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This report presents a comparative analysis of two leading hospitality entities: Travelodge (Travelodge, 2024). and Shangri-La Hotels. (Sangri-La, 2024). 
Through a meticulous examination of their market positions, growth potentials, and commitments to corporate social responsibility (CSR), this report aims to provide a comprehensive understanding of their strategic landscapes. By delving into factors such as revenue performance, expansion strategies, and CSR initiatives, we seek to illuminate the nuanced differences and similarities between these two industry giants. 
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[bookmark: _Toc166238480]Travelodge
Travelodge Hotels has exhibited a remarkable trend of revenue growth over the past four years, underscoring its resilience and adaptability in the ever-evolving hospitality industry.
According to Financial report, Travelodge (2024) a. In 2020, Travelodge Hotels generated £284.4 million in revenue, facing the unprecedented challenges brought about by the COVID-19 pandemic. Despite the disruptions to travel and tourism, the company managed to navigate through the difficult circumstances and lay the groundwork for recovery. 
According to Financial report, Travelodge (2024) b. The following year, 2021, marked a significant turning point for Travelodge Hotels as revenue surged to £559.8 million. This notable increase can be attributed to various factors, including the gradual easing of travel restrictions, pent-up demand for accommodations, and effective marketing strategies. As consumer confidence began to rebound, Travelodge capitalized on the resurgence in travel activity, attracting guests with its value-oriented offerings. 
According to Financial report, Travelodge (2024) c. In 2022, Travelodge Hotels continued its upward trajectory, achieving a milestone revenue of £909.9 million. This substantial growth further solidified the company's position in the market, driven by robust demand from both leisure and business travellers. Strategic investments in property refurbishments, brand enhancement, and customer experience initiatives played a pivotal role in sustaining the positive momentum. 

According to Financial report, Travelodge (2024) d. In 2023 Travelodge Hotels achieved a remarkable milestone in its performance, surpassing £1 billion in total revenue for the first time, marking a significant 13.7% increase to £1,035.2 million compared to the previous year's £910.8 million. This achievement was accompanied by a noteworthy rise in EBITDA (adjusted) by 14.6% to £243.9 million, up from £212.9 million in 2022. 


The stellar performance of Travelodge Hotels was primarily propelled by robust customer demand across various segments. Record-breaking trading days and weeks, such as during Wimbledon and Eurovision, contributed to the hotel's highest-ever revenue in London. Additionally, face-to-face business conferences like the Defence and Security Equipment International (DSEI) conference drove Travelodge's busiest week in the second half of 2023, further bolstering revenue figures. Record full year performance (Travelodge, 2024).
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Shangri-La Hotels has demonstrated a remarkable and consistent pattern of revenue growth over the past four years, underscoring its strong market position, strategic initiatives, and ability to adapt to changing consumer preferences.

According to Final result announcement, Sangri-La (2024) a. In 2020, Shangri-La Hotels reported revenue of $858 million, navigating through the challenges posed by the COVID-19 pandemic. Despite widespread travel restrictions and a significant decline in tourism, the company implemented proactive measures to minimize the impact on its operations, such as cost-saving strategies, enhanced hygiene protocols, and innovative guest experiences.

According to Final result announcement, Sangri-La (2024) b. The following year, 2021, marked a notable uptick in revenue for Shangri-La Hotels, reaching $1.241 million. This substantial increase can be attributed to the gradual recovery of the hospitality industry as vaccination efforts progressed and travel restrictions eased in many regions. Shangri-La Hotels capitalized on pent-up demand from leisure and business travellers, offering attractive packages, flexible booking options, and enhanced safety measures to reassure guests.

According to Final result announcement, Sangri-La (2024) c. In 2022, Shangri-La Hotels continued its impressive revenue growth trajectory, surpassing $1.4 million for the first time, with revenue reaching $1.462 million. This notable achievement reflected the company's resilience and agility in navigating through continued uncertainties in the global economy. Strategic investments in property expansions, digital innovations, and brand enhancements contributed to Shangri-La Hotels' sustained growth and competitive edge in the luxury hospitality sector.

According to Final result announcement, Sangri-La (2024) d. The year 2023 witnessed another significant milestone for Shangri-La Hotels, with revenue soaring to $2.141 million. This record-breaking performance underscored the company's ability to capture market share, attract affluent travellers, and deliver exceptional guest experiences across its global portfolio of properties. Shangri-La Hotels' strategic focus on luxury offerings, personalized services, and sustainability initiatives resonated with discerning travellers, driving revenue growth and brand loyalty.
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According to Travelodge (2024) Travelodge, being in the budget hotel segment, may have experienced a quicker recovery post-COVID compared to Shangri-La. Budget accommodations tend to be more resilient during economic downturns as they cater to price-sensitive travellers who may prioritize affordability over luxury during uncertain times. Additionally, Travelodge's widespread presence in key domestic markets may have contributed to its ability to capture demand from domestic travellers as international travel restrictions persisted.
According to Sangri-La (2024) Shangri-La, on the other hand, have faced a slower recovery due to its reliance on international luxury travel, which was significantly impacted by travel restrictions and reduced consumer spending during the pandemic. Luxury hotels typically rely on high-end leisure and business travellers, whose travel patterns take longer to return to pre-pandemic levels.
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[bookmark: _Toc166238484]Travelodge Hotels
According to Business Model & Strategy, Travelodge (2024). Travelodge Hotels occupies a distinct market position, specializing in providing affordable and accessible accommodations tailored to budget-conscious travellers. With a strategic focus on affordability, Travelodge offers competitive rates to attract a wide range of customers, including families, solo travellers, and corporate clients.  This emphasis on affordability makes Travelodge an appealing option for travellers seeking cost-effective lodging options without compromising on comfort. Additionally, Travelodge prioritizes accessibility by strategically locating its properties in convenient areas such as city centres and near major transportation hubs, catering to travellers seeking convenient and easily accessible accommodations for both business and leisure purposes. Most of the Travelodge customers are locals. (Similar web, 2024). 


[bookmark: _Toc166238485]Shangri-La Hotels 
According to Our-Business, Sangri-La (2024). Shangri-La Hotels epitomizes luxury hospitality, occupying a prestigious market position renowned for its opulent accommodations and exceptional service. Positioned at the upper echelon of the market, Shangri-La caters to affluent travellers seeking unparalleled luxury and sophistication. With a portfolio of deluxe hotels and resorts located in key global destinations, Shangri-La offers guests diverse settings to indulge in refined luxury experiences. Central to its market position is a commitment to providing personalized service and immersive guest experiences, ensuring that each stay surpasses expectations. Shangri-La's reputation for luxury and exclusivity solidifies its position as a leading player in the luxury hospitality segment. (Similar web, 2024). 

Top of Form
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According to Bowmans (1995). Bowman's Strategy Clock is a strategic tool used to analyse the competitive position of organizations based on their pricing strategy and perceived value proposition. It provides a framework for understanding how organizations compete within their respective markets. 
As for selecting a competitor for comparison, it would be appropriate to consider another hotel chain operating in a similar market segment or pricing strategy. In this case, Shangri-La Hotels could be compared to other luxury hotel brands such as Six Sense Hotels (Sixsense, 2024). Similarly, Travelodge Hotels could be compared to other budget hotel chains such as Holiday Inn (HolidayInn, 2024). Comparing organizations within the same market segment provides a more meaningful benchmark for evaluating competitive positioning and strategic performance. (Bowmans, 1995).


When comparing Travelodge with Holiday Inn using Bowman's Strategy Clock, Travelodge typically operates within the "Low Price/Low Added Value" strategy. It emphasizes offering budget-friendly accommodations with basic amenities, targeting cost-conscious travellers seeking affordable options without extensive additional services. On the other hand, Holiday Inn typically aligns with the "Hybrid" strategy, balancing moderate pricing with added value through a wider range of amenities and services. While Holiday Inn maintains competitive pricing, it offers a more comprehensive guest experience, appealing to a broader customer base seeking a balance between affordability and additional features. Therefore, while Travelodge prioritizes cost leadership, Holiday Inn combines moderate pricing with added value to cater to a wider spectrum of travellers.

When comparing Shangri-La Hotels and Six Senses Hotels using Bowman's Strategy Clock, Shangri-La typically operates within the "Differentiation" strategy. It emphasizes offering luxurious accommodations with a wide range of amenities and personalized services, targeting discerning travellers seeking premium experiences. On the other hand, Six Senses Hotels often aligns with the "Focused Differentiation" strategy, emphasizing unique and environmentally sustainable offerings, such as wellness retreats and eco-friendly practices. While both brands prioritize differentiation, Shangri-La caters to a broader luxury market with its extensive portfolio of upscale properties, while Six Senses focuses on niche segments such as wellness tourism and sustainable luxury. Therefore, Shangri-La emphasizes a broader differentiation approach, while Six Senses focuses on a more specialized market niche.
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[bookmark: _Toc166238488]Travelodge Hotels 
Here is an overview of key points from Travelodge's growth strategy:
1. Refit Programme: Travelodge has prioritized its refit programme, upgrading its room estate to a new design aimed at improving customer experience and commercial metrics. With 25% of rooms already upgraded and plans to reach 50% by the end of 2024, this initiative demonstrates a commitment to modernizing its properties and maintaining competitiveness in the market. Funding Opportunities (Travelodge, 2024). 
2. Brand Campaign: The launch of the "Better get a Travelodge" multi-channel brand campaign signals a renewed focus on brand awareness and consideration. Better get a Travelodge Campaign (Travelodge, 2024). Early indications of improved metrics suggest a positive response from customers, potentially driving future growth and market share gains.
3.Property Portfolio Optimization: The formation of Travelodge PropCo Group and the acquisition of 66 Travelodge branded hotels demonstrate strategic efforts to optimize the hotel portfolio and diversify the freehold/leasehold split. This move aims to unlock value and enhance the long-term sustainability of the business. PropCo (Travelodge, 2024).  
4.Expansion Plans: Despite challenges in the market for hotel development funding and planning, Travelodge remains committed to expansion. Targeting over 300 locations in the UK and exploring growth opportunities in Spain, Travelodge aims to capitalize on market demand and establish a stronger foothold in key markets. Record full year performance (Travelodge, 2024). 

[bookmark: _Toc166238489]Potential Barriers to Growth
Market saturation in mature markets like the UK poses a significant barrier to Travelodge's growth, with intense competition from existing players and limited real estate availability in prime locations hindering expansion opportunities. Overcoming this challenge necessitates innovative strategies to differentiate offerings and penetrate new markets.
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According to Our-Business, Sangri-La (2024). These are some of the Expansion Strategies: 
1. International Expansion: Shangri-La can leverage its established brand and reputation to expand into new international markets. Targeting key tourist destinations, emerging economies, and major business hubs offers opportunities for growth through management contracts, franchise agreements, or ownership models.
2. Portfolio Diversification: Diversifying its portfolio beyond traditional hotel offerings presents growth opportunities for Shangri-La. This includes luxury residences, vacation rentals, wellness resorts, and experiential tourism ventures, catering to evolving consumer preferences and lifestyle trends.
3. Rising Demand for Luxury Travel: The growing affluent middle class and increasing discretionary spending on luxury experiences present opportunities for Shangri-La to capture market share. Targeting high-net-worth individuals, luxury travellers, and corporate clients seeking premium accommodations and personalized services aligns with evolving consumer preferences.
4. Emerging Markets: Emerging economies, such as China, India, Southeast Asia, and the Middle East, offer significant growth potential for luxury hospitality. Rapid urbanization, increasing disposable incomes, and a growing appetite for luxury experiences create opportunities for Shangri-La to expand its presence and capitalize on market demand.

[bookmark: _Toc166238491]Potential Barriers to Growth
Shangri-La Hotels faces several potential barriers to growth, including market saturation in mature markets, regulatory and compliance challenges in new markets, geopolitical risks, and operational complexity. In saturated markets, differentiation and maintaining premium pricing are critical. Navigating complex regulatory landscapes while adhering to brand standards is essential for expansion. Geopolitical uncertainties and economic fluctuations pose risks to travel demand and investment sentiment. Additionally, managing a diverse portfolio across various regions requires effective operational oversight to ensure consistent service quality and brand standards
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[bookmark: _Toc166238493]Travelodge Hotels 
According to Conscious, Travelodge (2024). These are some of the Financial Commitments carried out by Travelodge.
1. Sustainability Initiatives: Travelodge invests in energy-efficient technologies such as LED lighting, motion sensors, and energy management systems across its properties to reduce energy consumption. The company also implements waste reduction programs and recycling initiatives, allocating financial resources towards waste management infrastructure and sustainability training for staff.
2. Community Engagement: Travelodge allocates funds towards community development projects, such as supporting local schools, charities, and community organizations. Financial contributions are made towards initiatives aimed at improving education, healthcare, and social welfare in the neighbourhoods surrounding its properties.
3. Ethical Supply Chain: Travelodge conducts supplier audits and compliance checks to ensure that its vendors adhere to ethical sourcing practices and labour standards. Financial resources are allocated towards supplier monitoring and capacity-building initiatives to promote responsible sourcing and ethical supply chain management.


[bookmark: _Toc166238494]Shangri-La Hotels
According to Sustainability, Sangri-La (2024). These are some of the Financial Commitments carried out by Sangri-La 
1. Sustainable Operations: Shangri-La invests in eco-friendly technologies such as solar panels, energy-efficient HVAC systems, and water-saving fixtures to minimize its environmental footprint. The company also implements sustainable procurement practices, sourcing environmentally friendly materials and products for its properties.
2. Community Engagement: Shangri-La allocates financial resources towards community development projects, including education scholarships, healthcare initiatives, and poverty alleviation programs. The company partners with local NGOs and charities to support underserved communities near its properties.
3. Ethical Supply Chain: Shangri-La conducts regular supplier audits and compliance checks to ensure that its vendors adhere to ethical labour practices and environmental standards. The company collaborates with suppliers to improve transparency and traceability in its supply chain, allocating financial resources towards supplier training and capacity building.
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In terms of the extent and depth of Corporate Social Responsibility (CSR) initiatives, Shangri-La Hotels generally demonstrates a higher level of commitment compared to Travelodge. This is primarily due to Shangri-La's luxury positioning and larger scale, which provide the company with greater resources and opportunities to implement comprehensive CSR programs.
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[bookmark: _Toc166238497]For Travelodge Hotels

Travelodge should keep growing in Spain because lots of British tourists already know and use their hotels. More Travelodge hotels in Spain mean more places for tourists to stay, especially for those who want affordable options. This helps Travelodge become even more popular among British tourists and others visiting Spain.


[bookmark: _Toc166238498]For Shangri-La Hotels 

Sangri-La could explore launching a range of more cost-effective hotels while preserving its signature style. This strategy would enable Sangri-La to appeal to a broader audience by providing accessible options without sacrificing its high standards service, thereby expanding its market share and attracting new clientele.


















[bookmark: _Toc166238499]References 

1. Faulkner, D. and Bowman, C. (1995) The essence of competitive strategy. New York; Prentice Hall.

2. Holiday Inn (2024) Available at: https://www.holidayinn.com/hotels/gb/en/london/lonuk/hoteldetail (Accessed 7th  May 2024).

3. Sangri-La (2024) a Final result announcement. Available at: 2021-03-26-final-results_E.pdf (shangri-la.com) (Accessed 6th  May 2024).

4. Sangri-La (2024) b Final result announcement. Available at: 2022-03-24-Final-Results-2021_E.pdf (shangri-la.com) (Accessed 6th  May 2024).

5. Sangri-La (2024) c Final result announcement. Available at: e_final-results_20230324.pdf (shangri-la.com) (Accessed 6th  May 2024).

6. Sangri-La (2024) d Final result announcement. Available at: 2024-03-22-Final-Results-Announcement_E.pdf (shangri-la.com) (Accessed 6th  May 2024).

7. Sangri-La (2024) Our business. Available at: Welcome: Shangri-La Group (Accessed 6th   May 2024).

8. Sangri-La (2024) Sangri-La Circle. Available at: https://www.shangri-la.com (Accessed 6th  May 2024).

9. Sangri-La (2024) Sustainability. Available at: Welcome: Shangri-La Group  (Accessed 7th  May 2024).

10. Similar Web (2024) Demographics. Available at: Demographics (similarweb.com) (Accessed 7th  May 2024).

11. Six Senses (2024) Available at: https://www.sixsenses.com/en (Accessed 7th  May 2024).

12. Travelodge (2024) Available at: https://www.travelodge.co.uk/ (Accessed 6th May 2024).

13. Travelodge (2024) Better get a Travelodge Campaign. Available at: Better get a Travelodge Campaign - Travelodge Corporate Website (Accessed 7th  May 2024).

14. Travelodge (2024) Business Model & Strategy. Available at: Business Model & Strategy - Travelodge Corporate Website (Accessed 6th  May 2024).

15. Travelodge (2024) Conscious. Available at: Conscious - Travelodge Corporate Website (Accessed 8th  May 2024).

16. Travelodge (2024) a Financial report. Available at: 2020_Thame_London_signed.pdf (travelodge.co.uk) (Accessed 7th  May 2024).

17. Travelodge (2024) b Financial report. 2021_Thame_London-FINAL_signed.pdf (travelodge.co.uk) (Accessed 7th  May 2024).

18. Travelodge (2024) c Thame & London FINAL (1).pdf (travelodge.co.uk) (Accessed 7th  May 2024).

19. Travelodge (2024) d financial report. Available at: https://www.travelodge.co.uk/nw/sites/default/files/Thame_and_London_Limited_signed_FY23.p (Accessed 7th  May 2024).

20. Travelodge (2024) Funding Opportunities. Available at: Development & Funding - Travelodge Corporate Website (Accessed 7th  May 2024).

21. Travelodge (2024) PropCo. Available at: Travelodge PropCo Group closes the acquisition of 66 Travelodge-branded hotels from Travelodge's largest landlord - LXi REIT - for £210 million - Travelodge Corporate Website (Accessed 7th  May 2024).

22. Travelodge (2024) Record full year performance. Available at: Record full year performance with Travelodge well positioned for long-term growth - Travelodge Corporate Website (Accessed 7th  May 2024).


































2023_Annual_Report_E.pdf (shangri-la.com)




Luxury Hotels and Resorts | Official Site Shangri-La Hotels and Resorts
image1.png
STRATEGIC REPORT
FOR THE YEAR ENDED 31 DECEMBER 2020

Highlights

Total revenue EBITDA (adjusted) ¢
£284.4m £(74.0)m loss.

(@019: £727.9m) (2019: £129.1m profit

down (60.9)%

Underlying operating (loss) profit %) Statutory loss before tax
£(206.3)m loss] £(307.0)m
(2019: £64.7m proft) @o19: £72.5m)

2020 Performance Headlines

+ Total revenue down 60.9% to £284.4m (2019: £727.9m)
« RevPAR™ down 59.6% to £16.89 (2019: £41.85)

« RevPAR growth 3.2pts ahead of the competitive segment?

« Occupancy™ down 39.1pts to 41.3%

« Average room rate” down 21.5% at £40.86 (2019: £52.08)

+ EBITDA (statutory)® down £280.2m to £61.1m (2019: £341.3m)

« EBITDA (adjusted)® down £203.1m to a loss of £74.0m
«+ Cash of £136.2m at 31 December 2020 (2019: £89.2m)

+ Nine new hotels opened with practical completion of a further seven which are not yet open due to the
current restrictions on customer stays

« Total network now 586 hotels and 44,549 rooms as at 31 December 2020
+ 494 hotels achieving TripAdvisor rating of 4 stars, with 385 TripAdvisor Travellers’ Choice Awards
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THAME AND LONDON LIMITED

STRATEGIC REPORT
FOR THE YEAR ENDED 31 DECEMBER 2021

Highlights

Total underlying revenue EBITDA (adjusted)
£559.8m £81.1m

(2020: £284.4m) (2020: £(74.0)moss)
(2019: £727.9m) (2019: £129.1m profit)

down (23.1)% from 2019

Underlying operating (loss) / profit before IFRS 16 ()  Statutory loss before tax

£(20.1)m loss. £@20-1)m £(102.2)m
(2020: £(206.3)m oss) (2020: £(307.0)m)
(2019 £64.7m prof) 2647 (@o19: £7253m)

2021 Performance Headlines

« Total underlying revenue down 23.1% against 2019 to £559.8m (2019: £727.9m, 2020: £284.4m)
RevPAR™) down 21.5% against 2019 to £33.05 (2019: £42.09, 2020: £16.61)
RevPAR performance 10.8pts ahead of the competitive segment(®)
+ Occupancy® down 18.0pts against 2019 to 62.6% (2019: 80.6%, 2020: 40.8%)
Average room rate() up 1.1% against 2019 at £52.77 (2019: £52.20, 2020: £40.70)
EBITDA (adjusted) profit of £81.1m (2019: profit of £129.1m, 2020: loss of £74.0m)
Cash of £142.8m at 31 December 2021 (2019: £89.2m, 2020: £136.2m)
17 new hotels opened in the year
« Total network now 592 hotels and 44,984 rooms as at 31 December 2021
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THAME AND LONDON LIMITED

STRATEGIC REPORT
FOR THE YEAR ENDED 31 DECEMBER 2022 (CONTINUED)

Highlights

Total underlying revenue EBITDA (adjusted) )

£909.9m £212.0m

(2021: £559.8m) (2021: £81.1m)

(2019: £727.9m) (2019: £129.1m)

Statutory operating profit Statutory loss before tax

£263.6m £(0.5)m cosm
(2021: £145.0m) @o21: £(102.2m)

(2019: £157.7m) | £157.7m. (2019: £(72.5)m)

2022 Performance Headlines

- Total underlying revenue* up 25.0% to £909.9m (2019: £727.9m, 2021: £559.8m)

+ Occupancy' up 1.0pts to 81.8% (2019: 80.8%, 2021: 62.7%)

«  Average room rate' up 22.5% at £64.31 (2019: £52.51, 2021: £52.72)

+  RevPAR' up 23.9% to £52.59 (2019: £42.46, 2021: £33.04)

+ RevPAR performance 10.9pts ahead of the competitive segment? vs 2019

«  EBITDA (adjusted)’ of £212.9m, £83.8m ahead of 2019 (2019: £129.1m, 2021: £81.1m)

«  Statutory Operating Profit of £263.6m (2019: £157.7m, 2021: £145.0m)

«  Statutory loss before tax of £(0.5)m (2019: £(72.5)m, 2021: £(102.2)m)Cash of £154.2m at 31
December 2022 (2019: £89.2m, 2021: £142.8m)

«  Over £100m of de-leveraging in 2022

- Rating agency upgrades to B3/B-

6 new hotels opened, including one Irish franchise

«  Total network now 595 hotels and 45,761 rooms as at 31 December 2022
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THAME AND LONDON LIMITED

STRATEGIC REPORT
FOR THE YEAR ENDED 31 DECEMBER 2023

Total revenue

2023 £1,035.2m

(022 es108m)

EBITDA (adjusted) ©

2023 £243.9m
(@022: £2129m)

Statutory operating profit Statutory profit/( loss) before tax

2023 £324.41

(022: 263.6m)

o 2023 £33.8m
(022: £0.5m) s05m

2023 Performance Headlines

Total revenue up 14% to £1,035.2m (2022: £910.8m)

Occupancy® up 2.1pts to 83.8% (2022: 81.7%)

Average room rate* up 9.5% at £70.53 (2022: £64.40)

ReVPAR! up 12.4% to £59.14 (2022: £52.62)

RevPAR performance (1.8)pts below the competitive segment? vs 2022, reflecting very strong 2022
performance

ReVPAR performance 4.4pts ahead of the competitive segment? vs 2019

EBITDA (adjusted)’ of £243.9m, £31m ahead of 2022 (2022: £212.9m) with EBITDA margin of 23.6%
(2022: 23.4%)

Statutory Operating Profit of £324.4m (2022: £263.6m)

Statutory Profit/(Loss) before tax of £33.8m (2022: £(0.5)m)

Cash of £195.7m at 31 December 2023 (2022: £154.2m)

Refinancing completed in April 2023

4 new hotels opened, including one in Spain

Total network now 598 hotels and 46,046 rooms as at 31 December 2023
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Revenue from our consolidated hotel properties business for the year ended 31 December
2020 was USD858.0 million, a decrease of 58.5% (or USD1,208.4 million), compared to

'USD2,066.4 million for the year ended 31 December 2019.

Year ended 31 December 2020/19
(USD million) 2020 2019 % change
The People’s Republic of China
Hong Kong 825 296.0 -72.1%
Mainland China 463.0 781.9 -40.8%
Singapore 88.8 236.7 -62.5%
Malaysia 349 119.2 -70.7%
The Philippines 49.0 189.9 -74.2%
Japan 242 66.7 -63.7%
Thailand 20.7 81.2 -74.5%
France 7.3 46.2 -84.2%
Australia 35.6 85.1 -58.2%
United Kingdom 18.3 529 -65.4%
Mongolia 39 17.4 -77.6%
Sri Lanka 12.0 27.1 -55.7%
Other countries 17.8 66.1 -73.1%
Consolidated revenue from Hotel
Properties business -58.5%

2,066.4
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Shangri-La Asia Limited
(Incorporated in Bermuda with limited liability)
website: www.ir.shangri-la.com

(Stock code: 00069)

2021 FINAL RESULTS ANNOUNCEMENT

The board of directors (“Board”) of Shangri-La Asia Limited (“Company”) wishes
to announce the results of the Company and its subsidiarics (“Group”), and associates
for the year ended 31 December 2021. The consolidated financial statements for the
year ended 31 December 2021 have been audited by the Company’s auditor,
PricewaterhouseCoopers, in accordance with the Hong Kong Standards on Auditing
issued by the Hong Kong Institute of Certified Public Accountants and reviewed by the
audit & risk committee of the Board. The auditor’s report was unqualificd.

The following table summarises the highlights of our financial results:

Consolidated Revenue

EBITDA®“" of the Company and its subsidiaries

Effective share of EBITDA®*“? of the Company,
subsidiaries and associates

Loss attributable to owners of the Company
— Operating items
— Non-operating items

Total
Loss per share (US cents per share)
Net assets attributable to owners of the Company

Net assets per share attributable to owners of the
Company (USD)

(N/M: Not meaningful)

2021

USD Million

1,241.0
132.8

418.0

(193.2)

97.4)

(290.6)

(8.13)
5,864.3

1.64

2020
USD Million

1,033.4
(84.9)

181.6

@32.1)

(28.1)

(460.2)

(12.89)
6,061.6

1.69

2021120
% Change

20.1%
NM

130.2%

55.3%
-246.6%

36.9%

36.9%
-3.3%

-3.0%




image7.png
Shangri-La Asia Limited
(Incorporated in Bermuda with limited liability)
website: www.ir.shangri-la.com
(Stock code: 00069)

2022 FINAL RESULTS ANNOUNCEMENT

The board of directors (“Board”) of Shangri-La Asia Limited (“Company”) wishes to
announce the results of the Company and its subsidiarics (“Group”), and associates for
the year ended 31 December 2022. The consolidated financial statements for the
year ended 31 December 2022 have been audited by the Company’s auditor,
PricewaterhouseCoopers, in accordance with the Hong Kong Standards on Auditing
issued by the Hong Kong Institute of Certified Public Accountants and reviewed by the
audit & risk committee of the Board. The auditor’s report was unqualificd.

The following table summarises the highlights of our financial results:

2022 2021 202221
USD Million ~ USD Million % Change
Consolidated Revenue 14621 12410 17.8%
EBITDA®*/ of the Company and its subsidiarics 1744 1328 31.3%
Effective share of EBITDA™ of the Company,
subsidiaries and associates 4416 4180 5.6%
Profit/(Loss) attributable to owners of the Company
— Operating items (161.6) (193.2) 16.4%
— Non-operating items 31 (97.4) NM
Total (158.5) (290.6) 45.5%
Loss per share (US cents per share) (4.44) (8.13) 45.4%
Net assets attributable to owners of the Company 52540 58643 -10.4%

Net assets per share attributable to owners of the
Company (USD) 147 1.64 -10.4%
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2023 FINAL RESULTS ANNOUNCEMENT

The board of directors (“Board”) of Shangri-La Asia Limited (“Company”) wishes to
announce the results of the Company and its subsidiarics (“Group”), and associates for
the year ended 31 December 2023. The consolidated financial statements for the year
ended 31 December 2023 have been audited by the Company’s auditor,
PricewaterhouseCoopers, in accordance with the Hong Kong Standards on Auditing
issued by the Hong Kong Institute of Certified Public Accountants and reviewed by the
audit & risk committee of the Board. The auditor’s report was unqualificd.

The following table summarises the highlights of our financial results:

2023 2022 2023/22
USD Million ~ USD Million % Change
Consolidated Revenue 2,141.8 1.462.1 46.5%
EBITDA®* " of the Company and its
subsidiaries 522.2 174.4 199.4%
Effective share of EBITDA ®%¢? of the
Company, subsidiaries and associates 873.6 441.6 97.8%
Profit/(Loss) attributable to owners of
the Company
— Operating items 129.0 (161.6) N/M
— Non-operating items 55.1 3.1 1,677.4%
Total 184.1 (158.5) N/M
Earnings/(Loss) per share
(US cents per share) 5.17 (4.44) N/M
Net assets attributable to owners of the
Company 5,222.4 5.254.0 ~0.6%
Net assets per share attributable to
owners of the Company (USD) 147 1.47 0.0%

(N/M: Not meaningful)
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