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[bookmark: _Toc165992720]Introduction
The hospitality industry is a complex environment and evolves with luxury brands targeting the rich section as well as budget hot focusing uses on value. This report explores Shangri-La Hotels and Travelodge Hotels sources of revenue, consumer segments, brand equity plus corporate social responsibilities (CSR), measuring their potential growth and positive impact the society.
[bookmark: _ncgvjctyzwyo]

[bookmark: _Toc165992721]Company Overview
[bookmark: _n0pydncnzl0u][bookmark: _Toc165992722]Shangri-La Hotel
Shangri-La Hotels, a Hong Kong-based group, operates more than 100 hotels and resorts in international markets under various brands such as Shangri-La, Kerry Hotels and Traders Hotels. Luxury is one of the main signatures of this brand, along with opulence, refinement and attention to detail it offers for those looking for a high-end travel experience. Rated 5 stars out of a total of 7,623 reviews, Shangri-La Corporation offers high-end amenities such as fine dining restaurants, luxurious spas, fitness centres, swimming pools, and even meeting and event facilities (Khaing, 2016).
The brand is directed towards the affluent and upscale market niche, offering affordable accommodation, exquisite service and luxurious amenities. In addition, it offers a fitness room, free Wi-Fi, and a private car park free of charge, and offers luxurious body treatments at Chi, The Spa. The hotel also includes a gym that is open 24 hours a day, floodlit tennis courts and a free-form swimming pool. Units at Shangri-La command a premium, attesting to the value of the luxury experience and the quality of the amenities. The brand is well-known in Asia, particularly in China, Singapore and Malaysia, and has a foothold outside the continent in Europe, North America and the Middle East.
[bookmark: _ta2t1xpwmmlk][bookmark: _Toc165992723]Travelodge Hotel
[bookmark: _o4oz2d68w95j]Travelodge is a British budget hotel chain that brands itself for its delightfully cheap yet beautifully appointed rooms. Travelodge are all over the UK, including hotels in Ireland and Spain. The brand's essential amenities include comfortable beds, en-suite bathrooms and rooms with free Wi-Fi, making it an ideal choice for budget-conscious travellers visiting for leisure or business. The brand's value proposition is reasonable, yet comfortable living arrangements below the average range. Overall, the rooms are quite basic and decent in terms of quality, although standard housekeeping, flatscreen TVs and some other features such as non-smoking, suites and family rooms are available. Purely local ratings may vary, but the typical Trustpilot rating is 2.3/5 (Serugo-Lugo, 2023). While UK Travelodge has great brand awareness, Ireland and Spain have no presence at all. Some visitors have drawn attention to the high prices and extra fees, but demand for the hotel has not waned as the brand remains popular among low-cost budget travellers.
[bookmark: _Toc165992724]Total Revenue Analysis[image: ](surse: https://www.reuters.com/markets/companies/0069.HK/)
Shangri-La hotels are part of the Shangri-La group of luxury brand hotels; A hotel chain known for high revenue per available room among peer competitors. Enterprises generate income from well-provided amenities, high room rates and various revenue sources. In 2021, the group's consolidated revenue increased by 20%. The figures achieved in 2015 were 27 million, and in 2022, they increased to 17. In 2023, the total revenue increased by 46% (Matiza and Kruger, 2023). 
[image: ](Surse: https://travelodgecorp.wpenginepowered.com/wp-content/uploads/Thame-and-London-Limited-signed_final.pdf)
Travelodge UK's main revenue generator is room bookings, although the services offered by the company are of limited variety. The firm recorded revenue figures of £560 million at the end of 2021, but this has risen to £909 million at the end of 2022 (Page and Connell, 2020). In 2023, total revenue increased by thirteen percent. As a result, unemployment reached 2.0 million—a 13-percent increase. 7% is the increase in revenue earned by the Keep the Ling brand against luxury brands like Shangri-La.
Shangri-La Hotels and Resorts have different business models and scale of operations. Shangri-La has premium pricing and different revenue streams while Travelodge offers only decent-level service and has the same revenue sharing structure with all its properties. Compared to Travelodge, a budget hotel chain with more rooms, they may have attracted more budget-conscious travellers who booked rooms. The two firms may have experienced a drop in revenue during the COVID-19 crisis associated with client travel and limited demand. Recovery from the pandemic crisis may be less troublesome for Shangri-La's luxury hotels, while budget travel hotels may face economic consequences as well as realignment of consumer consumption activities.
Shangri-La Hotels reported a strong revenue growth in large part due to the lifting of restrictions. In addition, the firm has moved into the local leisure market space with packaged scheme perforations for families and residences. The hotel also contributes to the growth of profitable F&B sales including boring takeaway and delivery (Yang et al., 2021). Factors responsible for yield growth in the hotel industry include expanding competition, yield management strategies that are effective, and loyalty and reputation. Dining at Shangri-La will not only help drive the establishment, but also have a higher food and beverage component, influenced by people's preferences for dining establishments, campsite-in marketing and recent trends in luxury.
Travelodge has experienced revenue growth due to sustained demand from tourists who are returning to the recovery phase, preferring the country and workplace to negative sectors. With its direct distribution approach, revenue management strategy, digital platform and brand strategy, the company has been able to successfully replicate the business in new territories. Travelodge accommodations derive their main revenue stream from accommodation room charges which result in a given occupancy rate and competitive pricing (DeWees, 2020). Travelodge Hotels has identified and leveraged factors such as location convenience, convenient booking and brand development to increase revenue.
[bookmark: _iaih0qtx5mjf]

[bookmark: _Toc165992725]Market Position Analysis
Shangri-La and Travelodge, both being two master brands in the high-end hotel industry, have kept their market share within a stable range during the past three years. Shangri capitalises on its premium reputation as high-spending consumers while Travelodge unlocks the value in its budget market as price-sensitive travellers. As a result of the COVID-19 pandemic, brands may be affected differently. Top-level hotels seeing a larger decline in their market share and cheap hotels rising to the occasion as people are looking for budget-friendly travel (Zhou, 2023). The two-year evaluation takes into account the analysis of their market positioning regarding factors like market share, customer demographics and market perceptions.
[bookmark: _xt5kj7shbq29][bookmark: _Toc165992726]Market Share
The Shangri-La Group, a leading figure in the luxury hotels dominated the market, had to be resilient and adapt to sustain itself after it faced the impact of the global economic crisis. The 1% growth in consolidated revenue was realized in 2021, with USD 1,241 being the biggest amount in total.  Moreover, it was also an extremely swift growth as in 2022, it hit USD 1,462. On the other hand, the forecast also mentions that in 2021, this number will hit USD 2,083 billion, and in 2023, when it should reach USD 2,141 billion.  The market value of company exceeds USD 5 (Abdullah, 2023).  While some players have been able to muscle up the market share in budget hotels and mid-range category considerably, Shangri-La Group has very likely remained steady-paced or even faced modest growth in the segment of the luxury hotel industry over the past three years.
Travelodge holds 2nds position in the most important segment (low-cost budget hotels) among hotels in the UK with a large market share. In 2021 the company made revenues of GBP 560 million and made GBP 909 million in 2022; this is the underlying revenue based on minimal adjustments such as brand advertising and its effect on sales).  In the year 2023, total income recorded growth of up to 13 per cent (Page and Connell, 2023).   In the last three years, Travelodge’s' market share in the lower-end market space probably has remained unchanged or slightly increased.
[bookmark: _282bfqrrr725][bookmark: _Toc165992727]Customer Demography
Shangri-la Hotels focuses on the luxury travel industry; the brand targets affluent people who are either on holiday or on a business trip or high net-worth individuals who seek luxurious accommodations and personalized services. The brand set itself apart from others via unique Asian hospitality and successfully created several hotel brands to cater for people as part of diverse tourist customer segments (Xie and Chaipoopirutana, 2014). The Shangri-La has a masterful brand image and is liked very much, catering to people who are young, budding, and carry a rich purse string by boosting comfort, modernity, and digital offerings.
Travelodge, a mid-segment motel, targets both value-conscious fun-seekers and travellers. The customers are primarily from younger generations and families. The brand supplies similar, modern rooms with a contemporary look to all kinds of customers to make the prices affordable for business and leisure travellers. guest’s demographics were unchanged all along, provided the best low-cost travel to the travellers from different age groups.
[bookmark: _m6749cjteiji][bookmark: _Toc165992728]Brand Perception
The Shangri-La luxury hospitality provider that prides itself on its outstanding service, the pursuit of perfection and stately abodes is without a doubt a leading one. The brand has become synonymous with appurtenance, elegance, and visual pleasure and directs towards sophistication with attention to detail and frames the life-changing experience with customers in mind. Shangri-La Hotels uses digital marketing together with the designed approach of the company to get its target audience will differentiate its brand and provide a great experience (Roll, 2015). The faithful brand to excellence and customer's sense of assurance continues to command premium perception of the product even after three fruitful years.
Travelodge is a well-known brand of budget hotels which are famous not only for their affordable prices but also for the cleanliness of their premises. The brand is a trademark of affordability, convenience, and practicality for travellers on different budgets. Travelodge, a budget operator, focuses on simple designs, and modern, comfortable guest rooms that are priced affordably and cater to both business and leisure travellers (Wu, 2021). During the last three years, the image of Travelodge has stayed the same, guaranteeing the very position of the company as a reliable choice in the UK hotel industry.
[bookmark: _mikru3r02ud]

[bookmark: _Toc165992729]Growth Potential Evaluation
Travelodge Hotels and Shangri-La Hotels are perfect fits if he is looking for an encouraging growth strategy and a strong expansion plan. Nevertheless, they face difficulties which therefore demand preparation as well as rapid response measures to emerging market conditions.
A Shangri-La Hotel Corporation, a well-known company, has demonstrated its positive growth potential and reported a full-year positive operating PATMI (profit after tax margin excluding investments and non-recurring items) in 2022. China is consistently positive about the potential for rapid recovery through its new opening-up policies (Leung et al., 2020). Expansion strategies include putting a hotel on the global stage, opening a new hotel in Saudi Arabia and fine hospitality unique in Asia. Ongoing tourism and economic expansion in Asia enable Shangri-La to tap high-income customers in those emerging markets, as well as new emerging countries such as Africa or South America. A potential challenge given the focus, could be competition in the luxury hotel market in mainland China and the rolling lockdown there.
For Travelodge Hotels, 2022 ushers in a new chapter of growth and 2023 looks promising for business like-for-like. They aim to scale aggressively by opening around 300 new locations and 8 new hotels across the UK in the same year. Budget hotels in the UK advertise it as a terrific development opportunity (Page et al., 2017), and they're spreading to Spain. Nevertheless, some potential obstacles exist, such as the continued increase in cost considerations and a complex macroeconomic backdrop.
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[bookmark: _Toc165992730]Corporate Social Responsibility
Travelodge Hotel as well as Shangri-La Hotel is an example of CSR committed companies which is evident from the way these companies are engaging themselves in CSR activities. Nevertheless, financial commitments or costs are not detailed in the given materials, which makes it necessary to conduct a more detailed analysis.
Shangri-La Hotel is a member of a caring society as it puts its CSR initiatives at the forefront This commitment to health and safety underpins the company's philanthropic ideals. More than 50 percent of staff members do community volunteer work that maintains environmental balance and promotes sustainable practices (Edwards, 2015). In addition, the hotel has implemented new utility and energy management regulations that stipulate that all properties improve energy consumption and efficiency.
Travelodge Hotels launched its 'Better Future' sustainability program by focusing on three key pillars: Inclusion, Compassion and Mindfulness. The mid-term objectives also envisage a 50/50 shortlist for senior posts by the end of 2025. Contractual compliance with their blueprint target for 24+ hour contracts is set to reach a level of 90% by 2025. Thousands more people are encouraged to learn CPR this year 2022. Despite the challenges, Travelodge Hotels has witnessed the continuation of its strong financial standing and its Better Future program.
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[bookmark: _Toc165992731]Recommendations
[bookmark: _zfk2wvdgjapc]Shangri-La Hotels is taking advantage of market demand for luxury hospitality in emerging markets including China, India, and select markets in Africa and South America. Businesses should speed up the process of developing branches in these regions to benefit the middle class and affluent population (Maltese, 2020). Also, the brand dilution strategy is expected to succeed by widening the portfolio of sub-brands such as Carey Hotels and Traders Hotels that create different market segments and price points. Thus, the diversification strategy will be implemented by the company to acquire a wide range of high-end customers and to cope with changing market trends. To be able to cater to tech-savvy and affluent upper-class consumers, Shangri-La must invest in upgrading its digital capabilities, such as smooth online booking and personalized guest interactions. In addition, businesses should provide ways to create unusual and spontaneous experiences that will satisfy existing requests for experiential travel. Travelodge Hotels is a consistently growing budget hotel franchise, with a focus on domestic market development and international expansion. (George, 2021) The company is trying to capture the UK domestic tourism and budget-constrained business travel market and several international markets. Travelodge wants to be at the top of its home market; Thus, the strategy must focus on strategic sites near major hubs and major cities. Furthermore, it analyses the growing demand for low-cost travel within the market by focusing on global market segmentation and targeting of high-potential markets (e.g., new markets).

[bookmark: _Toc165992732]Conclusion
Shangri-La and Travelodge are among the leading hospitality brands changing or adapting to new customer preferences and current market conditions. All two brands share corporate social responsibility and sustainability values that are significantly different and make them exceptional and recognizable in society and the environment – they promote their inclusion, sustainable operations and community involvement to improve their image and make a long-term contribution.
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Income Statement
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2023 2022 2021
® Revenue 214179
® Gross Profit 1166.74
® Net Income 18414

2023 (millions HKD)

Balance Sheet
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2023 2022
® Total Assets 12,862.59
® Total Debt 6,257.56
® Total Liabilities 764017

2023 (millions HKD)




