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[bookmark: _Toc165565502]Introduction: 
The aim of this existing study is to carryout detailed examination of “Shangri-La Hotel Group” and “Travelodge Hotels”. The study is aimed at understanding the financial management practice adopted by both the companies. The study involves drawing comparison of revenues for both the companies and also understanding the main sources of revenue and factors that contribute to revenue growth or decline. 
Apart from this, the study involves evaluating the market position for both the hotels based on its market stake, consumer demographics and consumer’s opinion towards these brands. The analysis will include expansion strategies, opportunities in market and possible growth-related barriers. The report involves evaluation of financial commitment made by both the hotels regarding initiatives towards corporate social responsibility. 
[bookmark: _Toc165306197][bookmark: _Toc165565503]Total Revenue: 
As reported by Shangri-La Hotel Group, the company produced revenues of $1,462,145 million for the year ended 2022. Moving forward 2023, Shangri-La Hotel Group produced significantly higher revenues amounting of $2,141,790 million. Travelodge Hotel recorded total revenues of $910.8 million in the financial year 2022 and in financial year of 2023, the total revenue increased to stand at 1,035.2 million (Shangri-La Asia Limited 2023). Evidently both Shangri-La Hotel Group and Travelodge Hotel experienced significant rise in their revenues over the recently concluded financial year of 2023.
For Shangri-La Hotel Group, the main source of revenue is from rooms because the company has generated $1,041,003 with the help of rooms in financial year of 2023 in comparison to revenues of $622,975 produced in 2022 (Shangri-La Asia Limited 2023). Besides room, Shangri-La Hotel Group also produced revenues from hotel management services that accounted for $94,736 million in 2023. Furthermore, Shangri-La Hotel Group also produced revenues from customer contracts which accounted for $2,033,481 in 2023 whereas in 2022 revenue from customer contracts generated $1,362,444 million. 
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Figure 1: Sources of Revenue of Shangri-La Hotel Group
Source: (Shangri-La Asia Limited 2023)
As Shangri-La Hotel Group is situated in Hong Kong, segmental revenue from Hong Kong and other countries accounted for USD 355,295,000 in 2023. The primary cause for progression in revenue is due to wide increase in its external customers and it did not involve any single customer for derivation of revenue. 
In case of Travelodge Hotels, the company produced revenues through accommodation which accounted for £971.1 million in financial year of 2023 and in 2022 the revenue from accommodation stood £857.9 million (Travelodge investor site 2023). Travelodge Hotels also produced revenue from selling food and beverage that accounted for £61.6 million in 2023 while in 2022 revenue produced from food and beverage stood £49.7 million. Meanwhile, Travelodge Hotels also earned revenue from other sources of £2.5 million in 2023. Travelodge Hotels accommodation-based sales comprised of Wi-Fi and car parking sales. Whereas, revenue earned by Travelodge Hotels also included revenues through franchise payments and administered hotels.  
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Figure 2: Sources of Revenue for Travelodge Hotel
Source: (Travelodge investor site 2023)
Taking into account trends in revenue growth for Shangri-La Hotel Group and Travelodge Hotels, it is understood that both the companies have recorded a rising movement in their revenue. Below given are some notable factors that have led to rise in revenue for Shangri-La Hotel Group and Travelodge Hotels which are as follows; 
1: Increase in Occupancy and RevPAR: The growth in revenue of Shangri-La Hotel Group can be attributable to increase in its weighted average occupancy rate by 12% basis points and accounted for overall 38% in 2023 (Pan 2023). Meanwhile, the occupancy hotel rate and RevPAR for Shangri-La Hotel Group in 2022 stood 26%, representing an increase of 12%. Additionally, revenue per available room also increased by 29% and reached a high of USD 45 as compared to USD 35 for 2022.
2: Mainland China region hotel recovery: Shangri-La Hotel Group consolidated revenue growth of 47% is largely attributable to hotel recovery in Mainland China and Hong Kong region hotels after the borders were re-open for tourism purpose in 2023. As travel restrictions lessened in US, Europe and ASEAN countries, the business of Shangri-La Hotel Group recovered and registered positive growth in revenue (Morgan and Pritchard 2019).
Moving forward, Travelodge Hotels also experienced rise in its revenue and below given are some of the factors that contributed to revenue growth.
1: Strong Consumer Demand: Travelodge Hotels experienced a positive revenue growth due to its strong demand among consumers (Lugosi 2019). Travelodge Hotels experienced all time high hotel booking days and weeks that also included international events such as Eurovision and Wimbledon. The unfolding of those events resulted in positive revenue growth for Travelodge Hotels.
2: Increased Business Conferences: Travelodge Hotel revenue growth is attributable to increased bookings received for Defences and Security Equipment International Conference (Cabral and Jabbour 2020). This led to improved revenues for Travelodge Hotels in financial year of 2023.      
[bookmark: _Toc165306198][bookmark: _Toc165565504]Market Position:
[bookmark: _Toc165306199][bookmark: _Toc165565505]Market Share: 
Accordingly, Shangri-La Hotel Group is recognized for providing premium accomodation services to its customers and this has allowed the company to create strong market presence in Asia, Middle, East and European regions (Ulker-Demirel and Ciftci 2020). Shangri-La Hotel Group has extended its properties in “Sri Lanka”, “Hong Kong”, “China”, “Cambodia”, “Indonesia”, “Malaysia” and “Saudi Arabia”. The company has market cap of greater than USD 5.1 billion. The company has recorded EBITDA of USD 864.9 million and focuses on acquiring greater market share in the provinces of China and Hong Kong. The company serves Chinese national holiday market, offering family packages, catering and food and beverage. The company has managed to expand its range through new-fangled and forthcoming hotels which presently under development in Asian nations.
Moving forward, Travelodge Hotels was established in 1995 and it is regarded as second major brand of hotel in UK based on quantity of rooms and hotels managed. The hotel administers approximately 595 properties with more than 46,000 rooms throughout Spain, UK and Ireland. Travelodge Hotels primarily targets customers from midscale and economy sector (Giousmpasoglou, Marinakou and Zopiatis 2021). It has established in the marketplace as low-priced accommodation provider offering premium standard, up-to-date visitor rooms at a highly reasonably priced for both commercial and holiday tourists. Evidently, the company has strong market existence with widespread geographic linkage and strong advertising tactics have led to the successful operation in the UK lodging house marketplace.
[bookmark: _Toc165306200][bookmark: _Toc165565506]Customer Demographics 
Shangri-La Hotel Group has widespread international chain of networks because its properties are spread in different continents such as Asia, Africa, Europe, Australia and America. Since, Shangri-La Hotel Group has extensive chain of networks, the company is able cater to the demands of wider consumer base which comes from varied cultural backgrounds (Nunkoo 2018). Primarily, main customers of this accommodation provider are from luxury segments as the company is better known to provide customers with Asian-Style lodging facilities and accommodates customers of luxury segment in Asian pacific region. The company has more than 95 hotels and room inventory exceeding 40,000 with substantial market share in luxury lodging industry segment. 
Going forward in case of Travelodge Hotels approximately 27% of the hotel clients in UK prefer Travelodge and clients’ preference involving the hotel accounted for 91% and out this 30% of customers are actively using Travelodge (António and Rita 2023). Accordingly, Travelodge Hotels largely targets low cost or tight budget customers and approximately 22% of the clients have stated their probabilities of using Travelodge services once again. Accordingly, Travelodge is thoughtful in targeting lower-end consumer segments. The market strategy adopted by Travelodge Hotels includes attracting several groups of consumers that includes amid the age group of 18 years to 24 years old.  
[bookmark: _Toc165306201][bookmark: _Toc165565507]Brand Perception and Growth Potential: 
Shangri-La Hotel Group was formed in 1971 and caters to customers of luxury brand involving extraordinary service and Asian style accommodation. The company has strong brand perception among its consumers for offering exceptional lodging facilities and has developed strong name for the brand ever since it established its business (Alvarez-Risco, Estrada-Merino and Perez-Luyo 2020). Customers prefer Shangri-La Hotel Group for their service quality which makes the company as one of the most favoured choices for customers that new and frequently visits.
Meanwhile, Travelodge Hotels is known for giving its customers with low-budget accommodation. The main intent of Travelodge Hotels is to offer customers with value for money service without jeopardising quality (Hoang, Yang and Luu 2023). The perception of customers that prefer Travelodge Hotels brand has improved with the company scoring brand score of 28.6 under “YouGov Brand Index” that reflects customer ratings towards brand based on excellence, value for money, contentment level and status. 
Moving forward, the prospective for growth for both the hotel companies is divided into three main captions particularly development strategy, market prospects and potential obstacles relating to growth. Detailed explanation of all sub-headings are given below; 
[bookmark: _Toc165306202][bookmark: _Toc165565508]Expansion Strategy:
Shangri-La Hotel Group is known to have close to 100 properties situated in Middle East, Europe, North America, Oceania, Africa and Asia. It continuously searches for new opportunities for expansion. Shangri-La Hotel Group looks to establish its presence in new emerging economies where there is rise in luxury consumption among consumers (Hayes, Hayes and Hayes 2021). The expansion strategy of Shangri-La Hotel Group includes establishing properties in South America and Africa, as this will allow the company to unlock new consumer base and achieve increased sales revenue on global scales. Shangri-La Hotel Group has implemented shared service model to double its room inventory across its various properties. 
Meanwhile, Travelodge Hotels have applied strategic approach to expand its operations by focusing on key elements such as increasing its lease hold premises. Travelodge Hotels acquired 66 new branded hotels from REIT and LXi which allows Travelodge Hotels to diversify its freehold lease property portfolio to enhance sales (Filimonau and Delysia 2019). The strategic acquisition undertaken by Travelodge Hotels reflects its commitment of brand optimisation involving portfolio of hotels and tactical expansion strategy.
[bookmark: _Toc165306203][bookmark: _Toc165565509]Potential Barriers to Growth:
Shangri-La Hotel Group
The barriers to growth for Shangri-La Hotel Group are explained below. 
1: Strong rivalry: At present the luxury accommodation market is experiencing high competition from number of international and local brands because they are chasing same consumer base (Dev 2020). Shangri-La Hotel Group must regularly differentiate its service from its peer groups to uphold the market position of leading luxury hospitality brand. 
2: Fluctuations in Global Economy: The current economic downturn combined with reduced demand for travel and hospitality can negatively impact growth of Shangri-La Hotel Group due to reduced consumer spending on luxury (Tosun, Sezgin and Uray 2022). Economic uncertainty where Shangri-La Hotel Group has operations can potentially lead to reduced occupancy and revenue. 
Travelodge Hotels: 
1: Risk from Brexit: As a result of Brexit, there is a potential growth barrier for Travelodge and also the rising economic impact can be a threat to the growth of the company (Pereira-Moliner and Molina-Azorín 2024). Travelodge Hotel is needed to broaden its horizons physically and reduce its reliance on the single marketplace to lessen the trade risks. 
2: Inflation and Macroeconomic challenges: The persistent cost rise and macroeconomic problems requires cautious administration (Deale 2019). It is vital to implemented balanced valuing approach and greater level of occupancy to withstand business growth. 
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Shangri-La Hotel Group
· The company has implemented sustainable business practice by designing, constructing and operating all its hotel properties with sustainable building materials (Baum 2019). 
· Shangri-La Hotel Group understand the threats created from single use plastics and by 2026 it aims to reduce the usage of single use plastics by 50% (Kwok and Muñiz 2021). 
· Shangri-La Hotel Group has launched community engagement program such as Care for People and Care for Nature projects for elderly, disabled, children and women (Kansakar, Munir and Shabani 2019). 
Travelodge Hotels: 
· Travelodge Hotels has formed partnerships with charity partners such as Pennies and British Heart Foundation to support the community (Jaykumar 2018). 
· Travelodge Hotels has made commitment to achieve net-zero energy usage by implementing sustainability in its building design and refurbished hotels (Van Der Wagen and White 2018).
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Shangri-La Hotel Group
· The company is suggested to tailor its experiences and services to target multi-generational families. 
· The company is suggested to provide its consumers with facilities on the basis of consumer age groups, as this will enable the company to attract family group consumer base (Hight, Gajjar and Okumus 2019). 
Travelodge Hotels:
1. Travelodge Hotels is suggested to take account of banqueting and leisure options in its family friendly accommodation service. 
2. Travelodge Hotels should make greater investment in digitalizing the process through website, mobile app and social medial channels to offer customers with hassle-free booking experience. 
[bookmark: _Toc165565512]Conclusion: 
Conclusively, Shangri-La Hotel Group is primarily known for catering to consumers of luxury segment by providing them with the world of luxury services in different parts of the world across varied cultural background. Shangri-La Hotel Group has enduring legacy which enables the company to capture customers which are in search for harmony. On the other hand, Travelodge Hotels emphasises on achieving quality through its low-cost accommodation facility and planned promotion efforts which has aided the business to reinforce its place as one of the preferred budget friendly accommodation options.
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