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[bookmark: _Toc166246008]Executive Summary
Technological advancements, ecological concerns, and hotel trends are all driving ongoing change in the hospitality sector. Shangri-La Hotels and Travelodge Hotels employ distinct tactics to maintain their competitiveness. Over the last five years, both firms' income has been greatly impacted by the COVID-19 epidemic. However, notable advancements and flexibility have been shown since 2021.
Targeting the luxury market, Shangri-La is in direct competition with names like Hyatt, Peninsula, and Four Seasons. Their level of presence and market share is lesser in European and North American regions. Travelodge competes against Premier Inn, Holiday Inn, and Easy Hotel by targeting economical travellers. Their focus on the UK market puts them in competition with other budget-friendly hotel companies. 
Shangri-La and Travelodge cater to the same demographic as other high-end and economical hotels. Their primary demographic consists of individuals aged 25 to 34 seeking accommodations that are either luxurious or affordable. Market analysis points out Shangri-La's well-known luxury brand in Asia and Oceania, where they rival other luxury chains. Travelodge's emphasis on the UK market places them in rivalry with other budget hotel brands. Maintaining corporate social responsibility (CSR) is a priority for both companies. Shangri-La prioritises sustainability and community involvement, whilst Travelodge concentrates on healthcare programmes and aims to achieve net zero emissions.
In conclusion, Shangri-La, and Travelodge both have opportunities for future expansion. Shangri-La should consider investing in technological advancements to improve guest experiences and boost competitiveness with renowned luxury brands. Travelodge is thinking about expanding internationally to expand its reach and take advantage of the growth in global tourism. Furthermore, their focus would be on efficiency in terms of cost and adjusting to the evolving dynamics of the budget hotels sector. In general, both businesses must adjust to shifting market trends, show dedication to corporate social responsibility, and successfully navigate the competitive landscape to thrive.
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[bookmark: _Toc166246009]Introduction
The hotel industry is constantly changing. Growing tourism and changing guest preferences create new opportunities, while the importance of sustainability and technology increases (Ianioglo & Rissanen, 2020). Adaptability and flexibility are required in the face of economic and geopolitical challenges (Tymchuk, Neshchadym & Kyryliuk, 2023). Shangri-La and Travelodge focus on these areas, which is essential for a successful future. This report examines the financial performance of both the Shangri-La and Travelodge. An analysis has been conducted over the previous five years. Both companies have suffered significant revenue losses due to COVID-19, causing them to reassess their financial tactics.
There are several key factors evaluated in this report, including overall revenue, market positioning, growth opportunities, and corporate social responsibility (CSR). The objective is to examine these factors, comprehend the financial management strategies of both companies, and provide recommendations for enhancing their financial well-being and fostering their ongoing expansion.
[bookmark: _Toc166246010]Financial Analysis
[bookmark: _Toc166246011]Year 2019
[bookmark: _Toc166246012]Shangri-La had revenues of £1,923.M in 2019, while Travelodge earned £727.9M, a 3% drop for Shangri-La and a 5% increase for Travelodge compared to last year (Shangri-La Group, 2021; Travelodge, 2021). The reduction was caused by political unrest in Hong Kong and terrorist acts in Sri Lanka, according to Shangri-La's annual report. According to research by Akamavi, Ibrahim and Swaray (2022), these events can cause serious revenue and profit losses, as political instability reduces tourist traffic and bookings, and airlines may cancel flights to the region.
In contrast, Travelodge's revenue growth can be attributed to demand for value for money accommodation, according to Travelodge’s annual report (Travelodge, 2021). Refurbished hotels can charge higher prices and are more attractive to those looking for comfortable and affordable accommodation options (Turner & Hesford, 2018).
Shangri-La's revenue model focuses primarily on high-value guest experiences, emphasizing premium room rates, dining options and additional hospitality services. In contrast, Travelodge focuses on the full use of rooms, with breakfast and basic services.
Year 2020
[bookmark: _Toc166246013]All companies saw a notable decrease due to the 2020 pandemic. Hollander (2022) reported a 46% decrease in global hotel revenue to $198.6B.  Shangri-La's revenue fell 57.5% to £817.40M, while Travelodge's fell 61% to £284.40M compared with the previous year. The decrease in income was primarily due to a significant decrease in travel demands due to the epidemic restrictions and fear. Furthermore, Brexit is expected to adversely affect Travelodge's earnings in the UK due to creating uncertainty and altering travel habits and guest volumes. 
Shangri-La responded to the epidemic with the Cares program, in the framework of which hygiene and safety protocols were tightened in all hotels to make guests feel safe, while Travelodge sought to maintain a safe environment with the Protect+ program. In addition, 1 million rooms were offered at £25 or less per night to minimize the loss of revenue (McGuinness, 2020).
Year 2021
[bookmark: _Toc166246014]Analysis of their annual reports highlights strong revenue recovery for both companies. Shangri-La saw 20% increase to £981.75M, while Travelodge experienced more significant 97% growth, reach £559.8M in revenue (Shangri-La Group, 2023; Travelodge, 2023).
The pandemic's effects on the hotel sector were quickly overcome in 2021. Successful tactics, rising demand for travel, and the reopening of markets are all factors contributing to Shangri-La's improved income. The company uses VR and AR technology in marketing to attract customers. As the first luxury brand to adopt VR technology, Shangri-La saw a huge opportunity to enhance global sales and customer experience (Thelen, 2022). 
Travelodge's significant revenue growth comes from seizing new market opportunities. The company's record income was achieved through the revitalisation of local tourism, launching, and renovating new hotels, and implementing an adaptable business approach (Corser, 2022).
Year 2022
[bookmark: _Toc166246015]In their annual reports, both hotel groups revenue grew in 2022 over the years (Shangri-La Group, 2023; Travelodge, 2023). Revenue of Shangri-La increased by 18% to £1.156.49M, while Travelodge income increased by 62.5% to £909.9M.
The increase in revenue might be attributed to several sources. Bookings and traveller numbers increased once COVID-19 limitations were lifted (Simpson, 2022). The influence of the Shangri-La loyalty programme and the promotion of direct bookings on the company's development were highlighted in. 
Travelodge's 2022 report states that improvements to "budget luxe" lodging and the rebound of local tourism were the primary drivers of the income gain. The company's flexible pricing categories also helped them adapt more effectively to economic uncertainties.
Year 2023
[bookmark: _Toc166246016]Shangri-La made £1,694.53M in revenue, according to their annual financial records, whereas Travelodge's revenue rose to £1,035.2M (Shangri-La Group, 2024a; Travelodge, 2024a). Travelodge reported an increase of 14% while Shangri-La saw a gain of 46.5% over the previous year. 
The return of Shangri-La's profitability was mostly caused by the easing of epidemic regulations and the resumption of foreign tourism. The company's further growth was supported by the return of Chinese travellers and strong demand in multiple regions (He, 2024).
Travelodge experienced growth thanks to strong demand in business and leisure tourism, especially during events like Eurovision and Wimbledon. The company invested in new hotels and brand campaigns, further strengthening its position in the market (Seo, 2024).
An analysis of the annual reports shows that both Shangri-La and Travelodge experienced growth in demand, prices and volume delivered over the 5-year period. Shangri-La showed a stronger recovery after the epidemic, while Travelodge's value-based strategy remained attractive to guests during the epidemic.
Table 1. Financial Analysis / Performance
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[bookmark: _Toc166246017]Market position
Shangri-La's presence in Asia and Oceania is strong, especially in China, Japan, and India. In Europe and North America, however, its market share falls short of Travelodge. While Shangri-La dominates the luxury hotel space, Travelodge is one of the leading player in the budget hotel market. Abdullah's (2015) study shows that Shangri-La is the top luxury hotel chain in the Asia Pacific area.
Regarding Travelodge, it holds a solid market presence in the UK, especially among budget-conscious travellers. Their expansion plans are also well demonstrated by their activities in Spain and Ireland (Travelodge, 2024a). Although the UK remains the company's primary market, this expansion will allow the brand to gain greater awareness and a stronger presence in additional European markets.
In terms of customer demographics, Shangri-La and Travelodge have similar customer profiles. Both hotel brands primarily serve the younger age group, who are looking for upscale or affordable accommodation.
[bookmark: _Toc166246018]Table 2. Website Visitors' Demographics
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The Shangri-La London hotel is ranked 4th in the ranking of London hotels by Tripadvisor, receiving extremely positive feedback from guests (Tripadvisor, 2024a). The hotel's active social media presence further increases brand awareness. The Travelodge Central London (Southwark) hotel also received favourable reviews, although it is ranked 617th among London hotels and its social media presence is not as prominent (Tripadvisor, 2024b). Overall, both hotel chains operate successfully in the London market and are important players in the city's tourism offer.
[bookmark: _Toc166246019]Table 3. Social Media Presences
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[bookmark: _Toc166246020]Table 4. Bowman's Strategy Clock
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(Self-Developed)
The Bowman Strategy Clock is an effective tool for analysing and comparing the competitive strategies of hotels, helping to understand their market positioning and determine future strategic directions (Koseoglu et al., 2018).   
Shangri-La Hotels has a balanced strategy in the “Differentiated Strategy with Limited Price Premium” category. They offer an outstanding premium experience in iconic locations, luxurious amenities, and outstanding guest services. Their competitive advantage compared to their competitors (Four Seasons, Peninsula and Hyatt) is the balanced price-value ratio in the luxury category. Their competitive disadvantage, however, is a more limited global presence compared to the largest luxury chains.
Travelodge has many strengths. With extremely competitive pricing, it usually offers the lowest prices of the four chains, making it attractive to budget-conscious travellers. Located in prime tourist destinations and major cities, it has a wide network throughout the UK. In the UK market, Travelodge is a well-known brand, particularly among bargain hunters. The rooms are simple but efficient, clean, and comfortable with the bare minimum of facilities.
[bookmark: _Toc166246021]However, it also has its weaknesses. Travelodge offers a minimalist experience and does not provide extra services that are available in other chains. They currently have most of their hotels in Europe, which limits their global reach.
Growth Potential
[bookmark: _Toc166246022]Shangri-La focus on the growing Chinese market and the luxury segment. The company is committed to the Chinese market, as shown by the opening two hotels in 2024. Their dedication to sustainability is a crucial part of their extended plan, showcased through their ESG structure titled "Stay, Savour and Shine". Economic programs like Saudi Arabia's Vision 2030 are creating fresh possibilities for the hospitality sector in the Middle East (Alqahtani, 2023). 
Travelodge focuses on expanding the domestic travel market and cost-effective growth (Hodgson, 2018). The company plans to open a further six hotels in the UK by 2024 and is accelerating a refurbishment program at existing hotels. By developing their operating model, the company increases efficiency and improves the quality of its hotels. The growth of the domestic travel market offers further growth opportunities for the company. Travelodge has announced plans to open 300 new hotels in the UK, an investment of £3 billion, including targeting Majorca with expansion into Spain, as well as significant growth in Spain (Price, 2023; Ensor, 2023). 
Both hotel chains have significant growth potential, but they need to manage well the impact of economic fluctuations, which can negatively affect the tourism market and the hotel industry (Ozdemir, Han & Dalbor, 2021). To thrive, both hotel brands must be willing to adapt and create unique ideas to stay ahead of the competition.
Financial Commitment to CSR
Both Shangri-La and Travelodge place great emphasis on CSR. Shangri-La has demonstrated its commitment by investing $3.9 billion in sustainability and green bond loans (Shangri-La Group, 2024b). In October 2022, a campaign "for a plastic-free future" was launched among China's hotels. They stopped bringing water in disposable plastic bottles to banquets and meetings, instead using glass bottles, water jugs and mobile water dispensers. Since 2019, the packaging of its slippers has been replaced with paper, so 11 tons of plastic are saved every year. Their goal is to reduce the amount of disposable plastic used by guests by 2026 compared to the 2019 level (Hong, 2023).
Travelodge also places a great emphasis on CSR. In 2022, they dedicated £5 million towards its "Better Future" initiative and partnered with the British Heart Foundation to provide vital CPR training. Their commitment matches their ambitious target of reaching zero net operations by 2050, backed by continual investments in energy-efficient technologies and focused cuts in emissions. Travelodge aims to reduce waste by 20% by 2025. In addition, there was a 10% decrease in waste, a positive outcome, although achieving the goal still requires significant progress (Travelodge, 2024b). 
The CSR involvement of Shangri-La and Travelodge can be clearly illustrated with the help of the CSR Pyramid. Both chains are actively involved in all levels of the pyramid. Shangri-La is highly committed to ethical and philanthropic responsibility through environmental goals, support of local communities and responsible sourcing practices. Travelodge is similarly active in all three areas, demonstrating exemplary social responsibility with net zero emission targets, waste reduction, first aid (CPR) training and the creation of an inclusive workplace environment. Both companies have excellent CSR performance.
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[bookmark: _Toc166246024]Conclusion
Over the past five years, Shangri-La and Travelodge have demonstrated divergent strategic responses to evolving economic landscapes. Shangri-La's expansion into emerging luxury markets and its new property openings in key Asian cities exemplify its global luxury focus. Travelodge's strategic investment in its UK-based hotel network and its affordability-focused marketing campaigns underscore its commitment to the domestic value segment. While both exhibit strong CSR initiatives, Shangri-La prioritises sustainable practices and community partnerships, whereas Travelodge targets healthcare accessibility and ambitious net-zero goals. 
Overall, both Shangri-La and Travelodge appear well-positioned for future growth. Success will depend on their adaptability to shifting market conditions and their demonstrated commitment to CSR initiatives. The research of Darvishmotevali, Altinay & Köseoglu (2020) supports that the divergent strategic responses in the hospitality industry are closely related to the changing economic environment.
[bookmark: _Toc166246025][bookmark: _Hlk166256510]Recommendation
Shangri-La: The group should focus on technological innovation and digital transformation. While they effectively use AR and VR technology in marketing, further developments are needed in this area. According to Rahimian et al. (2021), leveraging digital technologies is crucial for improving guest experience and staying ahead in the hotel industry. They may consider enhancing their online reservation and experience platforms and integrating intelligent room technologies or automated guest service systems to enhance efficiency and guest happiness. It is important for them to further develop technological infrastructures to stay competitive and better serve their guests.
Travelodge: The group could consider further international expansion to increase market share and revenue. Regions with strong domestic travel demand and tourism, such as some European countries or the USA, should be given special attention. Additionally, it is important to maintain existing properties and adopt flexible business strategies to ensure competitiveness and long-term sustainability. International expansion offers opportunities for growth in market share and revenue, particularly in regions with strong domestic travel demand and tourism (Garcia-Almeida & Yu, 2015).
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