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[bookmark: _Toc166056795]Executive Summary

The financial management methods and strategies of two prominent hotel companies Shangri-La Hotels and Resorts and Travelodge Hotels are thoroughly analysed and contrasted in this paper. Examining their financial management strategies while taking into account important factors that affect their financial success and sustainability is the goal. Total revenue, market position, growth potential, and financial commitment to Corporate Social Responsibility (CSR) programmes are the four primary aspects of our research. We give precise advice for each hotel organisation based on our research to improve their sustainability and financial success.

[bookmark: _Toc166056796]Introduction
A major driver of the world economy, the hospitality sector provides a wide range of services, from travel and lodging to event organising. The sector has demonstrated tenacity and adaptability in the face of adversities like the COVID-19 pandemic and economic instability. The two main companies in this market that are the subject of this research are Travelodge Hotels, a UK-based business that offers high-quality lodging at reasonable prices, and Shangri-La Hotels, a luxury hotel chain headquartered in Hong Kong. Our objective is to examine and contrast their approaches to financial management concerning overall income, market standing, possibility for expansion, and dedication to Corporate Social Responsibility (CSR) programmes. The purpose is to shed light on the financial management techniques used in the hotel sector and provide suggestions for improving sustainability and financial performance.




1. [bookmark: _Toc166056797]Total Revenue Analysis
[bookmark: _Toc166056798]1.1 Shangri-La Hotels
· [image: A graph of a travel company

Description automatically generated with medium confidence]Shangri-La Hotels announced consolidated revenue of USD 2,141.8 million for the fiscal year ending December 31, 2023, up 46.5% over the previous year. 
· The income from hotel properties, which includes revenue from rooms, food and beverage sales, and auxiliary services, had the highest contribution to consolidated revenue, totalling USD 1,926.3 million. Revenue from rooms climbed the most, by 67.1%, to $1,041.0 million. (Shangri-La Asia Limited, 2024).

[bookmark: _Hlk165577639][bookmark: _Toc166056799]  1.1.1. Revenue trend for Shangri-La Hotels from 2019 to 2023:
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[bookmark: _Toc166056800]1.2 Travelodge Hotels
· Travelodge Hotels also saw a strong financial performance in 2023, with total revenue increasing by 13.7% to reach £1,035.2 million. This marked the first time that the company’s revenue exceeded £1 billion. Travelodge’s revenue growth was supported by increases in both occupancy rates and average room rates. 
· The occupancy rate increased by 2.1 percentage points to 83.8%, while the average room rate increased by 9.5% to £70.53. As a result, the revenue per available room (RevPAR) increased by 12.4% to £59.14. 
· Strong growth in Spain: Travelodge saw strong growth in Spain with revenue up 27.0% (Travelodge, 2023)

1.2.1. [bookmark: _Toc166056801][bookmark: _Hlk165577725]Revenue trend for Travelodge Hotels from 2019 to 2023:
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Description automatically generated](Travelodge, 2023)










[bookmark: _Hlk165578101][bookmark: _Toc166056802]2. Market Position
[bookmark: _Toc166056803]2.1.  4p`s
[bookmark: _Toc166056804][bookmark: _Hlk165332305]2.1.1. Shangri-La Hotels:
·  Product: The brand offers premium services and customer experiences, as well as exceptional eating and wellness facilities.
· [image: A diagram of a company

Description automatically generated]Price: Shangri-La's premium pricing strategy reflects its high-quality and luxurious services. 
· Place: Shangri-La's properties are strategically positioned in key cities and tourism destinations, increasing its worldwide reach and attractiveness to travellers.
·  Promotion: The brand promotes itself through traditional and digital marketing tactics. The company conducts advertising campaigns, collaborations, and internet involvement to retain its prestigious brand reputation.

[bookmark: _Toc166056805]2.2.2. Travelodge Hotels:
· [image: A diagram of a business

Description automatically generated]Product: Travelodge offers low-cost, conventional rooms. The business prioritises simplicity and consistency in its goods, ensuring a comfortable stay without unnecessary features. 
· Price: Additionally, the company offers value-based pricing for budget-conscious guests.
· Place: The company has a strong presence in the UK market and is expanding into other regions like Spain 
· Promotion: Localised marketing tactics, such as internet promotions, direct marketing, and loyalty programmes, are most likely used to attract value seekers. 

[bookmark: _Toc166056806]2.3. Price, Supply, and Demand Dynamics
[bookmark: _Toc166056807]2.3.1. Shangri-La: 
· Price: Shangri-La's luxury positioning enables higher room rates and inelastic demand, leading to a 47% revenue increase in 2023.
Its target market's low price sensitivity allows for sustained high pricing without significant occupancy rate reductions. 
· [image: A diagram of a new d and new d

Description automatically generated]Demand: Strong demand, propelled by global travel resurgence and pandemic restrictions easing in key markets like mainland China and Hong Kong.
· Supply: Occupancy rose from 42% to 64%, reflecting successful supply management aligned with demand. 
[bookmark: _Toc166056808]2.2.3. Travelodge:
· Price Travelodge uses competitive pricing. The company's revenue increased by 16.7% indicating high demand for its value proposition.
· Demand: In contrast to Shangri-La, demand for Travelodge rooms is more elastic, which means that price adjustments can have a substantial impact on the quantity demanded. Travelodge has experienced ongoing high demand for leisure and business travel, driven by events and the brand's quality and value offerings. 
· Supply: Travelodge maintains a high supply of rooms through efficient operations and intelligent expansion, as evidenced by the inauguration of new hotels, including the sixth in Spain. (Travelodge ,2023)



[bookmark: _Toc166056809] 2.4. Market Position on Bowman’s Strategy Clock
[bookmark: _Toc166056810]2.4.1. Shangri-La Hotels vs. Luxury Hotel Competitors:
· Shangri-La Hotels: Positioned at “Focused Differentiation” (Position 5) on Bowman’s Strategy Clock, Shangri-La offers high perceived value at a high price, 
· [image: A diagram of a strategy]Competitors (e.g., Marriott, Hilton, Ritz-Carlton, Jardine Matheson Group): These competitors also target the luxury market, but their strategies may vary. For instance, Marriott and Hilton have a broader range of offerings, from budget to luxury, which might place them in the “Differentiation” (Position 4) or “Hybrid” (Position 3) categories. Ritz-Carlton and Jardine Matheson Group(Mandarin Oriental), like Shangri-La, are likely in the “Focused Differentiation” category due to their emphasis on high-end luxury services. 
[bookmark: _Toc166056811]2.4.2. Travelodge Hotels vs. Budget Hotel Competitors:
·  (
Marketing91. (2018).
)Travelodge Hotels: Positioned at “Low Price” (Position 2) on Bowman’s Strategy Clock, Travelodge competes on price with reasonable quality
· Competitors (e.g., Premier Inn, Holiday Inn Express, Ibis Budget): These competitors also target the budget market, but their strategies may vary. Premier Inn, with its wider range of amenities and larger rooms, might be positioned in the “Hybrid” (Position 3) category. Holiday Inn Express and Ibis Budget, like Travelodge, are likely in the “Low Price” category due to their focus on affordability and standardized accommodations.



[bookmark: _Toc166056812]2.5 Market Share: 
· Shangri-La: With over 100 luxury hotels globally, Shangri-La is a major player in the hospitality sector. Its vast global reach enables it to attract a diverse spectrum of clients, resulting in good financial performance. As the luxury travel market expands, Shangri-La's market share may increase if it continues to develop while maintaining its high service standards. 
· Travelodge enjoys a strong presence in the UK, with 91% brand recognition among hotel consumers. This significant market presence and brand recognition may help its rapid revenue growth. Travelodge's market share could grow even further if it continues to expand into new markets while maintaining its competitive price policy. 

[bookmark: _Toc166056813]2.6 Customer Demographics: 
· Shangri-La targets luxury travellers and business professionals, offering services such as fine dining and wellness facilities. Shangri-La's focus on affluent customers may allow them to continue offering high accommodation prices while still generating significant revenue. As client preferences shift, Shangri-La may need to continually alter its products to satisfy the changing demands and expectations of its target market. 
· Travelodge's marketing approach targets a varied consumer base, including families and younger generations (18-24 years old). This diverse customer base may improve Travelodge's income stability, as it is not unduly reliant on a particular consumer sector. As demographic trends evolve, Travelodge may need to adjust its advertising approach to continue attracting a varied spectrum of

[bookmark: _Toc166056814]2.7 Brand Perception:
· Renowned for its elegant lodgings, high-end amenities, and superb service, Shangri-La is a pioneer of Asian hospitality. This strong brand perception has the potential to increase consumer loyalty and generate repeat business, both of which are critical for financial sustainability. To retain its brand impression, Shangri-La will need to constantly provide great service while staying ahead of developing trends in the luxury hospitality sector.
· Travelodge is known for providing affordable rooms that appeal to 'value seekers'. This compelling value proposition could entice a large number of price-sensitive clients, boosting occupancy rates and revenue growth. To retain its brand awareness, Travelodge must continue to deliver value for money while ensuring that its services satisfy


3. [bookmark: _Toc166056815]Growth potential
[bookmark: _Toc166056816]3.1. Financial Performance:
· In 2023, Shangri-La's consolidated revenue climbed by 46.5% to USD 2,141.8 million, mostly due to a recovery of activity in Mainland China and Hong Kong after borders reopened in early 2023. The weighted average occupancy of its hotels was 62%, up 20 percentage points from 2022. (Shangri-La Asia Limited 2024) 
· In 2023, Travelodge's overall revenue increased 13.7% to £1,035.2 million. The occupancy rate grew by 2.1 points to 83.8%, while the average room cost rose by 9.5% to £70.53. The RevPAR climbed by 12.4%, reaching £59.14. (Thame and London Limited. 2023)


[bookmark: _Toc166056817]3.2.  Expansion Strategies:
· Shangri-La intends to expand in emerging regions, including China and Japan. The brand's emphasis on luxury lodgings and premium services positions it well for expansion into affluent markets. 
· Travelodge aims to grow by opening 15-20 new hotels/year in the UK and also to expand in Spain. The brand's emphasis on affordability and accessibility matches the growing need for low-cost hotels. (Travelodge Property. 2024).  

[bookmark: _Toc166056818]3.3. Market Opportunities:
· Shangri-La: Shangri-La benefits from the growing demand for luxury travel experiences, particularly in the Asia-Pacific region. The brand’s reputation for excellence and its diversified portfolio contribute to its growth potential in key markets.
· Travelodge: Travelodge benefits from increased demand for budget-friendly lodging options, particularly as travel restrictions ease and business travel resumes. The brand’s strategic expansion efforts position it well to capitalize on market opportunities in key regions.
[bookmark: _Toc166056819]3.4. Potential Barriers to Growth:
· Shangri-La, despite its excellent market position, confronts issues such as increased competition and economic uncertainty. Strategic adaptability and innovation are critical to sustaining growth and competitiveness in the sector. 
· Travelodge's expanding goals might be impacted by adverse market circumstances and growing expenses, necessitating effective cost management and operational efficiency. Economic uncertainty and competitive constraints can impede long-term growth in the mid-range hospitality sector. 


4. [bookmark: _Toc166056820]Financial Commitment to CSR
[bookmark: _Toc166056821]4.1. CSR Investment:
· Shangri-La Group has embraced sustainable growth by securing sustainability-linked and green loan facilities worth about USD 3.9 billion. These loans are tied to their sustainability performance, reflecting their commitment to long-term environmental goals. (Shangri-La Group. 2021). Additionally, they’ve ventured into sustainable finance with a Sustainability Linked Dual-Currency Fixed Rate Loan, further integrating sustainability into their financial strategy. (MarketScreener. 2023). 

· Travelodge contributes money to assist CSR activities based on its financial priorities, though the particular funding commitment is not disclosed in the reports. Their continuing brand change, including premium room enhancements and environmental efforts, ensures visitors experience a comfortable stay centred on a good night's sleep

[bookmark: _Toc166056822]4.1.1. Impact on Financial Performance:
According to Shangri-La, meeting established performance criteria with banks will result in lower interest rates. This could result in significant cost reductions, further improving their financial performance
Travelodge's focus on sustainability and efficiency benefits both the environment and corporate performance, leading to higher customer satisfaction
[bookmark: _Toc166056823]4.1.2. Impact on Sustainability:
Shangri-La's CSR initiatives enhance company image and brand value, potentially impacting financial performance. Their dedication to environmental sustainability, employee welfare, and community development can strengthen customer loyalty and attract new customers who respect corporate social responsibility.
Travelodge's focus on sustainability and efficiency benefits the environment, improves business performance, and increases customer happiness


[bookmark: _Toc166056824]4.2. Employee engagement in Corporate Social Responsibility (CSR) 

4.2.1.  Shangri La
· Shangri-La promotes Corporate Social Responsibility by offering temporary homes for disaster assistance and improving brand image and customer loyalty (Shangri-La Group, 2023).
· Shangri-La encourages employees to assist in their communities. Employees participate in sustainability initiatives, They’ve set a target to reduce the use of single-use plastics by 50 per cent from their 2019 baseline by 2026.
· Shangri-La's "Embrace" and "Sanctuary" projects prioritise care for people and nature, with staff playing a vital role in both initiatives.

4.2.2. Travelodge:

• Travelodge has used employee feedback to reduce attrition and increase engagement. They've implemented a four-pronged action plan, which includes creating new management structures and improving training for people managers. (Hive HR. 2019). 
• The company's sustainability plan, 'Better Future,' is based on three basic pillars: inclusiveness, caring, and consciousness. 
• Travelodge engages employees by partnering with charities such as the British Heart Foundation to promote fundraising and awareness events. (Travelodge Sustainability. 2023). 


[bookmark: _Toc166056825]5. Recommendation

· Shangri-La should improve its sustainability initiatives. This can increase brand value, appeal to environmentally concerned travellers, and perhaps save money through resource efficiency for a variety of reasons, including brand value, consumer attractiveness, and cost efficiency. 
· Travelodge should increase its investment in digital marketing tactics. This can help the organisation expand its audience, increase income, and build customer connections. Digital marketing enables personalised advertising, real-time customer feedback, and data-driven changes to marketing plans. It's an inexpensive approach to connect with customers and foster brand loyalty.






6. [bookmark: _Toc166056826]Conclusion:

The revenue disparity between them can be attributed to operational scale, market reach, and industry placement. Shangri-La's luxury positioning allows for greater costs and RevPAR, while Travelodge's budget strategy may result in better occupancy rates but lower average revenue per room. 

Both hotel companies are successfully executing their strategies, as indicated by revenue growth. They face obstacles such as shifting consumer preferences, legislative changes, and the need to continue investing in sustainability initiatives. They aggressively involve their staff in CSR activities, instilling a sense of social responsibility and sustainability. Shangri-La focuses on environmental impact and community development, whereas Travelodge prioritises inclusivity, well-being, and responsible operations. These projects benefit society and the environment, while also increasing employee engagement and company reputation.




















[bookmark: _Toc166056827]Reference


1. George, R. (2021). Tourism and Hospitality Products, Branding, and Pricing. In Marketing Tourism and Hospitality: Concepts and Cases (pp. 249-283). Cham: Springer International Publishing. (Accessed: 3 May 2024)
2. Gursoy, D., Buttle, F., & Bowie, D. (2022). Hospitality Marketing: Principles and Practices. Routledge.  (Accessed: 1 May 2024)
3. He, K. (2024). Shangri-La Returned to Profit in 2023 as Revenue Jumped 47% on Travel Recovery. Mingtiandi. Available at: https://www.mingtiandi.com/real-estate/finance/shangri-la-returned-to-profit-in-2023-as-revenue-jumped-47-on-travel-recovery/ (Accessed: 2024).
4. [bookmark: _Hlk166014672]Hive HR. (2019). Customer Stories: Travelodge. Available at: https://www.hive.hr/customer-stories/travelodge/ (Accessed: 9 May 2024)
5. Hospitality Investor. (2023). Travelodge to open 300 more UK hotels following record first half. Available at: https://www.hospitalityinvestor.com/brands/travelodge-open-300-more-uk-hotels-following-record-first-half (Accessed: 4 May 2024)
6. Hospitality Net. (2021) ‘Shangri-La Group Releases 2020 Full Year Results’, available at: https://www.hospitalitynet.org/news/4103652.html (Accessed: 6 May 2024)
7. Landry, L. (2018). Finance for Non-Finance Professionals: Finance Terms to Know. HBS Online. Available at: https://online.hbs.edu/blog/post/finance-for-non-finance-professionals-finance-terms-to-know (Accessed: 1 May 2024)
8. Marketing91. (2018). Bowman’s Strategy Clock. [image] Available at: https://www.marketing91.com/wp-content/uploads/2018/09/Bowman%E2%80%99s-Strategy-Clock-2.jpg (Accessed 8 May 2024).
9. [bookmark: _Hlk166009890]MarketScreener. (2023). Shangri-La Group Releases 2023 Interim Results. Available at: https://www.marketscreener.com/quote/stock/SHANGRI-LA-ASIA-LIMITED-1412698/news/Shangri-La-Group-Releases-2023-Interim-Results-44756705/ (Accessed: 8 May 2024)
10. MBA Skool. (n.d). Shangri-La Hotels Marketing Strategy & Marketing Mix (4Ps). Available at: https://www.mbaskool.com/marketing-mix/services/17728-shangri-la-hotels.html (Accessed: 2 May 2024)
11. [bookmark: _Hlk166010932]Shangri-La Asia Limited (2024) Final Results Announcement, Shangri-La Hotels and Resorts. Available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/Investor/Files/Public-Disclosures/Latest-Top-Publications/2024-03-22-Final-Results-Announcement_E.pdf (Accessed: 3 May 2024).
12. Shangri-La Experiences. (n.d). Community and Social Impact. Available at: https://www.shangrilaexperiences.com/community-and-social-impact (Accessed: 8 May 2024)
13. Shangri-La Group. (2019) ‘Annual Report’, available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/Investor/Files/Public-Disclosures/Financial-Information/Financial-Reports/2019Annual-Report-Eng.pdf  (Accessed: 4 May 2024)
14. Shangri-La Group. (2021) ‘Annual Report’, available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/Investor/Files/Public-Disclosures/Latest-Top-Publications/2021_Annual-Report_E.pdf  (Accessed: 6 May 2024)
15. [bookmark: _Hlk166013943]Shangri-La Group. (2021). Sustainability Report. [PDF] Available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/OurStory/Files/Community-And-Social-Impact/Sustainability-Reports/2021_SustainabilityReport.pdf (Accessed: 2 May 2024)
16. Shangri-La Group. (2023) ‘Final Results’, available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/Investor/Files/Public-Disclosures/Latest-Top-Publications/e_final-results_20230324.pdf  (Accessed: 3 May 2024)
17. [bookmark: _Hlk166013781]Shangri-La Group. (2023). Interim Results Presentation. [PDF] Available at: https://sitecore-cd.shangri-la.com/-/media/Project/Shangri-La-Group/Investor/Files/Public-Disclosures/Latest-Top-Publications/2023InterimResultsPresentation-E.pdf (Accessed: 8 May 2024)
18. Shangri-La Singapore. (n.d). Corporate Social Responsibility. Available at: https://www.shangri-la.com/singapore/shangrila/about/corporate-social-responsibility/shangrila-singapore-csr/ (Accessed: 7 May 2024)
19. Susanto, J. M., & Agfianto, T. (2023). The Insignificant Impact of Eco-Green Concept as a Marketing Strategy in the Hospitality Industry. In E3S Web of Conferences (Vol. 454, p. 03005). EDP Sciences. (Accessed: 1 May 2024)
20. Travelodge (2023) Travelodge officially opens its sixth Spanish hotel in Madrid. Available at: https://www.travelodge.co.uk/our-business/blog/2023/10/25/travelodge-officially-opens-its-sixth-spanish-hotel-in-madrid/ (Accessed: 8 May 2024).
21. Travelodge Property Development. (2024). Record full year performance with Travelodge well positioned for long-term growth. Available at: https://www.travelodgeproperty.co.uk/blog/2024/03/28/record-full-year-performance-with-travelodge-well-positioned-for-long-term-growth/ (Accessed: 30 May 2024).
22. [bookmark: _Hlk166014845]Travelodge Sustainability. (2023). Better Future Report. [PDF] Available at: https://www.travelodgesustainability.co.uk/wp-content/uploads/sites/2/2023/05/Better-Future-Report-2023.pdf (Accessed: 9 May 2024)
23. Travelodge. (2022). Travelodge launches its new sustainability plan ‘Better Future’. Available at: https://www.travelodge.co.uk/press-centre/press-releases/Travelodge-launches-its-new-sustainability-plan-%E2%80%98Better-Future%E2%80%99 (Accessed: 1 May 2024)
24. Travelodge. (2023) ‘Travelodge Reveals 2023 Plans for Its Sustainability Programme - Better Future’, available at: https://www.travelodge.co.uk/our-business/blog/2023/06/15/travelodge-reveals-2023-plans-for-its-sustainability-programme-better-future/  (Accessed: 5 May 2024)
25. Travelodge. (n.d). Home - Investors. Available at: https://www.travelodge.co.uk/investors/home (Accessed: (Accessed: 3 May 2024)
26. Wu, S. Y. (2021). A Study on Promotion Strategies and Purchase Intention during the epidemic situation-In the Travelodge Industry. (Accessed: 5 May 2024)
27. Yang, G., Li, P., Zheng, B., & Zhang, Y. (2008). GHG Emission-Based Eco-Efficiency Study on Tourism Itinerary Products in Shangri-La, Yunnan Province, China. Current Issues in Tourism, 11(6), 604–622. Available at: https://www.tandfonline.com/doi/abs/10.1080/13683500802475943 (Accessed: 1 May 2024)
2

image3.png
Revenue (£m)

oo

910
728

2019 2020 2021 2022 2023




image4.png




image5.png




image6.png




image7.png
Perceived value to the customer

Low

Low price VAR

Low price and \\\
low added value

o

Loss of
market share

Focused

differentiation

" Monopoly

pricing

Risky high
‘ margins

Low

Price

High




image1.png
Total Revenue Growth (2022-2023)

£909M INENNERNEREEEND |  Travelodge Hotels (2022)
s1,45700 | [ NNNNNNRENENERNEERR AR |  shangri-La Hotels (2022)
I
£1,035M | INENNENNENEENEEEEEE (+13.7%) |  Travelodge Hotels (2023)

$2,242¢ | NEENENNNNERNRNRRNRNRRRRRRNRNRNRNRNNNNNNRNEN (+45.5%) | Shangri-La Hotels (2623)
\
I





image2.png
Chart Area

2,431.2 million.

2,141.8 million.

1,462.1 million.

1,241.0 million

1,033.4 million

2019

Shangri-La total revenue 2019-2023

2020 2021

S TiES 2w Column1

2022

2023




