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[image: Travelodge Hotels Asia][image: Shangri-La Hotels and Resorts - Wikipedia]The tourism industry has witnessed a giant transformation in the past decade being propelled by the technological advancements, globalization and the changing customers’ behaviour (Walker, 2021). The marketplace in which Shangri-La Hotels and Travelodge Hotels compete is highly competitive because these two hotels are already very popular and now, they are strong competitors. Shangri-la, the synonym of luxury and the best service, is the first choice for travellers who wish to live in wealth, and have a good time (Atwill, 2018). Travelodge Hotels are the alternatives for the travellers who don’t want to spend much but can also get the minimum services. The main goal of this study is to analyse and compare the financial management approaches of the two companies along with their market positioning, growth option, and CSR involvement. 
[bookmark: _Toc165850530]Total Revenue Analysis
[bookmark: _Toc165850531]Shangri-La Hotels
Total Revenue and Revenue Sources
Shangri-La Hotels, one of the leading luxury hospitality brands, recorded a significant increase in revenue of $2,141.8 million in 2023 as opposed to $1,462.1 million in the previous year (Shangri-La Asia Limited, 2023). Group's revenues are based on the main activity of the business which is hotel management, rental of property and sales of residential properties developed by the group.
Revenue Trends and Drivers
The rise in revenue of Shangri-La Hotels can be linked to several factors such as. The first outcome of border opening and global tourism sector reoperation was hotel firms' revenue gain. Additionally, the group’s strategic expansion-oriented activities, including the opening of new hotels and the acquisition of properties, boosted the overall revenue (Seal. 2019). Also, the successful performance of the group's investment property and residential property development segments were also a very important factor that helped increase the revenue.
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Figure: Financial Highlights of Shangri-La Hotels (Shangri-La Asia Limited, 2023)
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Total Revenue and Revenue Sources
Travelodge Hotels, a leading budget hotel chain generated £1,035.2 million in sales in 2023. It is equally a growth on the previous year’s figure of £909.9 million (Travelodge Hotels, 2023). The core business activity of the company is to keep the budget hotels in various sites as the main revenue source.
[image: A screenshot of a computer screen

Description automatically generated]
Figure: Financial Highlights of Travelodge Hotels (Travelodge Hotels, 2023)
Revenue Trends and Drivers
Travelodge has been able to increase its revenue in different ways such as the rise of budget-friendly hotels among travellers, the expansion of the hotel chain through new properties opening, and the resurgence of the hospitality industry after the COVID-19 pandemic (Gerwe, 2021). Additionally, the company could have benefited with its efforts to improve customer experience and reduce expense, rather than the standard marketing tactic.
[bookmark: _Toc165850533]Comparative Analysis of Revenue Generation
In 2023, Shangri-La Hotels, a luxury brand, and Travelodge Hotels, an economical brand, saw revenue increase due to their different hospitality sectors (Dasgupta and Jamader, 2024). Shangri-La Hotels cater to premium tourists, whereas Travelodge Hotels target economy travellers. Revenue growth is due to industry, strategic development, and business processes. 
Shangri-La Hotels and Travelodge Hotels earn in US dollars and British pounds. Currency value differences must also be addressed while comparing. The two companies have different income distributions. Shangri-La Hotels make money from hotel operations, property rents, and home sales; Travelodge Hotels are affordable. Shangri-La Hotels and Travelodge Hotels capitalised on their strengths and tactics by competing in the highly competitive hospitality industry. 
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The Shangri-La Hotels can be stated among the most favourable position in the luxury hotel sector because they provide affluent travellers with the grandiose experience they expect. Despite Shangri-la being a small brand in the comparison with some leading global luxury brands, it is well-known and reputable in Asia and the Middle East. Its clientele mainly consists of the rich, the famous, business leaders, and people who seek luxury and personalised service during relaxation time (Anholt, 2020).
On the other hand, Travelodge Hotels is one of the most well-known budget hotel brands especially in the United Kingdom where it is the second largest hotel chain (George, 2021). However, Hilton Hotels & Resorts are on the luxury hotel segment. Travelodge offers different types of accommodation, including families, business travellers, and tourists looking for a laid-back and affordable place. The brand's strategic locations, which are close to the highways, airports, and city centres, make it easier for the rushing travellers to choose (George, 2021).
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Shangri-La Hotels is highly praised around the world for its top-notch service, sumptuous facilities, and oriental design. The brand is indeed associated with elegance, sophistication and devotion to unmatchable experiences. Shangri-La hotels are often situated in prime city centres or scenic destinations, where they are presented as the oases of serenity and luxury for their choice clientele (Shacochis, 2016).
On the other hand, Travelodge Hotels brands themselves as simple, reliable and practical. Brand's positioning is based on providing everyday necessities at reasonable prices, and this makes it attractive to budget-conscious customers who are looking for convenience and value, rather than luxury. Travelodge has managed to get its place within the segment thanks to the fact that it consistently offers quality and service and is the name that most of its target customers trust (Gursoy et al., 2022).
Shangri-La and Travelodge Hotels serve various hospitality markets. Every hotel targets a specific group. Shangri-La targets the high-end market with its richness and distinctiveness, whereas Travelodge targets those willing to pay more for comfort and value. Both brands are confident in their niche reputations despite their market differences: Shangri-La symbolises elegance and extravagance, while Travelodge represents universality and affordability. Customising and tailoring it can help fulfil target demographic want without being in the competitive market (Anshari et al., 2019).
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The Shangri-La group does not stop and will be able to quickly enter the emerging markets with a high demand for luxury services as well as existing niches in the market. The company is planning to build more than twenty new hotels in many important cities and destinations in Asia, Middle East and Europe by the year 2025 (Shangri-La Hotels and Resorts, 2023). The goal of the plan is to enhance the company’s global position and fulfil the desires of the growing class of rich tourists from the emerging economies.
The company is also targeting to increase its budget hotels, with plans to open 20 new hotels by end of 2024 (Travelodge, 2023). The company recognizes the growth in the number of budget hotels among both domestic and foreign travellers, and therefore, its expansion plan is mainly focused on the opening of branches in strategic locations that are near transport hubs and popular tourist spots.
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Despite the fact that both models pursue the expansion ambitions, Shangri-La Hotels and Travelodge Hotels face with the barriers that do not allow them to expand. In terms of Shangri-La, plenty of money is needed for the construction and the maintenance of the luxury apartments and the difficulties of acquiring the best property in the desired location are the obstacles to the rapid expansion (Horwath HTL, 2021). Additionally, the group's reliance on international travel and the potential impact of economic downturns or geopolitical tensions could affect its growth prospects.
On the other hand, Travelodge Hotels may face challenges in securing favourable locations for new hotel developments, particularly in densely populated urban areas. Competition from other budget hotel chains and the potential market saturation in certain regions could also limit the company's growth opportunities (HVS, 2022).
Travelodge and Shangri-La Hotels have excellent development prospects. Several factors affect their growth. Affluent travellers' appetite for premium experiences and Shangri-La's ability to get excellent development sites drive its growth. However, affordable travel's growing popularity and Travelodge's ability to expand in key locations at competitive costs are fuelling its growth (Page, 2019). Luxury grows slower than budget because it is more subject to economic volatility and consumer behaviour. Travelodge Hotels will gain sales and appeal as more budget-conscious tourists arrive.
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Shangri-la Hotel has shown its CSR involvement in some concrete ways. The organization's CSR is based on the field of environmental sustainability, community services, and staff welfare. In the year 2023, Shangri-La spent 15.2 million dollars on its CSR programs, the increase of 12% to the previous year (Shangri-La Asia Limited, 2023). The community will make an investment financially to showcase its first step towards the improvement of life and the environment.
On the other hand, Travelodge Hotels, branded as budget segment, are also very selective when it comes to implementing CSR initiatives. The company's CSR plan is directed towards environmental initiatives, local governments' interaction, and ethics in business. However, the organization's annual report does not directly elaborate the company's CSR pledge.
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Shangri-La Hotels has a number of initiatives that focus on sustainability. These include the energy-efficient building design, waste reduction programs and the sourcing of materials responsibly. The company's social contribution comprises locally-based educational and health projects, as well as disaster relief (Shangri-La Asia Limited 2023). The examples of the programs that have been implemented have been a source of good change in the communities of Shangri-La and have consequently made the group be seen as a socially responsible organization.
The company's CSR programs might be smaller than those of Shangri-La, but Travelodge Hotels do have some programs, like energy-saving lighting and waste management, to help them minimize their carbon footprint. Additionally, Travelodge will enhance the community through collaborations with charitable organizations and local groups and by supporting employees' volunteering in their community (Ishida, 2021). 
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Shangri-La Hotels need to contemplate on the strategic direction of its market expansion in the Middle East. The region's rising affluence and growing demand for luxury hospitality services provide Shangri-La with a chance to capitalize on its reputation for world-class service and Asian-inspired ambience to cater to well-travelled people from the Middle East and beyond.
Also, Shangri-La ought to be seeking new partners and collaborations with the local cultural institutions, artists, and culinary experts to enhance the authenticity and distinctiveness of its products. Through the incorporation of cultural components of the place into the brand's usual luxurious experience, Shangri-La can set itself apart from competitors and attract travellers who want to be fully immersed and authentic (Drury, 2021).
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Leveraging on the uprising of sustainable tourism, Travelodge Hotels can start by adopting more sustainability initiatives and then clarify its environmental policies and goals (Seal, 2019). By adopting broad sustainability measures, like energy-efficient designs of buildings, waste reduction strategies and responsible sourcing practices, Travelodge will attract people that care about nature and at the same time will be able to cut down operation costs.
Moreover, the Travelodge has to figure out how to cooperate with online travel sites and loyalty programs so as to have more effect on the audience and to be more popular among the customers (Spence, 2022). The implementation of digital marketing and targeted promotions will help raise the brand recognition of the Travelodge hotel chain and attract a greater number of budget travellers, especially among the tech-oriented and budget-conscious consumers, which will end up in greater profits for Travelodge (George, 2021).
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Accordingly, this paper has discussed extensively the financial results, market position, growth potential and social responsibility of Shangri-La Hotels and Travelodge Hotels. Despite the fact that they are engaged in different hospitality sectors, these companies have shown that they can be resilient and flexible toward market challenges. The recommendations proposed in this report are geared at enhancing Shangri-La's brand appeal and legitimacy but also offering for Travelodge a platform to tap on the emerging trends of sustainability and digital marketing. Due to the adoption of the recommendations, both the companies will strengthen their positions in the market, the growth of their companies, and have a positive impact on the community and the environment.
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