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[bookmark: _Toc165498632]Executive Summary 
Travelodge Hotels and Shangri-La Asia Limited have become very popular in the hotel industry because of their new and creative methods. This paper examines how markets change, what companies do to help others, how well they do financially, and what might happen. Studying what makes revenue grow, how big the market could be, and what challenges might arise can help us keep doing well for a long time and make smart choices. Shangri-La Asia Limited and Travelodge Hotels have a big chance of growing and doing well in the hotel business. Shangri-La focuses on providing luxury experiences and is committed to being sustainable and matching customers' wants. Because Travelodge is good at using its resources and has a smart plan to grow, it can attract people worldwide who want to travel on a budget. Both companies can do better in the hotel industry by using their unique positions in the market, making it easier to grow, and doing more to help the community.
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[bookmark: _Toc165498633]Introduction 
Travelodge Hotels and Shangri-La Asia Limited are popular hotels known for their new ideas in today's competitive hotel industry. This study examines how companies do good for the community, how it affects their money, and what the future might hold for them. Valuable advice from studies about things that help a business make more money and grow, as well as things that might stop it from growing, can help make important decisions and keep the business going for a long time.
[bookmark: _Toc165498634]Total Revenue 
[bookmark: _Toc165498635]Shangri-La Asia Limited
Shangri-La Asia Limited, a big hotel company, said it made money in the year ending December 31, 2023. In 2019, the Group made $2.8 billion in revenue, 95% of which was made before the epidemic (Alhemeiri et al., 2023). The company made a profit of 31.5% in the past year, the highest in the last ten years, because sales went up again. This study will look at what helped Shangri-La make more money.
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[bookmark: _Toc165498653]Figure 1: Revenue of Shangri-La Asia Limited
Source: (Alhemeiri et al., 2023)
Recovery Dynamics 
Shangri-La's notable improvement can be seen in the massive 46.5% rise in revenue, going from 1,462.1 million USD in 2022 to 2,141.8 million USD in 2023 (Kleisath, 2023). There are many reasons why this has increased:
Reopening of Travel: The rules for travelling to other countries got looser, and many more people wanted to go on trips, especially for work and fun. Because of this popular trend, Shangri-La attracted customers who wanted more luxurious accommodations with improved facilities (Li et al., 2020).
Diverse Revenue Streams: Shangri-La makes money from various sources, such as hotels, food, events, and other activities. According to Coder and Brown (2021), having a wide range of services in different parts of the hotel business helps to make things safer and maximise opportunities for success.
Strategic Initiatives: The organisation had important goals to help make more money. These goals included improving the customer experience, using specific marketing plans, and improving operations. According to Camilleri (2020), the total money made went up because people liked what we did to attract tourists and business people.
Geographical Expansion: Shangri-La has been able to expand its business all over the world because lots of people want to travel (Osei, Raghavan, and Mensah, 2020). This has allowed them to grow in essential places around the globe. Because the company's hotels are in busy areas and close to popular tourist spots, it made more money from renting rooms and had more people staying there.
[bookmark: _Toc165498636]Travelodge Hotels 
The budget hotel chain Travelodge did well financially from January to June 30, 2023. By taking advantage of more people travelling in their own country, Travelodge made 48% more money and 22% more sales (Wu, 2023). Investigate the factors that affect how Travelodge grows and makes money.
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[bookmark: _Toc165498654]Figure 2: Revenue of Travelodge
Source: (Trybus-Borowiecka, 2023)
Factors Driving Revenue Growth 

[bookmark: _Toc165498655]Figure 3: Factors Driving Revenue Growth
Source: (Page and Connell, 2020)
Domestic Travel Resurgence: Travelodge did well because more people travelled within their country. This was because people were eager to travel after being unable to for a while, travel rules were made less strict, and many wanted cheaper places to stay (Trybus-Borowiecka, 2023).
Diverse Customer Base: The hotel chain makes more profit because it has many customers, like vacationers and business travellers. According to George (2021), trips for work presentations, music shows, and other gatherings caused more people to rent rooms, which made more money and filled up more rooms.
Strategic Expansion: Travelodge's plan to build new hotels and fix up old ones helped the company grow and be successful in the future. The company plans to build 300 hotels in the UK because it believes in the industry and wants to meet customer needs (Page and Connell, 2020).
Enhanced Customer Experience: Making changes to improve rooms and being more environmentally friendly made customers happier. They liked it so much that they returned, which is good for business (Ali et al., 2020). Using eco-friendly materials and charging USBs at each bedside is what environmentally friendly hotel guests like.
[bookmark: _Toc165498637]Market Position 
[image: Market size of the travel agency industry UK 2023 | Statista]
[bookmark: _Toc165498656]Figure 4: Market size of the travel agency industry in the UK
Source: (Manyanga, Makanyeza, and Muranda, 2022)
[bookmark: _Toc165498638]Market Share and Presence 
Shangri-La Asia Limited is a well-known luxury hotel company that is famous for its fancy hotels and excellent customer service. Shangri-La operates luxury hotels in Asia, Europe, the Middle East and North Africa (MENA), and North America (Mykola et al., 2020). On the other hand, Travelodge is a popular and affordable hotel chain that offers good quality rooms for a reasonable price. Travelodge has over 600 hotels, mainly in the UK, and is a big part of the affordable hotel market. The company is now working on growing in the Spanish market.
[bookmark: _Toc165498639]Customer Demographics 
Shangri-La mainly caters to wealthy customers who want luxurious places to stay and unique experiences. The customers are wealthy business owners, very wealthy people, and visitors who want a unique and classy experience. According to Shiwen, Kwon, and Ahn (2022), many people, including couples, families, and businesses, come to the shop. On the other hand, Travelodge welcomes many guests, such as people who want to save money on vacations, those who like to explore on their own, families, and business travellers. Budget-conscious travellers who value ease and comfort will like this hotel because it has affordable prices and a good location (Manyanga, Makanyeza, and Muranda, 2022). Many people like to stay at Travelodge because it is easy to book a room, whether a person is travelling for work or fun.
[bookmark: _Toc165498640]Brand Perception
The Shangri-La is known for being luxurious and elegant nt, and offering service. The company is known for offering great experiences with fancy rooms, modern conveniences, and helpful staff. Shangri-La is very popular among people who care about the environment because they are committed to being eco-friendly and socially responsible. Travelodge is known as a good choice for people who want a cheap place to stay while travelling (Casalegno et al., 2020). It is easy to use and affordable, and many of them are around. Travelodge is popular with people who want to save money because it focuses on efficiency, simplicity, and comfort. However, it does not have the fancy extras that Shangri-La and other expensive hotels have. The company's commitment to meeting customer needs, giving excellent service, and keeping the place clean makes customers like the company and think highly of the brand.
[bookmark: _Toc165498641]Growth Potential 
[bookmark: _Toc165498642]Expansion Strategies 
Shangri-La's plans for growth are the main force driving its potential for development. The company plans to grow in real estate by building and buying existing properties. Shangri-La wants to build hotels in new and growing countries with many tourists visiting. The company is big and has a strong presence in critical global markets (Moyle, Moyle, and Burgers, 2020). The company plans to grow by getting involved in related businesses like building combined housing and retail spaces, providing fully furnished apartments, and building fancy homes.
Because of its vital goals, Travelodge wants to grow and develop a lot. The company plans to grow in real estate by building new projects and buying existing properties. Travelodge is looking for opportunities to build hotels in new countries with much tourism potential. The company is well-known in critical global markets (Song and Lee, 2020). The company can invest in different types of businesses. 
[bookmark: _Toc165498643]Market Opportunities 
Shangri-La is in an excellent position to take advantage of the growing desire for great hotel stays, especially in Asia and the Pacific, where more people want to travel in style. The organisation has many places to stay and is a famous brand, so it can attract affluent customers who want fancy hotels and personalised service (Andreu, Font-Barnet, and Roca, 2021). Shangri-La focuses on health and sustainability, which fits with what eco-friendly luxury travellers like. This gives another opportunity to interest them. 
Travelodge is using more people to go on trips in their own country, and there is an increasing need for cheaper places to stay. The company wants to grow in the UK and Spain to help more people find affordable and practical home solutions (Andreu, Font-Barnet, and Roca, 2021). Travelodge focuses on making customers happy by improving their rooms and making them eco-friendly. This helped them get more customers and be better than their competition.
[bookmark: _Toc165498644]Potential Barriers to Growth
Shangri-La can grow more, but many things are getting in the way. The organisation may change its investment decisions and how long it holds onto them because of economic problems, conflicts between countries, and laws in essential nations (Cohen, Shaheen, and Farrar, 2021). Having different places to stay and competition from fancy hotels could make it hard to stay on top of the market and set prices. Additionally, it must be made clear when foreign tourists will return after the pandemic. This could affect how well Shangri-La does financially in the next few years.
Travelodge faces challenges like limits on prices, problems in growing effectively, and a market that is already full, even though it can grow. Travelodge may need help to grow and keep its customers because big hotel companies and new travel websites compete vigorously (Cohen, Shaheen, and Farrar, 2021). 
[bookmark: _Toc165498645]Financial Commitment to CSR
[bookmark: _Toc165498646]Shangri-La Asia Limited
Shangri-La Asia Limited uses much of its money to support social and environmental programs worldwide. The managers of the company care about being good for the environment, helping the community, and doing business. Shangri-La gives much money to help protect the environment, improve people's lives, and support its employees when they want to volunteer. Shangri-La uses less water, makes less trash, and uses energy-efficient equipment to help the environment (Moneva, Bonilla-Priego, and Ortas, 2020). Also, the company works with local and non-profit groups to carry out projects that focus on improving healthcare and education and reducing poverty.
Besides that, Shangri-La shows it cares about helping others by getting involved in helping after disasters and doing charitable work. During a crisis, the organisation helps by giving money and things to support people in need, provide aid for natural disasters, and help rebuild communities. Shangri-La Asia Limited is committed to working with others and being ethical by giving much money to CSR activities (Moneva, Bonilla-Priego, and Ortas, 2020). This supports the goal of making money while also helping society.
[bookmark: _Toc165498647]Travelodge
Although Travelodge offers affordable places to stay, it always gives money to help with social and environmental causes. Travelodge cares a lot about working with the community, being good for the environment, and ensuring tourists are happy. However, they spend less money on these things than luxury hotels like Shangri-La. Travelodge is using eco-friendly practices to protect the environment. They save water, use energy-efficient lights, and manage waste to help the environment. According to Franco et al. (2020), the company helps the community and non-profit groups by giving money, doing activities to raise money, and donating money.
Travelodge continues to do the right thing and be responsible to society, even when it must be careful with money. On the other hand, large hotel companies may spend more money on projects to help the community (Cohen, Shaheen, and Farrar, 2021). As Travelodge's business grows and changes, how much it gives to CSR programs may change. It will increase over time.
[bookmark: _Toc165498648]Recommendations 
[bookmark: _Toc165498649]Recommendations for Shangri-La Asia Limited 
Because Shangri-La is a strong company with a global presence, it should focus on improving its sustainability efforts to reduce risks and improve its brand reputation. Shangri-La should spend more money on recycling and renewable energy and get more involved in helping the community to show that it cares about the environment and is responsible (Cohen, Shaheen, and Farrar, 2021). More and more people want eco-friendly vacations, which matches this business choice. It might make environmentally conscious travellers stay loyal to the company. By making sustainable choices in how it runs its business, Shangri-La can follow the rules, stand out from other companies, and make sure it can keep going for a long time.
[bookmark: _Toc165498650]Recommendations for Travelodge
Travelodge can do better in other countries where people want cheap hotels. Travelodge is thinking about growing its successful way of doing business from the UK to other countries in Europe, Asia, and North America. Travelodge can benefit from the growing demand for cheap places to stay worldwide by picking good spots, working with local developers, and ensuring their hotels have what the locals like (Cohen, Shaheen, and Farrar, 2021). Travelodge is going to open more hotels all over the world. This will help them make more money and become a well-known cheap hotel brand. 
[bookmark: _Toc165498651]Conclusion 
In simple terms, Shangri-La Asia Limited and Travelodge Hotels have a good chance of growing and succeeding in the hotel business. Shangri-La focuses on giving luxurious experiences and supporting sustainability, matching customers' wants. However, because of its smart growth and good use of resources, Travelodge is in an excellent position to attract travellers who are careful with their money worldwide (Manyanga, Makanyeza, and Miranda, 2022). Both companies can improve their performance and succeed in the changing hospitality industry by using their unique positions in the market, eliminating things that are stopping them from growing and strengthening their corporate social responsibility programs.
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