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[bookmark: _Toc164698532]Introduction 
This report mainly enumerates a general comparative analysis between two different hospitality businesses that are incorporated in the United Kingdom. Those organisations are Shangri-La Hotels and Travelodge Hotels Along with the revenue position the present market performances, growth initiatives and also CSR analysis have been provided to identify the benchmarking approach of both the businesses. 
[bookmark: _Toc164698533]Details of business
As per the market and industrial position, Shangri-La Hotel is identified as one of the finest hotels in the United Kingdom whose parent company belongs to China. The business is used to serve an immense number of customers and also facilitate luxurious rooms as per demand. The involvement of a differentiated service engagement and pricing is one of the primary USPs for this business that used to provide proper incremental satisfaction to the customers (Ali and Anwar, 2021). The current brand image and the initiated 24-hour customer service are some of the potential approaches in this business which attract more customers and formulate the business developmental support. Additionally, the overall occupancy rate of the business in the United Kingdom is 62% compared to the previous position of 37%. The volume of RevPAR is USD483 in the present period which indicates an optimised marketing positioning support for this business in the market of the United Kingdom (shangri-la.com, 2022). 
Travelodge is also identified as a hospitality business that is incorporated in the United Kingdom and it mainly operated since the period of 1985. It is money used to serve in some of the parts of the United Kingdom, Ireland and Spain. For this business reasonable pricing and also the customer-centric approach is one of the primary approaches with the existence of a variety of service processing. The present service and the promotional attribute formulate the branding image of this business in a formulated basis that mainly enhances the market development positioning level of this business on a progressive basis. In the period 2022, the level of RevPAR level in this business is 52.59 with a volume of rooms around 45761 that indicates an optimised marketing opportunity for the business in present market position (travelodge.co.uk, 2022). 
[bookmark: _Toc164698534]Comparative value of revenue 
According to the general initiative with the volume of customers generally, the level of revenues is expanded providing an opportunity for the development of business compatibility growth in a proper manner. In association with the basic operating approach with the formulation of a positive strategic initiative, the primary level of business values can effectively be increased providing an opportunity for the business growth positioning approach. Associated with the present operating position the general level of branding approach of the business also formulates the revenue structure that brings the revenue and operating growth on an effective basis.  
At the present position, in Shangri-La, the initiative of branding development including the optimised marketing structure formulates a progressive revenue positioning support in the business that provides an optimised profit initiative approach.  In relation to the present operating position general revenue development or growth has been initiated in the present period in this business that formulates a proper earning positioning support (Drury, 2021). 
[image: ]
As per the basic analysis, the volume of hotel property income from the business has expanded from the level of 1049.4 million to the level of 1261.9 million indicating around 20.2% progress on a consolidated basis. Associated with the same approach, the level of earnings related to hotel management and related service position of the business indicates a 10.20% expanded positioning approach that initiates a proper business development approach (shangri-la.com, 2022). In association with the general operating position the present level of marketing position including the operating performance, and branding image of the business initiates a properly expanded level of business revenue up to 17.80% that formulates the value positioning growth on an effective basis. 
Associated with the general operating position, the identified revenue position for the business of Travelodge represents a sustainable development approach including an optimised marketing stability positioning support. 
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As per the basic identification support, the engagement of the current revenue level of the business indicates a progressive revenue growth position of up to 212.9 million in the present period compared to the earlier income range of 81.1 million (travelodge.co.uk, 2022). In relation to the present operating position of internal operating development and working formulation, positive training and development initiatives including the customer accessibility approach in this business provide a proper development and marketing initiative approach mainly that brings the value and revenue positioning approach in a developing basis. The present initiative of waste management and also the environment sustainability initiative by the business management provide a proper opportunity for a market capitalised structure that ultimately initiates the branding development as well as revenue progressive attributes in this business in a specified order. 
[bookmark: _Toc164698535]Market position of business 
According to the basic operation, the overall operating position and market structure related to Shangri-La mainly belongs to the elite class hotel support with some excellent level of services which formulate the business brand image in a different order. The overall efficiency and the employed stability approach is also defined as a plus point for this business which is ultimately able to gain a proper volume of market potential support. Though the major marketing environment of this business belongs to China, however, the primary level of 62% Occupancy rate in the UK economy also provides a proper volume of stability growth and a market positioning approach for the business (shangri-la.com, 2022). The present internal operating growth including the diversification support in the working structure also initiated a proper volume of operating structure initiative in this business which is influential for the maintenance of business values on a specified basis. 
However, in the present situation the foreign exchange risks, Equity securities price risk, and also the fair value and cash flow risks approach initiate a certain level of challenging approach for the business associated with the present market positioning level. 
Under the present situation, the overall marketing position for the business of Travelodge represents a competitive environment with the existence of some potential competitors. A proper volume of internal operating structure including the market initiative mainly formulates a stable growth positioning approach in this business which ultimately expands the business revenue as well as the market value positioning level. The primary positions related to the brand profile of the business have been provided which indicates a differentiation stage related to the Goodwill of this business (Statista, 2023). 
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According to this particular figure, it can be identified that the majority of people around 91% are generally aware of the goodwill and brand initiative of this business which is one of the primary positive attributes of this particular business's goodwill. During the period of COVID-19, the initiative of this business regarding “offering 1 million rooms for £25 or less a night” initiates a formulated brand image for this business that ultimately expands the marketing growth on an effective and developing basis (uk.finance.yahoo.com, 2022). Further, the operating strategy of this particular business initiates a proper volume of market stability position including a proper hike related to the market potential it supports for this business that ultimately expands the revenue positioning support as well as market goodwill. 
[bookmark: _Toc164698536]Potential growth level of business 
An identified approach including the operational growth strategy for every individual business is essential to identify the market positioning approach as well as the operating stability growth. Identify the overall market potentiality approach mainly the presence of Ansoff Matrix has been initiated (Chintalapati, 2020). The presence of this initiative is generally able to identify the market strategic approach including the contemporary positioning growth on a specified basis which is ultimately accountable for recognizing the business feasibility value. 
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The identified approach of this particular initiative is supportive for recognising the market potential approach including the recognition support of competitive performances on a specified basis with the initiative of which revenue progressions can be evaluated. The application of this Matrix generally represents four different types of alimentary approaches with the initiative of which the general statutory development of the business can be evaluated (Kurniawan et al., 2020). 
According to the operating initiative, Shangri-La Hotel Group has mainly operated since the period of a decade. It generally represents the overall presence of an immense grip on the market condition for this business that represents sustainable business opportunity support. Depending on the present key performance indicator structure it can be identified that the business still is in the stage of growth and a proper approach of market penetration strategy can be initiated in this business to maintain the stability and growth of market initiative. With the engagement of this, there would be the inference of the business into the market with new and unique service support which will be able to provide a proper volume of business development and a contemporary growth positioning approach (Clarissia, 2020). In addition, a proper volume of market stability progress including a formulation important to the sustainability of product engagement for the business will be beneficial in the current market situation to attract more customers and also expand the volume of bookings on a systematic basis. 
Under the present situation, the market structure including the use of product development strategy in the business of Travelodge Hotel initiates a contemporary development structure including the market stability approach which ultimately forms a positive positioning development of the business operation. With the use of this particular strategy, the management mainly used to initiate some of the new product and service Processing which will be beneficial for the customer the management intended to provide a proper assurance to the quality products support along with affordability so that the stability and statutory performances can easily be formulated. The managerial department of this business is intended to formulate a proper development planning structure with the initiative of which it mainly focuses on internal operating development and employee engagement so that a proper volume of potential customer expansions as well as market stability can be expanded. 
[bookmark: _Toc164698537]Financial contribution towards CSR engagement 
For Shangri-La Hotel Group, the sustainability structure is mainly formed with the support of four pillars related to environment, people, community and business. With the current ESG processing support the organisation focuses on the implementation of green building standards and also designing and constructing support of new properties with a renovation project basis with the primary intention of reducing the environmental footprint. To gain the sustainability approach the management has initiated 39 green building certifications, 44 properties with environment and management systems, 100% Hotel elimination of full plastic takeaway containers and other plastic usages, and the scope of three carbon emissions has been disclosed for the first time and also 74% diversion rate of the food waste that ultimately initiates a proper volume of corporate social responsibility support for this business. 
The organisation Travelodge Hotel is mainly engaged in initiating proper wellbeing support for the customers including employees with the general intention of a social reformation approach. Additionally, along with initiating some of the basic Charity partnerships the management of the business also provides a proper importance to the human trafficking and child abuse prevention approach so that proper social development can be committed. Under the present period of artificial intelligence engagement, a proper volume of data security and customer privacy maintenance approach is also committed by the business which can provide a proper volume of stability reformation support in this business (Walker, 2021). With the primary intention of initiating a proper volume of development related to the controlling of emissions volume in the environment the organisations already committed some of the basic strategic approaches with the initiative of which the business can able to control around 3.4% of carbon emissions will level compared to the previous year.
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[bookmark: _Toc164698538]Recommendation 
Depending on the above analysis it can be recognised that both businesses are performing in a stable and formulated order in their operation which can initiate a proper volume of strategic formulations and compatibility approach. However, depending on the overall analysis, the management of Shangri-La Hotel Group needs to provide a formulated significance to the current market capital positions including some of the financial stability approach in a standardised order so that the overall generated financial values can be expanded.  on the other hand, the managerial department of Travelodge Hotel needs to be considered focused on the business branding including a promotional approach for managing the operating growth on a sustainable basis. 


[bookmark: _Toc164698539]Conclusions 
Overall, the present analysis of both businesses represents a contemporary growth positioning approach and some of the stability performance approaches related to the context of probability and operating stability. Under the present situation, the managerial departments of both businesses also need to focus on the recommended actions on a specified basis so that along with the financial funding a proper volume of brand stability can be established. 
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Consolidated Revenue

Consolidated revenue consisted of the following:

Year ended 31 December 202221
(USD million) 2022 2021 % change
Hotel Properties
Revenue from rooms 6229 4525 377%
Food and beverage sales 559.9 5097 98%
Rendering of ancillary services 79.1 872 93%
Sub-total of hotel properties 1,261.9 10494 202%
Hotel Management and Related Services
Gross revenue (including revenue earned from subsidiaries) 165.6 1480 1.9%
Less: Inter-segment sales elimination with subsidiaries (86.9) (7656) -134%
Net amount after elimination 78.7 714 10.2%
Sub-total Hotel Operations. 1,340.6 11208 196%
Investment Properties 99.7 98 63%
Property Development for Sale 149 216 31.0%
Other Business 69 48 438%
Consolidated Revenue 14621 12410 17.8%
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