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Executive summary	
This report thoroughly examines two distinct companies in the hospitality sector: Shangri-La Hotels & Resorts, a high-end hotel chain, and Travelodge Hotels, a cost-effective brand. The research encompasses their overall revenue, market standing, the potential for growth, and dedication to Corporate Social Responsibility (CSR) programs. Shangri-La's completely combined revenue grew by 17.8% to GBP 1,198.92 million from 2021 to 2022 and then increased by 46.5% to £1,706.03 million in 2023. The Hotel Properties category was the main factor driving income, with major contributions from rooms, food and beverage, and auxiliary services. Travelodge experienced a significant increase in its total underlying revenue, rising by 78.8% to £669.9 million in the period ending on September 30, 2022. This trend continued in 2023, with a further increase of 13.7% to £1,035.2 million. The growth was primarily driven by an increase in revenue per available room (RevPAR) and the opening of additional hotels. Shangri-La is the leading brand in the high-end hotel industry, focusing on attracting rich people who travel for both leisure and business purposes. Travelodge specialises in the economy hotel industry, serving families, business travellers, and leisure travellers that value convenience and cost as their top priorities. Both companies exhibit a gender distribution that is evenly distributed, with a greater percentage of clients belonging to younger age groups.
Shangri-La is increasing its presence in important regions like China, India, Saudi Arabia, and the UAE, capitalising on the developing upper class and rising business travel. Travelodge intends to expand its hotel presence in prominent cities and popular tourist spots across the UK, taking advantage of the increasing demand in the domestic tourism market and the budget hotel industry. Both businesses have made investments in corporate social responsibility (CSR) programmes. Shangri-La has prioritised its "Sustainable Hospitality" programme, while Travelodge has shown support for local charities and has made investments in energy-efficient equipment. Shangri-La's focus on luxury suggest a more extensive sustainability programme in comparison to Travelodge's cost-effective corporate social responsibility initiatives.
To continue to maintain its advantage in the market, Shangri-La must continue allocating resources towards its sustainable Hospitality" initiative, while Travelodge ought to extend its availability in significant attractions in the UK to capitalise on the expanding domestic tourism sector.
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Businesses must continually adapt to changes in consumer preferences, consistently provide novel ideas for their services or products, and actively compete in the market (Boone, et. al., 2019).
The hospitality industry is a dynamic and constantly changing sector that includes a diverse variety of services such as recreation, accommodation, entertainment, and food and beverages. This paper examines the divergent strategies and methodologies employed by Shangri-La Hotels and Resorts, a high-end hotel chain, and Travelodge Hotels, a more affordable brand, in their quest for expansion and achievement in the market. The research offers significant insights into the competitive environment and industry trends of the hospitality sector by analysing the companies' financial performance, market positioning, growth potential, and commitment to Corporate Social Responsibility (CSR). The research seeks to provide a thorough analysis that highlights the specific problems and opportunities encountered by these two organisations in their respective market niches.
[bookmark: _Toc165467033][bookmark: _Toc166175508]Total Revenue
The hospitality industry includes recreation, hotel, entertainment, food, and beverage, all of which are always changing (Tranter, 2014). Industry participants are finding it harder to obtain all the hospitality analytics they need to stay up with trends due to the abundance of data. Keeping educated and current is now impossible. Hospitality value grew 7.0% from £3,512.47 billion in 2022 to £3,759.66 billion in 2023. This significant growth shows the industry's ability to recover from previous setbacks (Business Research Company, 2023).
Famous Hong Kong-based Shangri-La Hotels and Resorts operates in Asia, Europe, North America, and the Middle East. The company now operates over 100 luxury hotels and resorts worldwide after expanding in 1971. It offers luxury accommodations and services.
From 2021 to 2022, Shangri-La Asia Limited's total consolidated revenue increased 17.8% to GBP 1,198.92 million, driven by the Hotel Properties segment's 20.2% revenue growth. Despite hospitality market challenges, the company's varied portfolio and adaptability have helped it grow most of its main market segments. (2022 Results Announcement).[image: A screenshot of a computer

Description automatically generated]Table 1. Revenue Shangri-La 2021-2022 (Source: Made by author)
Shangri-La Hotels and Resorts reported a 46.5% rise in fiscal year 2023 revenue to £1,706.03 million from £1,164.62 million. Accommodation accounts for 67.1%, food and beverage for 40.9%, and additional services for 22.1% of income, driving this increase. After Mainland China and Hong Kong reopened their borders and removed travel restrictions in early 2023, business returns increased, driving revenue growth. The return of Mainland Chinese tourists also helped Japan, Singapore, and Malaysia.
The weighted average occupancy rate at Shangri-La rose 20 percentage points to 62% in 2023 from 42% in 2022. The predicted 2023 RevPAR was £88, up 69% from £52 in 2022. Economic recovery in Mainland China and Hong Kong after border reopening and progress in other destinations due to Chinese outbound travellers increased occupancy.
[image: ]
Figure 1. Revenue for Shangri-La 2022-2023 (Source: Shangri-La Asia Limited Annual Report, 2023)
Travelodge Hotels, created in 1985 in the UK, offers budget-friendly rooms for tourists. Travelodge operates about 600 hotels in the UK, Ireland, and Spain with 46,000 guest rooms (Travelodge Corporate Website, n.d.). More than 80% of Travelodge hotels are in popular urban areas, towns, and vacation places, serving business and leisure travellers. Over 12,000 workers work together to deliver everyday customer service.
In the period ended 30 September 2022, Travelodge's total underlying revenue increased 78.8% to £669.9 million (Thame and London Limited, 2022). The company capitalised on the budget hotel rebound when travel restrictions loosened and clients returned to business and leisure travel, resulting in this huge revenue gain (Thame and London Limited, 2022).
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Table 2. Revenue Travelodge 2021-2022 (Source: Made by author)
[bookmark: _Hlk166012420]Travelodge's 2023 annual financial report shows sales of £1,035.2 million, an increase of 13,7% from 2022(£910.8 million). 
Revenue grew 13.7% to £1,035.2 million due to like-for-like RevPAR and new hotel openings. Leisure and business demand drove a 12.4% like-for-like RevPAR growth in the UK. Revenue increased 27.0%, or £4.0 million, in Spain. Revenue rise was driven by hotels opened since 1 January 2022 estimating and maturing.
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Figure 2. Revenue for Travelodge 2022-2023 (Source: Travelodge Annual Report, 2023)
Shangri-La Hotels and Resorts' revenue grew 46.5% from 2022 to 2023, while Travelodge Hotels grew 13,7%. Shangri-La's strategy of raising pricing and targeting the luxury sector has increased revenue, especially during the economic recovery after the COVID-19 pandemic. Budget hotel chain Travelodge had a 13,7% revenue growth rate, lower than Shangri-La's. This is notable given Travelodge's focus on affordable rooms.
Due to Shangri-La's rising RevPAR, a new equilibrium with higher room rates and occupancy has resulted, so the supply and demand graph for Shangri-La hotels shows how the demand curve has shifted to the right in 2023 through improving business and leisure demand, Chinese travel and growing international tourism.
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 S&D graph for Shangri-La (Source: Class presentation)
The following graph shows the shift of the Travelodge supply curve to the right (New S) indicating an increase in the number of available rooms due to new hotel openings or expansions. Travelodge's financial performance is affected by the change, which results in a new balance of reduced room rates and increased occupancy levels while maintaining the same level of demand.
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S&D for Travelodge (Source: Strategic report for the year ended 31 Dec. 2023)
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Shangri-La Hotels and Resorts dominates the luxury hotel market. Given its Asian presence, the company has a significant luxury market share (Shangri-La.com, 2023). Shangri-La's clients are mostly wealthy leisure and business travellers who value excellent service, luxurious amenities, and prime locations (Hospitality Net, 2021). Its commitment to personalised service and exceptional experiences has earned the company a solid reputation. Travel + Leisure's 2021 "Top 25 Hotel Brands" list boosts Shangri-La's status. 
 The gender distribution statistics (Figure 1) show that Shangri-La's customer base is 48.24% men and 51.76% women. This suggests Shangri-La attracts men and women.[image: A blue circle with black text
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Figure 1. Gender distribution Shangri-La (Source: Similarweb.com)
Age distribution data demonstrates how younger age groups make up a larger portion of Shangri-La's clientele. The age groups that make up the greatest segments are those that fall between 25 and 34, 35 and 44, and then 45 and over (Similarweb.com).
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Figure 2. Age distribution Shangri-La (Source: Similarweb.com)
Travelodge has over 500 UK hotels and dominates the budget hotel sector. Travelodge targets families, business travellers, and leisure travellers who prioritise convenience and price over luxury (Mintel, 2021).  Travelodge is trusted and affordable for budget travellers. By providing basic amenities at reasonable prices and clean, pleasant rooms, the company has earned a good reputation. Travelodge's uncomplicated booking process and regular pricing satisfy its target clientele. Travelodge welcomes guests from abroad; however, the ratio of UK citizens to foreign visitors may change according to location, time of year, and general travel patterns. However, a greater proportion of Travelodge's customer base probably consists of UK citizens given the company's strong domestic presence and emphasis on the UK market.
Travelodge has a balanced gender split with 52.13% men and 47.87% women. This implies that all sexes like Travelodge's cheap offerings. 
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Figure 3. Gender distribution Travelodge (Source: Similarweb.com)
When it comes to Travelodge, the age distribution data indicates the same presence of younger age groups as Shangri-La. The age group of 25–34 makes up the greatest portion, followed by 35–44 and 45-54. According to this age distribution, younger, more frugal travellers are drawn to Travelodge because of its low prices and straightforward lodging. (Similarweb.com)
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Figure 4. Travelodge age distribution (Source: Similarweb.com)
Cliff Bowman's 1995 Strategy Clock model expands Porter's generic strategies. Considering value and pricing elevates competitiveness (Bowman, 1995). Shangri-La Hotels' "differentiation" strategy is shown in Bowman's Strategy Clock position 4. Price more than its competitors yet delivers value. Shangri-La's luxury hospitality market position reflects this strategy.
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Outstanding service, luxurious amenities, and unique experiences justify high rates. Luxury and service cost extra at Shangri-La. Shangri-La may lead luxury hotels with its high-end offerings and strong brand. To compete, the survey recommended the company adapt to current tourists and explore new markets. Also, Sangri-La must pay more attention to its competitors so as Mandarin Oriental Hotel Group, The Jumeirah Hotels and Resorts, and Four Season Hotels & Resorts to maintain its position in the luxury hotel market.
Bowman looks to be Travelodge's Position 2 "low-price" policy. Lower equivalent-goods prices. This suits Travelodge's inexpensive motel niche. It offers budget hotels with minimum amenities. Travelodge's long-standing market presence, great brand recognition, and well-invested portfolio have established the company as the leading brand in the most engaged sector of the UK hotel market, which is one of the world's largest and most stable, ahead of its competitors, such as Holiday Inn and Premier Inn.
[bookmark: _Toc165467035][bookmark: _Toc166175510]Growth Potential
Shangri-La is expanding its presence in important markets like China (20% growth), India (15% growth), Saudi Arabia, and the UAE (10% increase each) (Shangri-La Hotels and Resorts, 2023). New brands like Traders Hotels and Kerry Hotels have helped Shangri-La reach more customers and add 25% to its clientele. Shangri-La benefits from China's (8% annual growth) and India's (6% annual growth) growing middle classes and discretionary money. Shangri-La and other luxury hotels can benefit from 15% more business travel in 2024 as economies recover from the epidemic (World Travel & Tourism Council, 2023).
Shangri-La is planning to develop more hotels in the next two years in Mainland China, and Japan and is also reviewing the development plans for Italy, Thailand, and Myanmar (Annual reports Shangri-La, 2023).  
Travelodge plans to open 10% more hotels in major cities and tourist destinations in the UK by 2025 (Travelodge.com, 2024). Travelodge has largely focused on the UK market but has also explored international expansion, aiming for 5% growth in Europe and 3% in Asia. Due to passengers' cost-consciousness, the budget hotel sector has grown 8% annually, offering Travelodge opportunities (PwC, 2022). Travelodge's large UK market share positions it to capitalise on the 12% domestic tourism growth projected in 2024. 
Travelodge prioritises quality and growth by upgrading to new design rooms, bar cafés, and welcome areas. They aim to improve approximately 50% of the room estate before the end of 2024, investing around £60 million in 2024 (with over 25% presently upgraded). Also, Travelodge paid 210 million pounds in February 2024 to complete the acquisition of 66 properties from LXi REIT  (The Caterer, 2024).
[bookmark: _Toc165467036][bookmark: _Toc166175511]Financial Commitment to CSR (Corporate Social Responsibility)
CSR includes social, economic, and environmental problems in hotel operations. Sustainability, ethical labour, community engagement, cultural preservation, and responsible supply chains are included (Singal, 2015). Shangri-La Hotels' "Sustainable Hospitality" programme promotes ethical business, community involvement, and environmental sustainability through energy efficiency, waste reduction, conservation, education, health, and culture.
Compared to previous years, carbon emissions increased to 869 tonnes CO2e in 2023. One tonne was produced by business travel, whereas thirty tonnes were produced by operational waste. Emissions from scopes 1 and 2 were disregarded.
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Figure1. Carbon Emissions Shangri-La (Source: Sangri-La.com, 2024)
As the primary contributor to Scope 1 and 2 carbon emissions, hotel energy use has increased due to the hospitality sector's recovery. Our total energy use increased by 14% in 2023 compared to 2022. Energy intensity dropped to 240 kWh/m2 (-12% from the 2019 baseline), below our 2023 reduction target of 267 kWh/m2. They will continue to assess and improve energy efficiency to meet the 2030 objective of a 23% reduction in energy intensity compared to our 2019 baseline. Installing Intelligent Building Management Systems (IBMS) in properties can improve energy efficiency (Shangri-la.com, 2024a)
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Figure2. Energy for Shangri-La (Source: Sustainability Report 2023)
Shangri-La wants to lower its single-use plastic intensity by 50% by 2026 and 65% by 2030 from its 2019 baseline. Single-use plastics intensity dropped to 104g per occupied room night in 2023, meeting the 132g reduction goal.(Shangri-La.com, 2024b).
As shown in the "Better Future", Travelodge Hotels has invested £3.2 million in local charities, youth activities, and education and £8 million in energy-efficient technologies and sustainable waste management. LEDs, solar panels, and hot water boiler replacements are helping the corporation lower carbon emissions by 15% by 2025. Travelodge plans to reduce customer water consumption to 100 litres by 2025 from 133 in 2018.
Both organisations invest in CSR, however, Shangri-La's larger size and premium market positioning suggest a stronger sustainability plan, whereas Travelodge's value-driven approach prioritises cost-effective CSR measures and collaborations.
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In today's fast-changing hospitality industry, companies must adapt and innovate to seize new possibilities and stay ahead. These companies must adopt market and customer-specific strategies to be competitive and thrive. 
Shangri-La Hotels & Resorts should persist in investing in its "Sustainable Hospitality" initiative, with a specific focus on enhancing energy efficiency, minimising waste, and actively engaging with the local community. Shangri-La can enhance its dedication to sustainability and establish itself as a leader in responsible luxury hospitality by establishing more ambitious goals and investigating inventive solutions.
For Travelodge is important to increase its presence in significant tourist locations throughout the UK. This will enable the organisation to take advantage of the expanding domestic tourism market and appeal to a broader customer demographic. Travelodge can enhance its market share and revenue by expanding into highly sought-after places.
[bookmark: _Toc165467038][bookmark: _Toc166175513]Conclusion
The hospitality industry is dynamic and requires ongoing adaptation and innovation from organisations. Shangri-La Hotels and Resorts, a luxury brand, and Travelodge Hotels, a bargain chain, demonstrate the need for different methods to serve different markets. Both companies prioritise growth, customer satisfaction, and corporate social responsibility through activities customised to their value propositions and target audiences. These organisations must adapt and innovate to stay competitive in the hospitality market.
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