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The report aims to analyse different financial management aspects of two hotel groups: Shangri-La Hotel and Travelodge Hotel. Shangri-La Hotel is a luxury hotel that is headquartered in Hong Kong. The company was founded in 1971. Since then it expanded its hotel operations in international markets. Currently, the company operates in more than 22 countries around the world (Shangri-La Hotel Annual Report, 2024). Travelodge is a budget hotel that is headquartered in the UK. The company started its journey in 1985. It has a limited international market presence. The hotel operates in the UK, Ireland, and Spain (Travelodge Hotels Annual Report, 2024). The financial management aspects that will be covered are total revenue, market position, growth potential, and financial commitment to CSR. Finally, one recommendation will be provided for the two companies.



[bookmark: _Toc166174312]Total Revenue 
Total revenue is an important indicator of the financial management of a company (Titman, Keown and Martin, 2018). Total revenue shows the financial conditions and profitability. Businesses aim to increase their total revenue to remain competitive and achieve their long term goals. Higher total revenue can help them to maintain higher profitability (Stuart-Hill and Parker, 2014). Shangri-La Hotel and Travelodge Hotel have different strategies to maintain their financial aspects. Whether their financial strategies are effective to achieve the organisational goals and objectives can be evaluated by their total revenue. Shangri-La Hotel group’s total revenue in 2019 was $2.43 billion which decreased by 57.49% and amounted to $1.03 billion in 2020 (Shangri-La Hotel Annual Report, 2024). The decrease in total revenue was due to the COVID-19 pandemic. The pandemic has negatively affected the hotel industry because the government restrictions on travelling and lockdown forced the hotels to stop their operations. However, the hotel group has encountered increasing trend in their total revenue in the next two years. In 2021, the hotel had 20.09% increase in its total revenue and in 2022 the revenue increased by 17.82%. On contrary, Travelodge Hotel’s total revenue encountered a 5% growth in 2019. The company faced challenges of the COVID-19 pandemic and it was reflected in its total revenue in 2020. In that year, the company had a 61% decrease in the total revenue and it became £284 million. Like Shangri-La Hotel group’s revenue trend, Travelodge Hotel also has an increasing revenue trend after the year 2020. The company’s revenue increased by 97% in 2021 and 62% in 2022 (Travelodge Hotels Annual Report, 2024). 
The sources of revenue of these two hotel groups have some differences. Shangri-La Hotel generates its total revenue from its hotel properties. The company operates its hospitality services in its owned properties along with the leased properties. The company also generates total revenue from other hotels that are held by the hotel group. Moreover, it makes revenue from investment properties (Shangri-La Hotel Annual Report, 2024). Travelodge Hotel also generates a significant portion of its total revenue from hotel operations. However, there is a difference between the two group’s business models and their revenue generation. Travelodge Hotel applies a leasing approach for its hotel operations while most of the properties of Shangri-La Hotel are owned (O’Fallon and Rutherford, 2011). Most of the revenue of Travelodge is generated from leasing. However, it also makes revenue from management contracts and franchise sources (Travelodge Hotels Annual Report, 2024). 
There are some leading factors that influenced the growth revenue trend in the two hotel groups. Shangri-La Hotel could have an increasing revenue trend because the travel restrictions in Hong Kong and Mainland China were withheld. These two markets are the key segments for the group for their revenue generation. Because these countries had a surge in business and leisure travellers after the COVID-19 pandemic, the company had higher demand for its hospitality services( Jarvis, 2022). The company’s strategic focus on the Chinese market is also an influential factor that supports revenue growth. The weighted average occupancy and revenue per available room also increased significantly after the travellers’ surge globally (Stuart-Hill and Parker, 2014). Research in hospitality businesses during the COVID-19 pandemic has found that consumers have changed their preferences for hospitality services (Kim et al., 2021). They have become more conscious about their health and safety. Therefore, they prefer luxury accommodation over budget options to ensure their safety and hygiene. Such a shift in consumer preferences is also responsible for the increasing trend in a luxury hotel option like Shangri-La Hotel Group. In contrast, Travelodge Hotel encountered an increasing trend in total revenue due to its strategic marketing campaign and lift of travel restrictions in the UK market (Enz, 2010). The company’s growth trend is also influenced by the lift of travel restrictions but the hotel group focused on providing greater value in budget options to attract the customers. As a result, the hotel group encountered a surge in hospitality service demand (Mehta, Kumar and Ramkumar, 2021). 
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Market position refers to the perception of the brand or company in the minds of the customers. Businesses aim to create a distinctive position in the customers’ minds. Creating a strong market position is essential to achieve a competitive advantage in a market where competitors are offering similar types of products and services (Lockyer, 2007). Shangri-La Hotel and Travelodge Hotel have differentiated their market position. The Shangri-La Hotel focused on the luxury segment of the market while Travelodge Hotel focused on the budget segment. The Shangri-La Hotel has made its market offering differentiated from its competitors. The company offers a distinctive blend of Asian hospitality to the target customers. In the global marketplace, customers can identify the brand as a provider of Asian hospitality (Shangri-La Hotel Annual Report, 2024). On the other hand, Travelodge Hotel has emphasised on providing comfortable and affordable accommodation to global audiences. Customers can make distinctions between the brands based on affordability and convenience (MacKenzie, 2021). Shangri-La Hotel has a strong presence in the Asia-Pacific region. The company’s revenue generation shows that it has a significant market share in the luxury market segment. On contrary, Travelodge has a strong market presence in the budget segment of the UK. The customer demographics of the two hotel groups are different key customers of Shangri-La Hotel are luxury travellers and business travellers. Its specific focus on "Xiang Ju” enables the company to offer personalised services to customers from mainland China. In contrast, Travelodge customers’ demographics can be identified as the people who are cost conscious. The hotel group targets budget conscious travellers and business professionals. Identifying customers’ demographics is crucial to offer the right market proposition and meet the customers’ needs and preferences (Waida, 2022). The target customers of Shangri-La Hotel perceive the brand as a provider of luxury accommodations in the luxury market segment. They can resonate with Asian values of respect, sincerity, and courtesy (Szende, 2021). In the UK, Travelodge has better brand awareness than Shangri-La Hotel (Statista, 2023). People perceive the brand as a better deal that offers value for money. 
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An organisation’s growth potential is crucial to its financial management. The financial managers allocate resources to those areas of the organisation where it has a high growth potential (Titman, Keown and Martin, 2018). The Shangri-La Hotel and Travelodge Hotel has high growth potential in different aspects. The Shangri-La Hotel has adopted a market development strategy by which the company is expanding into new markets (Sabourin, 2021). The company has undertaken various initiatives to make a significant presence in non-Asian markets. Its main strategy is to double the number of its hotels by entering in international market as well as increasing its presence in China (Shangri-La Hotel Annual Report, 2024). On the other hand, Travelodge’s market expansion strategy is to increase the market presence in its key market which is the UK. The company has identified 300 key locations in the UK to establish its hotels and establishments. Although two hotel groups are pursuing expansion strategies, they are adopting different approaches to leverage on their strengths and opportunities (Taiwo, 2023). Shangri-La Hotel has the opportunity to enter in Middle East market. For example, Saudi Arabia’s Vision 2030 will create new prospects for hospitality businesses because the country will promote tourism and hospitality by developing infrastructure and marketing. The demand for hospitality services will rise. Moreover, the hotel can reach other regions for market expansion such as Japan, Cambodia, and Australia where the demand for luxury hospitality services is high (Walker, 2021). The company might encounter several challenges and barriers to capitalise on the opportunities. The recent COVID-19 pandemic has changed customer’s preferences and affected the world economy negatively. Hence, it might put pressure on the company’s fund management to support the growth opportunities. In addition, the higher capital cost for establishing luxury hotels in the key markets can pose a barrier to growth (Bonfanti et al, 2021). On the other hand, Travelodge Hotel has the opportunity to expand its businesses in key cities and capitalise on the increasing domestic leisure demand in the UK market. It can also expand the company in emerging markets like Spain (Sharman, 2023).
The company will also encounter some barriers to its growth. Other budget hotels are competing in the UK market so it will be challenging for the company to capitalise on the growing domestic demand. It may face economic uncertainties in implementing the growth strategies. However, the growing hospitality industry will be valued at $5,816.66 billion by 2027 at a 5.5% CAGR (Guirdham, 2023). It shows that the two hotels have huge prospects. 
[bookmark: _Toc166174315]Financial Commitment to CSR
The financial commitment to CSR has become the main function of the hospitality businesses. The research has found a strong correlation between the firm performance and the CSR activities which means businesses that spend more on CSR initiatives can have higher performance. Shangri-La Hotel and Travelodge Hotel have shown strong financial commitment to CSR. Shangri-La Hotel has undertaken various CSR initiatives such as supporting the local communities by providing them with food and safety during the COVID-19 pandemic (Shangri-La Hotel Annual Report, 2024). The company has also shown concerns about minimising the environmental impacts of its hotel operations. Its CSR initiatives are aligned with the UN SDG 1 (No Poverty), SDG 2 (Zero Hunger), SDG 3 (Good Health and Well-being), and SDG 14 (Responsible Consumption and Production) (United Nations, 2023). Its CSR reporting demonstrates transparency and accountability in the area. On contrary, Travelodge’s financial commitment to CSR is evident by the company’s programme 'Better Future’ (Travelodge Hotels Annual Report, 2024). The company has addressed diversity and inclusion, employment, well-being, charity, and energy issues through the programme. The CSR initiatives are aligned with the UN SDG 3 (Good Health and Wellbeing), and SDG 7 (Affordable and Clean Energy). 
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The recommendations are provided below for the two hotel groups: 
· Shangri-La Hotel: The hotel has a strong market presence in the luxury market segment. It is pursuing to expand the market by entering into new regions and market segments. It would be better for the hotel if it could diversify its revenue streams. Depending on its hotel properties for generating most of its revenue can present financial instability and challenges (Stuart-Hill and Parker, 2014). For diversifying the revenue sources, the hotel may consider introducing experiential offerings. Moreover, the hotel can offer its hospitality services based on emerging trends (Oates, 2014).
· Travelodge Hotel: The hotel has a strong presence in the UK in the budget market segment. The budget market segment is highly competitive and there are many competitors offering hospitality services at lower prices. The hotel should leverage technological innovation to offer exceptional guest experience. Integrating the latest technologies will be an effective approach to staying ahead of the competition. The financial management should allocate the necessary resources to adopt the technologies (Attala, 2019).
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Shangri-La Hotel and Travelodge Hotel are two hotel groups that have different strategies and visions. Shangri-La Hotel operates in the luxury market segment while Travelodge operates in the budget market segment. Both hotel groups have encountered increasing trends in their total revenue(Kimes, 2008). Their revenues decreased due to the COVID-19 pandemic. As the travel restrictions of the COVID-19 pandemic were addressed, they could show a significant growth in total revenue in the subsequent years. Shangri-La Hotel’s key market is mainland China and Hong Kong and the company has the opportunity to expand in the Middle East. On the other hand, Travelodge Hotel’s key market is the UK and it can expand into emerging markets such as Spain. The hospitality industry shows a higher growth in future and so these companies have immense opportunities to become the market leaders in their target markets by meeting the needs and preferences of the guests (Guilding, 2014).
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