-La Hotels which are still under development (Shangri-La, 2024b) which is another barrier for the hotel as they are cost consuming and not providing any input in the revenue generation. Travelodge’s direct booking model and effective marketing campaigns have contributed to the hotel’s success and it can capitalize on this by expanding in new geographical regions. 
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Financial Commitment to Corporate Social Responsibility 

Shangri-La Hotels has highlighted a substantial financial commitment towards sustainability through its green loan agreements of approximately USD 3.9 billion (Shangri-La, 2024a) as this agreement indicate a strong dedication to environmental responsibility and the measures to reduce the waste. The focus on waste diversion through methods like reusing, recycling, donating surpluses, and composting represents a comprehensive approach to mitigating environmental affect. Travelodge Hotels has also made took significant responsibilities in terms of company social responsibility (CSR) and takes a proactive role in the charitable contributions and and reducing its environmental effect. The hotel’s alignment with Pennies2 (‌Travelodge, 2024d) enables customers to donate to charity when they make bookings. This initiative has raised in over USD 1.25 million (‌Travelodge, 2024d). The hotel has also disclosed its direct carbon footprint and implemented various measures to reduce it. One such measure is reducing the carbon intensity per pound million turnover and per 1,000 rooms sold (‌Travelodge, 2024d). The hotel seems to be more focused on reducing its carbon impact and forming charitable connections when it comes to its financial commitment to CSR projects. 
This indicates that the company is taking small measures for promoting sustainable operation instead of making major financial investments whereas Shangri-La's Green Loan agreements represents its financial commitment towards the corporate social responsibilities. Shangri-La Hotels and Travelodge Hotels highlights their financial commitment towards CSR but Shangri-La's financial commitment is more evident than that of Travelodge which is highlights by the significant investments in sustainability. Travelodge's efforts seem to be more focused on specific projects and initiatives aimed at mitigating the environmental impact and supporting charitable causes while mitigating costs. 
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Suitable Bowmans Strategies 

[bookmark: _Hlk165592524]The Bowmans strategic clock is comprised of three types and eight segments (Almutairi, et al., 2023), it was introduced by Cliff Bowman and David Faulkner (Mihajlović, and Miletić, 2022). Shangri-La Hotels operates in the luxury hospitality industry and offers international deluxe hotel room (Alhemeiri et al., 2021) which highlights its focus on providing high-quality services and maintaining a premium brand image. Thus, the appropriate Bowman's Strategy for Shangri-La Hotels is suggested to be Differentiation strategy which signifies that the hotel needs to differentiate its services in order to gain competitive advantage (Islami, et al., 2020; Matrix, and Ansoff, 2021). Shangri-La differentiates itself through luxurious amenities and strategic locations which is evident in its location of The Shard in the UK, this differentiation strategy aligns with Shangri-La's commitment to maintaining a luxury brand image and offering premium experiences to its guests.
Travelodge Hotels operates in the budget hotel segment, where the core focus is on providing affordable accommodations while maintaining acceptable levels of quality and service. The most suitable Bowman's Strategy Clock for Travelodge Hotels is hybrid as its product position aligns with Low price/ low value addition (Almutairi, 2023) or Low Price/High Quality hybrid strategy (Longwe, and Sakyi, 2020), this determination is based on the hotel’s focus on the cost efficiency and operates with a best-in-class direct distribution model. This allows the hotel to offer competitive prices to its customers while providing essential services, this strategy enables Travelodge to attract a wide range of customers seeking budget-friendly accommodations.



[bookmark: _Toc165310251]Recommendations 

Shangri-La Hotels has a strong presence in the global hospitality industry and it prioritize maintaining its premium brand image through maintain quality (Wijaya, et al., 2020.) and consistently delivering exceptional service and luxury experiences to its guests. Shangri-La can increase in its growing demand through exploring new opportunities in the market where customers are ready to pay more for seamless stay, this expansion strategy allows Shangri-La to diversify its revenue streams as well. The hotel can increase its exclusivity and appeal by forming strategic partnerships with high-end travel agencies or luxury brands, this collaboration or partnership will allow Shangri-La to reach high-net-worth individuals who value personalized service. Moreover, the alignment with fashion, automotive, or fine dining can create synergies and increase the guest experience. The company needs to bend its advertisement capacity in such a manner that it will also attract the environmental conscious customers as well. Shangri-La's sustainable marketing and averment will attract environmentally conscious travellers who prioritize eco-friendly accommodations.
Travelodge Hotels needs to continue and maintain its focus on the competitive pricing in the budget hotel aspect and also expand its operations. It is also suggested to enhance the value proposition for its customers through providing affordable rates without compromising on quality. The hotel can attract budget-conscious travellers who are seeking cost-effective accommodations without sacrificing the customers comfort or convenience. The hotel needs to monitor the market trends and adjusting pricing strategies according to its competitors and customer preferences. The company needs to capitalize on its successful direct distribution model through investing in digital marketing and technology to enhance the booking experience for customers which brings customer loyalty (Alshammare, aet al, 2022). It is suggested to strengthen the online booking platforms, mobile apps, and website enhancements as it is effectively contributing in direct booking aspect. The hotel needs to maintain its customer satisfaction level and is required to introduce customer loyalty program (Khairawati, 2020.) as it effectively attracts customer loyalty and also contributes in retraining the customers, this will also promote repeat bookings and positive word-of-mouth recommendations. 
[bookmark: _Toc165310252]Conclusion 

Shangri-La Hotels’ Revenue per available room for the year 2023 was USD 526 and Travelodge’s Revenue per available room for the year 2023 was USD 73.86. Travelodge’s operating capacity is higher than the Shangri-La Hotels and it possess more rooms as well. Shangri-La Hotels possess strengthen brand recognition as it has received more awards in comparison of Travelodge. It is suggested to Shangri-La Hotels to upholding its reputation for exclusivity and it can continue to attract diverse customer base who are willing to pay a premium for exceptional hospitality services. The hotel needs to explore opportunities for expansion in other emerging markets where luxury travel is on the rise and through implementing the strategical locating efforts in new properties in emerging markets. Travelodge hotel possesses limited global presence this needs to be addressed and the hotel is suggested to establish its foothold in other nations as well as the demand for budget accommodations will remain no matter what.
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