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[bookmark: _Toc166237467]Introduction
The key purpose of the report is to discuss financial comparison between Shangri-La Hotels and Travelodge Hotels. In particular, the report will evaluate total revenue, market position, growth potential as well as financial commitment to CSR of both the hotels and compare their respective approaches to financial management. Moreover, the report will shed light on the critical areas that have an impact on sustainability and financial performance and recommend better options to both of the hotels. 
[bookmark: _Toc166237468]Overview of the Hotels
1.1 [bookmark: _Toc166237469]Shangri-La Hotels 
Reaching an amazing 125 meters in height, the Shangri-La starts its rise on level 34 of the famous and tallest Western European construction, The Shard, which is located on the 18th floor (Shangri-La, 2024). The Shangri-La Hotel brand is synonymous with world-class architecture, impeccable service, and delectable food. Among its many attractions are first CHI Spa and two of the city's most exclusive restaurants, Shang Palace and The Line. Shangri-La Hotels and Resorts adheres to the following core values; humility, respect, politeness, helpfulness, and honesty. A positive attitude and strong cultural values are demanded of all employees at Shangri-La (Shangri-La, 2024c). They are also told to be very welcoming and hospitality-oriented when guests arrive.
[image: ]
(Source: Shangri-La, 2018)
1.2 [bookmark: _Toc166237470]Travelodge Hotels 
The first Travelodge hotels opened in 1973 as part of Forte's Excelsior Motor Lodge franchise, which was located along main roads. In 1976, Trust house Forte established Little Chef Lodges, the first chain of budget hotels in the UK. They were associated with Little Chef eateries (Travelodge, 2024). The budget-friendly, conveniently located, and spotlessly clean rooms of a Travelodge hotel are legendary. There are additional possibilities for online booking and eating. A number of hotels in the UK, Ireland, and Spain are owned by them. After introducing a new look and design in 2022, they began retrofitting all of their existing hotels as well as any newly constructed properties (Travelodge, 2024a). During this time, the lobby areas, bar cafés and rooms and bathrooms were all redecorated.
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(Source: Travelodge, 2024)
[bookmark: _Toc166237471]Comparison of Shangri-La Hotels and Travelodge Hotels
1.3 [bookmark: _Toc166237472]Total Revenue
Shangri-La Hotels, which is known for its five-star rooms, has experienced significant growth and income trends in the past few years. Shangri-La Hotels did well when looking at the company's general income. The business did well financially in 2021, with $1,241,000,000 in sales. In spite of this, 2022 was a great year for growth (Shangri-La, 2024b). Total sales soared to USD 1,462.1 million, a huge 17.8% rise. Shangri-La Hotels' share of the company's profits became the most important and stable source of income over time. From 2021 to 2022, sales went up by an amazing 221 million USD, which shows how successful the segment is (Shangri-La, 2024b). The revenue growth shows that it can seize opportunities and meet the needs of customers in the high-end hotel industry. The bottom line for Shangri-La Hotels comes from many places. Hotel reservations, food and drink sales, event planning, and other services are some examples. Along with smart marketing and top-notch operations, the brand's dedication to giving guests the best experiences possible has been a key factor in its income growth (Shangri-La, 2024d). There are a lot of things that affect how much money Shangri-La Hotels makes. The growing tourism industry is closely linked to the rising demand for high-end hotels and restaurants, especially in prime areas like those with Shangri-La complexes. Because the brand is committed to new ideas, customers keep coming back and sharing their friends about the good news. Because it is flexible and strong, Shangri-La Hotels has been able to keep growing its income even as market conditions have changed due to things like global events and changing customer tastes. Shangri-La Hotels is ready to take on new challenges and take advantage of new possibilities in the high-end hotel business (Shangri-La, 2024e).
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(Source: Shangri-La, 2024b)
Travelodge is a well-known hotel chain that has been quietly increasing its income for a few years. Following the general trend of the business to grow, Travelodge's income has grown a lot since its low point in 2020, though there are some oddities (Travelodge, 2024b). Overall, Travelodge's income has been pretty close to the average for the industry. In 2020, when the COVID-19 outbreak spread around the world, income dropped sharply and dropped to £181.8 million (Travelodge 2024a). The drop was big, especially when compared to the strong sales of £909.9 million in 2019. In any case, things have slowly been getting better since then. Even though sales went up a little in 2021, to £546.1 million, they were still less than they were before the epidemic. Sales hit £727.9 million in 2022, following the upward trend that began that year and led to growth and recovery (Travelodge 2024a).
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(Source: Travelodge 2024a)
[image: ]
(Source: Travelodge 2024a)
1.4 [bookmark: _Toc166237473]Market Position
The Shangri-La Hotel Group is famous all over the world for its five-star rooms, excellent service, and unique Asian culture. Shangri-La rivals with well-known names like Marriott International, Hilton Worldwide, and Starwood Hotels in the high-end and wealthy market (Knaus, 2022). Most people do not know exactly what Shangri-La's share of the market is, but the fact that it is very noticeable in key parts of the world like the Americas, Europe, Asia, and the Middle East shows that it is very competitive.
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Figure 1: Income of selected hotel companies worldwide in 2013
(Statista, 2024)
Business guests are usually wealthy and looking for expensive things to do. The hotels are a mix of modern luxury and traditional Asian style. They are popular with wealthy families, couples, and workers. This makes the business more appealing to wealthy tourists and makes it more likely that present customers will stick with them. During the pandemic, Shangri-La has shown an amazing ability to bounce back and change (Duan et al., 2023). The company was able to stay in business during tough times because of the strict health and safety rules, being open to digital change, and making different kinds of money (Alhemeiri et al., 2021). 
In comparison, Travelodge's brand perception is at 91%. The following survey was conducted using the idea of aided brand recognition, where consumers were presented with both the brand logo and the textual brand name. In summary, up to 1 out of 3 hotel customers in the UK earlier had a favourable opinion towards Travelodge. Nevertheless, this is different in reality because among 91% of UK respondents who are familiar with Travelodge 37% like the brand (Statista, 2023).
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Figure 2: Travelodge brand profile in the UK 2022
(Statista, 2023)
Consequently, Travelodge Hotels is a stand-out in the hospitality market and its speciality lies in the budget and mid-scale segments. Enabling the market in the UK and creating of presence in Europe, Travelodge's consideration is the cheap deals for travellers but, they still do not compromise the quality of accommodation. Interestingly, the brand occupies a sizeable market share in the budget hotel area. Their competitive pricing and proximity to urban centres and transit hubs, especially in cities, are usually attributes associated with their brand (Travelodge, 2024). The brand's value proposition offers low-cost, reliable, and uncomplicated service which seems to be important for those who want to save money on their trips, not luxury hotels.
1.5 [bookmark: _Toc166237474]Growth Potential
One way in which Shangri-La and Travelodge differ is the approach they take to the growth potential available to them.  These approaches stem from the distinct strategies of each brand, and how each brand positions itself in the hospitality sector. New business opportunities enabled by the company's determined growth and expansion policy (Tobing et al. 2019), indeed, Shangri-La Hotels and Resorts indeed, have been able to keep the ESG commitment by reporting sustainability progress over the years. Besides that, such refocusing advised employees to properly prepare in terms of the stricter reporting guidelines that were about to be imposed by GRI Standards. Branding has played a key role in the strategy of Shangri-La Group that has led to the MNC's intensified efforts to look for new hotel openings, specifically in such rising hotspots as Asia and the Middle East (Sen and Bhattacharya, 2019). 
On the other hand, the principle of Travelodge that provides a lower price in comparison to other hotels is its strength for growth and success. Travelodge succeeded in bringing affordable lodging choices and as a result, gained the attention of travelers with definite objectives of saving some money (Travelodge, 2021). The tactic chosen by Travelodge revolves around location, affordable price and quality with the consequent success of the business using this approach. They opened their network of hotels and continued with the policy of giving discounts.  Then again, they concentrated on having their lodging as top-notch as possible (Travelodge, 2018). Travelodge is owned by a strategy which keeps business as local as possible in the region that has been formed already, with its main focus on UK and European markets. On the one hand, their growth strategies are based on the scalability and efficiency of operations in the order of franchise agreements and light assets which are typically used to encourage the expansion of the business (Travelodge, 2022).
1.6 [bookmark: _Toc166237475]Financial Commitment to CSR
Social Responsibility of Business (CSR) an area of focus in the last many years for companies in different industries including the hospitality sector (Font and Lynes, 2018). The pledge to ESG (Environment, Social and Governance) by Shangri-La will serve as a base for the company to proceed on its way to becoming the best-loved hospitality group that hosts people to the coloured joys of life in a sustainable way. The Triple S strategy of being Sustainable with the 'stay', 'savour’ and ‘shine’ components ensures their commitment to sustainability going beyond incorporating it into all business and operational aspects and touching every part of the guest journey. Moreover, Shangri-La's Sustainability Framework is built on four pillars: environment, people, community, and business. Every pillar sets the scene for material topics related to business and all its stakeholders (Shangri-La, 2022).
On the other hand, Travelodge recognises the significance of social and environmental issues, yet it prefers more practical and inexpensive ways of dealing with them, such as energy efficiency measures and waste management. Travelodge has best resourced and institutionalized the three elements namely safety and security, the environment and social responsibilities through the already completed Better plan in which it recognizes there is more it can achieve as a responsible business (Travelodge, 2024c). Sustainability strategy controls should be subsequently integrated into a governing framework to check the implementation process and effects. This model ensures that they are very much supervising and guiding the setting of the Better Future program in a way that wins the public trust (Travelodge, 2022).
[bookmark: _Toc166237476]Conclusion
From the above report, it has been concluded that the name Shangri-La is always linked to high-end rooms and excellent service. Taking care of the environment, making sure people are satisfied, and respecting national realism are all important parts of the brand identity. Travelodge's customer demographics have traditionally been a group of socioeconomic backgrounds, among them are budget travellers, families, and business professionals who seek value in accommodation
[bookmark: _Toc166237477]Recommendations
1.7 [bookmark: _Toc166237478]For Shangri-La
· Sustainable Expansion: In addition to the market diversification in Europe, Shangri-La would be well suited to continue its strategic expansion into emerging markets including Asia and the Middle East where there is an increasing demand for luxury hospitality.
· Differentiated Guest Experiences: Shangri-La needs to continue to sharpen its cutting edge by meeting the market's needs for luxury by providing unique personalized guest experiences that are in line with its positioning. Focusing on cutting-edge services, for example, providing customized concierge services and cultural intense experiences, is a way of making that remarkable moment for the guest, thus, creating loyalty.
· Digital Transformation: Using data analytics technology, as well as implementing mobile apps and contactless solutions, can assist with boosting operational efficiency, delivering slicker customer interactions, and driving business profits.
· CSR Leadership: Shangri-La needs to remain a model in the responsible corporate sector by applying sustainability concepts to every aspect of its operations.
1.8 [bookmark: _Toc166237479]For Travelodge
· Enhance Brand Loyalty: Travelodge must invest in targeted marketing campaigns and loyalty programs and also enhance emotional connections with the brand.
· Diversify Market Presence: Although Travelodge has a position in the UK and Europe, extending into new markets can help reduce the risk of such things as regional economic downturns and changes in regulation regimes.
· Invest in Sustainable Practices: Travelodge should invest in community engagement, energy-efficient technology, and waste reduction initiatives to align with the consumer's liking for sustainable brands.
· Optimize Operational Efficiency: Enhancing operational procedures, improving supply chain management and leveraging technology for automation can enhance profitability and drive savings. 
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Consolidated Revenue 1,462.1 12410 17.8%
EBITDA of the Company and its subsidiaries 1744 1328 313%
Effective share of EBITDA of the Company, subsidiaries and associates 2416 4180 56%
Profit/(loss) attributable to owners of the Company

- Operating items (161.6) (193.2) 164%

- Non-operating items 31 (97.4) N/M
Total (158.5) (2906) 455%
Loss per share (US cents per share) (4.44) ®13) 454%
Net assets attributable to owners of the Company 5,254.0 58643 -104%
Net assets per share attributable to owners of the Company (USD) 147 164 -104%
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