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Executive Summary
A general initiative of business comparative analysis has been initiated for the operating development including the performance growth support that manages the structure including performance growth in a formulated basis. The primary engagement and the conceptual approach of benchmarking are mainly noticed in the managerial concept which indicates a proper approach to comparisons is generally initiated by the managerial department of the business to identify the comparative position. Formulation structure and the maintenance of proper differentiation approach have an initiated to provide basic recognitions about the business positioning level and also some of the statutory development on a proper basis.
The general identifications and measurements related to the hospitality business in the United Kingdom represent a comparatively developed and optimal positioning approach since the period of 1980. Along with a proper volume of market demand is a significant volume of revenue positioning opportunity mainly initiate a proper volume of comparability initiative and stability growth formulation approach for this type of sector which ultimately formulated proper and standardised economic development. However, after the pandemic the primary volume of GVA contribution from this sector basis that indicates a declined level of £59.3 billion (2019) to £37.3 billion (2020). Therefore, from the previous level to the present year, a rapid volume of changes related to the hospitality business has been initiated that indicate a contemporary positioning growth including some of the strategic initiated structure over the business performance.
The fundamental positioning and the optimal approach of benchmarking have been initiated to provide some of the comparative evaluation reasons under the management which is accountable for recognising contemporary initiatives. In this report mainly the evaluation of performances between the two most potential hospitality businesses in the UK related to Shangri-La Hotel and Travelodge. With the analysis of financial the non-financial attributes are equally formulated in this report that ultimately provides an opportunity to realise whether the current initiated attribute of the business is influential for maintaining the contemporary growth positioning or not.  the applicability of Ansoff’s matrix is also initiated for the reason of evaluating the comparative growth positioning approach. The appearance of the general demand and supply theory is proportionately applied in this report as well as the formulation of which the general market initiative by both the business has been evaluated and the level of the change in the pricing can also be identified. Additionally, the engagement of elasticity of demand and also the cross price elasticity of demand concept is also noticed related to the service engagement initiated by the business in associated with the price in an approach that ultimately imposed of significant volume of impact over the performances of both the business. 
Associated with the same approach the primary engagement related to the bowman strategy clock has been initiated for the processing of marketing pricing position and other factors support that formulates a certain level of market operating identification support for both the business. The primary applicability of effective recommendations associated with the strategic formulations committed by individual businesses is also provided which represents a proper volume of market positioning growth and some of the statutory development attributes for business growth. 
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[bookmark: _Toc166238202]Introduction 
[bookmark: _Toc166238203]Background of report 
Importance and measurements for every individual business are vital. A proper importance to the operating structure is influential for providing guidance related to strategic initiative, while measurement related to the financial approach is essential for operating compatibility. According to Drury (2011), the significance of the conceptual structure of benchmarking is optimal as it represents a different form of mechanism used in a business for initiating comparative analysis related to the positioning structure and performance. Identifying the historical engagement since the period of 1980 the general demand positions related to the hospitality industry rapidly expanded and turned to a competitive market structure with the existence of some potential business groups. However, during the pandemic, this particular industry was hampered on a large scale and it can be identified from the volume of GVA contribution from this sector basis that indicates a declined level of £59.3 billion (2019) to £37.3 billion (2020) (Hutton and Foley, 2021). 
[bookmark: _Toc166238204]Aim of report 
The fundamental position of the hospitality business is rapidly expanding in the present situation in the United Kingdom with expansions of customer volume that formulates an optimised market position. To understand the present market of hospitality industry in the United Kingdom a comparison has been initiated in this report. 
The fundamental aim of this report is to initiate a comparison between the business of Shangri-La Hotel and Travelodge in the context of financial and non-financial attributes that identify an optimised market recognition. For the purpose of initiating this comparison mainly on different aspects have been initiated related to revenue position, market growth, business strategies through Ansoff’s matrix, CSR contribution, and Bowman Strategy clock also for both businesses. 
[bookmark: _Toc166238205]Discussions
[bookmark: _Toc166238206]Basic operating position and performances for both businesses 
Detailed about Shangri-La Hotel
The primary origin of Shangri-La Hotel indicates this business is a Chinese hospitality business which is also operated in the United Kingdom. In the present situation, the business used to provide an immense number of customer support based on the present branding structure of this business. The primary involvement of strategic development and the approach of incremental processing associated with customer satisfaction also bring a stable positioning approach for this business development. The application of 24-hour customer service is one of the most formalities and indicates the customer-centric attribute of this business operation. Compared to the previous position the primary value of the business Occupancy rate has been expanded from the level of 37% to 67% currently which represents a contemporary development initiative and optimal value positioning approach in business. The primary volume related to the positioning structure of the RevPAR level of the business also expanded after the pandemic up to $56 (in USD) which represents a formulated positioning opportunity for this business (Shangri-La Group, 2020). 
Detailed about Travelodge
Under the present circumstances, the operating performances of Travelodge also represent a formulated development positioning support in the UK economy. This hospitality business is also incorporated in the United Kingdom and it was established in 1985. At the present situation, the business is operated in three different nations related to Ireland, the United Kingdom and Spain. Providing significance to the quality and pricing through some authentic service support, the organisation structured its primary USP that formulates progressive opportunities support for the maintenance of business revenue development. After the pandemic consequences to initiate a proper and early recovery, the business focused on the formulation of branding initiatives including some of the social media promotion in a specified order so that the overall operating formulations and the competitive advantages can be regained. In the current situation, the business is mainly operated with the existence of 600 hotels and 45000000-bedroom support that represents a strong portfolio structure of the business operating initiative. The overall performance of the business indicates progressive RevPAR support that represents a value of up to $52.59 (in USD) in the present market structure (Travelodge Corporate Website, 2023). Fundamentally, the approach of present expanded labour market charges is initiated a certain volume of expansions related to the expansions of operating charges level for the business indirectly that ultimately decline the net profitability position in a significant order. Even due to the reason of Russia-Ukraine war, the primary volume of energy costs has also expanded which also initiated an expansion of the operating costing charges in this business. To mitigate this type of Costing burden the primary level of RevPAR rate in this business is basically expanded on a comparative basis that ultimately initiates a proper volume of revenue positioning opportunity in the business as well. It has been initiated as a mitigation strategy by the business for expanding its revenue position. The application of this strategic approach mainly indicates the cross-price elasticity of the demand concept as with the expansion of one particular product or service demand the general volume of pricing level or Hotel charges is rapidly expanded. 
[bookmark: _Toc166238207]Comparative analysis in the prospective business revenue for both businesses 
Detailed about Shangri-La Hotel
The presence of revenue is one of the primary determinants for business operating compatibility and also the identifiable measurement element that evaluates the market survival position. According to Walker (2021), Under the competitive market environment application of business revenue is one of the vital and formative structures that determines the contemporary competitive positioning approach and also a positive opportunity for the business furtherance support. In relation to the basic identified approach for the business of Shangri-La Hotel, the present level of RevPAR is expanded up to $56 (USD) representing a formulated revenue positioning support for the business. Here mainly the application of supply theory has been initiated which indicates after the pandemic considering the general volume of demand the supply position related to the service has been expanded in this business ultimately expanding the pricing positions on a simultaneous basis. A proportionate expansion has been noticed which represents mainly if proper expansions related to the service volume are also expanding the price in the structure of the services as well in this business. As per the basic financial details, the consolidated income statement of the business indicates the current hotel property revenue position of the business has expanded up to 1261.9 million in the present period of 2022, while in the earlier it was 1049.4 million. On the other hand, the primary value related to the consolidated revenue approach of the business indicates a general expansion from 1241.0 million to 1462.1 million in the present accounting period representing an average of 17.8% growth support (Shangri-la.com, 2022). Fundamentally, it indicates the volume of revenue from the room is expanded up to 37.7% while the revenue from the food and beverage basis is expanded up to 9.8% due to a proper volume of branding initiative. 
Detailed about Travelodge
Simultaneously, a progressive volume of revenue expansion is also noticed through the business operation of Travelodge in the present accounting period. Importance to the identification of value-based operations including customer-centric approach provides contemporary positioning growth in this business which ultimately provides an opportunity for expansion support (Guilding, 2014). According to the basic identifications, the general measurements related to the financial details of the business indicate a progressive volume of expanded level in RevPAR position from the level of £33.04 (in 2022), which represents contemporary development opportunity and stability progress initiative in this business (Travelodge.co.uk, 2022). Basically, the business provides significance over the demand theory as with the volume of expanded market demand the business mainly provides a systematic level of importance to the service engagement and also declined this pricing structure of RevPAR. As the business is mainly provide focused on the affordable pricing structure for every individual customer at the presence situation for the development of branding initiative the engagement of this type of formulation provides an opportunity for the business in a specified order.
The formulated approach and the present Occupancy rate of the business are also expanded up to the level of 81.8 questions which provides a progressive opportunity for revenue expansion support up to the level of 910.8 million compared to the previous standard position of 212.9 million. Additionally, to provide some positive optimal opportunity in the current year the management provides a general investment approach over the innovations of next-generation room facilities along with some advances in technical processing with the intention of providing a new type of experience for customers (The Caterer, 2023). 
[bookmark: _Toc166238208]Comparative analysis of market growth for both hospitality businesses 
Detailed about Shangri-La Hotel
For the general initiative of identifying the market position in structure related to the business of Shangri-La Hotel, fundamental analysis related to the evaluation of the marketing structure for the organisation’s elite-class hotel needs to be initiated. The present initiative of 24-hour customer service including some of the quality attributes formulated a different branding initiative for this business that ultimately formulated a positive market goodwill and stability positioning. The identified measurements indicate the present situation in the market capital value of the business representing the level of $2.51 Billion indicating a general expansion of 2.09% differentiated from the previous market value level (companiesmarketcap.com, 2024).  The primary marketing structure of this particular business is established in China with a strong volume of potential and market stability approach however, the president operating positions and the current Occupancy rate of this business in the UK also represent around 79% of the acquisition approach which is influential and also represents a compatibility development opportunity for the business to expand in the UK market as well (Lun, 2023). 
Detailed about Travelodge
On the other hand, the primary position and the market structure related to the business of Travelodge, a general progressive attribute and the optimised marketing approach that identifies the potential competitor market positioning approach. As per the basic measurements, the flat Occupancy rate related to this particular business also indicates a general positioning approach of 81.8% in the present market structure that represents on average around 12.5% of expanded positioning support along with market stability growth. 
The primary approach of current statistical measurements indicates that 90% of the business has been formulated due to the brand awareness basis and 34% through the popularity basis which ultimately formulated proper volume of competitive positioning approach and market stability growth (Statista, 2022). During the period of pandemic to initiate an optimal development-gaining approach, the organisation initiated an “offer 1 million rooms for £25 or less a night” that formulated a classic market strategic approach for the business (uk.finance.yahoo.com, 2022). After the pandemic to initiate a proper volume of business development and contemporary growth opportunities support the business provide focus on reformulating its 6th Spanish hotel in Madrid with the contribution of €1 million with some additional charges on refurbishment that formulates a progressive opportunity for the business standardised development (Hospitality Net, 2023). 
[bookmark: _Toc166238209]Applied bowman strategy clock for business operations 
According to the general operating approach the application of bowman strategy clock can be identified for the recognition of market positioning level including the pricing attribute support for both the business to initiate the market positioning growth including the value initiative support. 
[image: ]
In the present situation, the organisation Shangri-La Hotel Group mainly focuses on the Hybrid pricing approach that ultimately formulates the service position as well as the pricing structure in a specified order. The general commitment initiated by the management in relation to the applicability of “Pioneers of Asian Hospitality” formulate a different form of a cultural attribute which is mainly structured by the business as a diversification approach to provide some quality initiative to the customers and it is influential for the marketing development and also for the operating growth initiative approach of this business in a formulated order. On the other hand, the organisation Travelodge provide a fundamental volume of significance to the presence of Low pricing strategy with the support of “Medallia to power its new voice of the customer programme” which initiates a sustainable pricing approach with the quality service initiative support for the business in a formulated basis for the general approach of managing the market development initiatives (businesswire.com, 2022). 
[bookmark: _Toc166238210]Evaluate the overall growth potential for both business operations 
[bookmark: _Toc166238211]Applied Ansoff’s matrix for both businesses 
A positive compatibility and operating structure provide a proper opportunity for the business to gain a competitive edge on an optimal basis. Along with non-financial, the financial processing and some of the managerial attributes are equally progressive for the development and growth initiated reasons for every individual business (Atrill and McLaney, 2021). The applicability of Ansoff’s matrix is Influential for the reasons of identifying the market positioning and also the overall growth initiative purpose for every individual business which allows to determine the stability development on a simultaneous basis. 
As per the basic identification, the present operating structure of Shangri-La Hotel Group indicates the general significance related to the branding formulations including the appearance of market penetration processing for the religion of gaining the competitive edge of marketing formulation. The general commitment initiated by the management in relation to the applicability of “Pioneers of Asian Hospitality” formulate a different form of cultural attribute which is mainly structured by the business as a diversification approach to provide some quality initiative to the customers (Shangri-la.com, 2020). The formulated strategic progress related to “Iconic Global Projects” also brings the optimised Marketing development initiative for the business which ultimately provides a proper volume of statutory development position. Additionally, the present engagement of “Holistic Programmes for the Modern Urbanite” represents the new initiative of service development to formulate a contemporary growth positioning. The concept of the general elasticity of demand is supportively initiated over the business as in associated with the expansions of Hotel volume a certain volume of change in related to the price in structure will be initiated for the business which will ultimately provide a proper impact on the revenue positioning. Through the application of this, the compatibility and strategic positioning approach of the business can be formulated in a proportionate order. 
[image: ]
Detailed about Travelodge
On the other hand, the present unique market propositions initiated by Travelodge indicate a formulated development related to the Market Positioning approach that ultimately prioritises the best local locations for development. Applicability of properly initiated formulations regarding the customer satisfaction initiative and affordable pricing approach with a positive discount in rate formulate a proper market penetration approach for the business in the present situation. Additionally, for the basic initiative of diversified operating support the business focused on “Medallia to power its new voice of the customer programme” which initiates sustainable marketing growth including the technical processing approach for customer engagement (businesswire.com, 2022). 
[bookmark: _Toc166238212]Identification of financial commitment towards corporate social responsibility
Detailed about Shangri-La Hotel
A significance of the ESG structure the managerial department of Shangri-La Hotel Group provides an equivalent approach to the Sustainability initiative which provides significant importance to the implementation of the green building standard approach. For the purpose of sustainability initiative in the present position the management of the business initiate the strategic approach of 39 green building certifications and also 44th properties along with an environment and managerial approach that brings compatibility and environmental-friendly initiative. Associated with the same approach to provide a positive volume of contribution towards the environment, the organisation initiated a commitment to eliminate 100% use of plastic bags and containers for sustainability support. Additionally, the business also provides a focus on a 74% diversion rate related to food and waste which ultimately provides a proper statutory initiative. 
Detailed about Travelodge
On the other hand, the current contribution related to the CSR engagement for the business of Travelodge also represents a positive volume of development for the employees and customers through the initiative of stability growth basis. For initiating some social development, the business committed to some charitable approach with the initiative of which the management mainly provides support for preventing the consequences of human trafficking and child abuse prevention commitment (Better Future, 2022). Additionally, in the present year, the organisation has already declined the carbon gas emissions level up to 41270 tonnes which represents around 3.4% of development compared to the previous year. The energy consumption volume also declined up to the level of 215.4 GWH which initiated a positive development opportunity for the business. 
[bookmark: _Toc166238213]Recommendation 
· The managerial department of Shangri-La Hotel should provide a positive volume of significance to their Pioneers of Asian Hospitality on a formulated basis so that the general level of business operating position and marketing development can be initiated. The application of this particular project is able to provide a proper volume of culturally attributable support and a diversified initiative for the business which will be able to gain proper and optimal financial returning support in the upcoming period
· In the present situation, the managerial department of Travelodge should focus on the integrated programme with Medallia on a proper basis with the basic intentions of formulating the present market position and developing the quality of services along with innovation Technology advancement support to attract new generation customers properly. The applications of this type of strategic initiative will be able to expand the business revenue position and operating strategy in the upcoming period in a specified manner. 
[bookmark: _Toc166238214]Conclusions 
The primary identification and the overall position of both businesses represents a contemporary development initiative and some of the basic strategic attributable support which represents a proper branding-initiated structure for both businesses. It can also be identified that the present stability formulations including the marketing initiative approach of both organisations also represent a consistency positioning attribute including some of the feasibility development support also that provides some statutory growth as well. Compared to the previous situation in a pandemic, the overall strategic development including some expansion initiative approaches for both businesses formulates some fruitful results for the expansions of business operations in future. 
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