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[bookmark: _Toc166161490]Introduction 
It is significant for any sort of organisation to perform financial analysis so that proper status can be implemented in that case to determine the growth prospect of the business (Matthew, 2022). Hospitality industry in the UK is very competitive as several key players are conducting their hotel services in the market. Shangri-La Hotels and Travelodge Hotels are the two prominent companies in the hospitality industry. Several hospitality services are conducted by the two companies in the market accordingly. The purpose of this report is to evaluate their respective approaches to financial management. For performing the task, critical areas will be considered for analysing where the impact of their financial performance and sustainability will be evaluated. This comprehensive business report includes critical prism of the Shangri-La Hotel Group and Travelodge Hotels determining their financial management strategies and practices. Airtel comparison will be made in this report including total revenue, market position, growth potential and financial commitment to CSR. Related recommendations will also be made in the seaport according to the requirement of the task.
[bookmark: _Toc166161491]Comparison between financial management studies and practices of Shangri-La Hotel Group and Travelodge Hotels 
[bookmark: _Toc166161492]Total revenue 
Total revenue of Shangri-La Hotel Group in 2022 was $1462.15 million. The company made a gross profit of $686.52 million. The company obtained revenue as other gains where the amount was £108.91 million. The company made revenue from share of profit of associates where the amount was $190.77 million. There was growing friend of making revenue by the business because of photo revenue was $1241.05 million in 2021. It has been acknowledged that the company made overall loss of the year in 2020 and the amount was $187.45 million. It has been acknowledged that there were certain driving factors in that case determining the growth of revenue in 2022. Cost of sales and expense were lower in 2021 for which the company made significant growth of revenue in 2022 (Shangri-La Hotel Group, 2023).
Total revenue of Travelodge in 2022 was £896.10 million and it was £1016.50 million in 2023. Operating profit was £259.10 million in 2022 and £318.10 million in 2023. The company also generated revenue from other sources of income and the amount was £0.6 million in both the two years. The company made growth orientation of revenue in 2023 for having higher service revenue. It can be acknowledged that the company was in better condition because of providing higher austerity services (GOV.UK, 2024). 
[bookmark: _Toc166161493]Market position 
It is significant to analyse the market position effectively so that the current scenario can be acknowledged in a very significant way. After understanding the market position determining market share, customer dynamics and so on, can be significant for the organisation to implement effective intelligence to determine growth and development of the business. 
Shangri-La Hotel Group has been significant in obtaining larger market share in the Asian region but the organisation has lower footprint globally. The hotel group deals with strong presents in Asia Pacific by focusing on certain hospitality services (Shangri-La Hotel Group, 2023). Regional focus is determined by the organisation in that case. The company has a focus on luxury segment through hospitality reserve size are determined for the customers having higher economic power. Affluent travellers speaking luxury experience at the target customer groups of the organisation customers who are high income earners are likely to get target it from the hospitality company. Mainly upper middle class and above are the target customer groups in that case. According to Makanyeza, Svotwa and Jaiyeoba (2021), customer segmentation according to orientation of demographic orientation is signified of the age of the consumers. Customers are targeted as per age which can vary depending on location. Travelers who are on vacations determining luxury travel at the common guest of the hotel group. The company has its operations globally but focus is given highly on guests from Asia. Brand perception of the organisation is determined accordingly as per the contact of providing luxurious facilities and services. Personalised service is provided to the guests which is inspired from Asian traditions (Mercan et al., 2020). There is unique location of the hospital company in this case where post of the hotels and resorts are in crime city or without destinations. It can be acknowledged and stated that Shangri-La Hotel Group caters to a niche market seeking luxurious and cultural oriented travellers.
George (2021) said that Travelodge deals with specific market positioning in the hospital industry determining related hospitality services and functions. Performance is drive and by strong customer demand where there were record breaking trading days and please including Wimbledon. The company is determined enough to make investment to string them brand and drive growth in a continuous growth prospect (Giousmpasoglou and Hua, 2020). The company has launched new multi-channel brand campaign in September 2023 for the prospect of accelerating the business deals. It can be stated that the husband is well positioned in the budget hotel sector. Focus is given highly on the country determining and catering budget-oriented services. The company has been determined enough with robust demand from the diverse makes of laser and business customers. The company launched their first new brand campaign for 7 years in September 2023 and the response was quite positive. Brand recognition orientation and awareness have been very significant for the organisation to perform its hospitality services.
[bookmark: _Toc166161494]Growth potential 
Both the two organisations determine the growth prospect and potential in a very significant manner and their opportunities to evaluate the growth orientation effectively. Market opportunities are quite positive for both the two companies through which the barriers to grow can be handled in a very effective way. There are certain market opportunities and market expansion strategies through which New market can be selected in that case for the Business expansion. The aspect can be evaluated by determining and implementing Bowman’s Strategy Clock (Villagrasa, Sánchez and Donaldson, 2022). 
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Figure: Bowman’s Clock (Source: (Arsahd and Yazdanifard , 2017)

The model is very significant for the firms and determining the orientation of having sustainable competitive advantage and better positioning in the market. The model is applied where there are certain scenarios where related strategies are applied. 
Low price, low added value: This is the positioning of the business where the organisation deals with no-frills strategy. Both Shangri-La Hotel Group and Travelodge Hotels are subjected to focus highly on determining low price and low added value in terms of contact in business in a new market. Customers are mostly target in this stage who has orientation of price sensitivity. 
Low price: This is the position when the organisation focuses on keeping low price according to obtaining competitive advantage with acceptable quality (Weston and Nnadi, 2021). 
Hybrid: While determining the market expansion, Shangri-La Hotel Group and Travelodge Hotels can determine hybrid strategy. It is applied for the prospect of keeping a balance of price and perceived added value. Customers are targeted who are subjected to look for the best services along with or reasonable price. 
Differentiation: This is the strategic orientation when organisation adopts a different session strategy. Products and services are offered at a premium price significantly. Shangri-La Hotels mainly deal with this sort of strategy as per the growth prospect of the business. 
Focused differentiation: This position of the business signifies the orientation where niche markets are targeted specification mining specialised products and services. Travelodge mainly focuses on determining this strategy as per the orientation of determining growth prospect of the business.
Risky high margin: Companies determine this strategic situation when the company is in the position with high prices for low value products. Hospitality services are often introduced to the customer focusing highly on attracting the customers (Felicetti, Corvello and Ammirato, 2023). 
Monopoly pricing: Monopoly positioning of the business and pricing orientation are associated when the organisation has the purpose to set price due to lack of competition. The company can go for determining premium pricing strategy in that case of having the opportunity to lead the market.
Loss of market share: This is the stage of the business organisation deals with orientation of losing market share. Prices are not differentiated and the offerings are not significant for which the business firm starts losing market share. 
The model is back to understand the requirement of implementing certain strategies in the market. Related deficiency can be identified significantly and the organisation can be able in that case to execute the strategic orientation significantly.
There are potential barriers to growth for both organisations. Unstable political scenario, higher inflation rate, competitive portfolio and so on are the possible barriers to growth of the businesses.
[bookmark: _Toc166161495]Financial commitment to CSR 
CSR initiatives of the organisations can we demonstrated effectively with the application of the triple bottom line approach. It is the business concept which is without edition should make commitment their social and environmental impact in addition to their financial performance. The triple bottom line can be broken down into three Ps-profit, people and the planet (Kanashiro et al., 2020). 
Financial commitment to CSR initiatives includes the orientation of profits. Success ratio of a business is mainly connected with the orientation of its financial performance. Profit is generated for the shareholders and it is the commitment of the organisation to the shareholders to deliver regular return on their investment. It is also necessary for the organisation to determine strategic planning initiative and providing key business decisions for the prospect of determining growth of the business. The goal must be integrated of maximising profits while reducing costs and mitigating risks (Kang and Yoon, 2018). 
Shangri-La Hotels and Travelodge Hotels are committed financially according to the aspect of maintaining and ensuring profitability for the shareholders (Shangri-La Hotel Group, 2023). Both the two companies are committed according to orientation of delivered profitability regularly. Investors are likely to get inform from the organisation according to determining investment portfolio. CSR initiatives and where the nation is financially committed to the investors and the shareholders. 
[bookmark: _Toc166161496]Recommendations 
Financial competition and evaluation of Shangri-La Hotel Group and Travelodge Hotels has been conducted. There are certain areas of development for both the two organisations. It is recommended to the management of the organisation to go for effective pricing strategy as per the context of targeting more customers. 
It is recommended to the organisations according to the aspect of aligning goal of the business with effective financial initiatives regarding financial commitment.


[bookmark: _Toc166161497]Conclusion 
Shangri-La Hotels and Travelodge Hotels are the two prominent companies in the hospitality industry. Several hospitality services are conducted by the two companies in the market accordingly. The purpose of this report has been related to evaluate their respective approaches to financial management. For performing the task, critical areas have been considered for analysing where the impact of their financial performance and sustainability have been evaluated. This comprehensive business report includes critical orientation of the Shangri-La Hotel Group and Travelodge Hotels determining their financial management strategies and practices. A comparison has been made in this report including total revenue, market position, growth potential and financial commitment to CSR. Related recommendations have also been made in the seaport according to the requirement of the task.
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