Module: Marketing Essentials
Module code: BMIH4005 Resit
Title: Comparison of the marketing methods of Raffles and Novotel




Student ID Number: 2221000 
Student name: Andreea-Mariana Stoican
Module Name: Marketing Essentials
University Name: University of Wales Trinity Saint Davis
Submission Date: 26/05/2023


[bookmark: _Hlk135427644]Comparison of the marketing methods of Raffles and Novotel
The purpose of this essay is to compare and contrast Raffles and Novotel in terms of their respective marketing approaches to the hotel industry. Sustainability in operations and marketing are just two of the many factors that will be taken into account in this in-depth examination of the hotels' marketing decisions and strategies from the very beginning to the present.
Hotel chains with a worldwide presence, such as Raffles and Novotel, have thrived in the face of intense competition. SWOT analysis will help to understand the internal factors associated with these companies (Krylova, 2022). Raffles is widely regarded as the epitome of elegance and sophistication because to its high-end, exclusive offers and impeccable service. The brand's history makes it more appealing to customers who are looking for a genuine, in-depth encounter with a foreign culture. Raffles has built its reputation on a collection of legendary hotels found in the world's most desirable locations. Raffles is well-known for its individualised service, which guarantees that each visitor gets special care.  Novotel's extensive hotel chain around the globe allows them to serve a broad variety of clientele and industries. The Novotel brand caters to both business and leisure travellers with its blend of ease, affordability, and hospitability (Ningrum, 2007). Novotel knows how important it is to accommodate families, so they have included special amenities and services just for them. The limited availability of Raffles might be considered as a flaw, since it stunts the company's expansion. Because of its high price point, Raffles may only appeal to those with more disposable income. Because luxury vacations are often a matter of personal choice, Raffles is vulnerable to swings in the economy because of its upscale status. Luxury-seeking guests may be less interested in staying at a Novotel because of the hotel's mid-range pricing and location (Juniardi et al., 2022). The brand's inability to stand out in a crowded market may be due, in part, to the uniformity of its services and facilities. Since Novotel serves a wide variety of international markets, maintaining high-quality standards across all of them might be difficult. Raffles can reach more people and increase its consumer base by experimenting with new ideas like luxury resorts and boutique hotels (Stevens, 2021). Novotel may benefit from the growing market for luxury at more reasonable pricing by catering to budget-conscious tourists.
Novotel may get an advantage over its competitors by adopting technology-driven solutions like individualised online experiences and streamlined mobile check-in/check-out.  Raffles' market dominance and client loyalty are threatened by competition from other luxury hotel brands and new entrants to the industry. Raffles' ability to enter or continue operating in specific locations may be hampered by political and economic uncertainty in important markets (Kimes and Ho, 2019). Novotel struggles to differentiate itself from the plethora of other hotel brands that compete in the mid-range market.
Raffles promotes itself as a high-end company by providing its customers with unique and memorable services. Its services and products include luxurious lodgings, gourmet food, and individualised attention (Krylova, 2022). For instance, the Raffles Singapore Hotel is well-known for its lavish suites and the iconic Raffles Butlers, who exude a sense of history and extravagance. Novotel caters to the middle class by offering functional and convenient lodgings. Its offers include comfortable accommodations with contemporary conveniences and services that are ideal for both business and pleasure travellers (Kiritharan and Nair, 2019). While Raffles is known for its five-star service and opulent accommodations, Novotel targets those on a more modest budget. Both hotels are committed to providing excellent service and amenities to its guests. To match its high-end standing, Raffles charges high prices. Its increased cost suggests limited availability and emphasises the premium nature of the offering. Because of the high quality of service and opulent facilities, guests are ready to spend a higher rate to stay at Raffles (Kenny, 2018). Novotel's pricing approach aims to appeal to budget-conscious travellers. Its prices are reasonable because they align with the brand's promise of value. Because of its upscale reputation, Raffles charges greater rates than its budget-friendly rival, Novotel. Both companies' products are created to be competitively priced in their respective markets (Kimes and Ho, 2019). When deciding where to build a hotel, Raffles always looks for the best possible spot in a prominent area. 
Raffles places an emphasis on famous landmarks, whereas Novotel places a premium on ease of access. Both businesses carefully choose their sites to best serve their target audiences and make their products more accessible to their customers (Lee et al., 2022). When promoting its high-end services, Raffles uses cutting-edge advertising and branding techniques. To reach its customers, the company uses a number of distribution methods, including as the Internet and relationships with high-end travel agencies (Sun, 2011). Novotel promotes its affordable hotels primarily via digital channels and websites. It does this via targeted advertising, search engine optimisation, and social media marketing (Davies and Pardey, 2019). Unlike Novotel, whose marketing is wide and technologically driven, Raffles focuses on a select clientele. Both companies efficiently convey their wares through several avenues of promotion. Raffles' "Raffles Ambassadors" are trained extensively to provide excellent customer service. The brand's dedication to hospitality and meticulous attention to detail is embodied by its staff of highly trained experts, notably the Raffles Butlers (Appleton, 2017). Novotel Teams are prepared to meet the demands of a wide variety of guests in a timely and professional manner. Raffles is known for its individualised service, which is highlighted by Raffles Ambassadors and Butlers. The service at Novotel is known for being quick and helpful. Both companies value having employees that are knowledgeable and attentive to customers. Raffles uses careful procedures to guarantee guests have pleasant and unique experiences (Davies and Pardey, 2019). Novotel places a premium on streamlined procedures for the benefit of its guests. To ensure uniformity amongst its hotels, it employs standard operating processes for things like check-in and check-out. Raffles prioritises customised procedures, whereas Novotel looks to maximise productivity and uniformity (Lee et al., 2022). Both companies place a premium on ensuring that their customers never have to lift a finger throughout their stays. Raffles physically conveys a feeling of sophistication and refinement. Its buildings are works of art, and their interiors are as well-designed as they are luxurious (Buttle et al., 2016).  Novotel is known for its modern and welcoming decor. Its hotels have sleek and practical decor, with cosy rooms and warm common areas.
Raffles puts emphasis on catering to a demographic of affluent travellers and individuals with high net worth who are in search of opulent and lavish experiences. The company's target demographic spans from individuals in their early twenties to those in their late fifties. The brand offers a diverse range of services including luxury, lifestyle, full service, focused service, all suites, and vacation ownership (Cunill, 2006). The brand's success is attributed to its focus on three key pillars: product innovation, marketing creativity, and customer connection. According to the Chief Marketing Officer of the organisation, effective marketing is achieved through the implementation of robust customer design objectives, brand positioning, and brand architecture. The company employs an enterprise-wide approach to brand strategy, while also tailoring individualised marketing strategies for each entity within its portfolio (George, 2021). The primary corporation, Raffles Hotels and Resorts, boasts a substantial social media presence with a Facebook following of 167500, 68.9k followers on Instagram, 3200 subscribers on YouTube, 64000 thousand followers on Twitter, and a vast number of followers across its brand accounts (Similarweb, 2023).
Novotel provides service to a wider demographic encompassing both corporate and recreational consumers. Their services are aimed at catering to the needs of individuals and families seeking comfortable lodging options at a reasonable cost. The segmentation strategy of Novotel is centred on catering to the needs of budget-conscious travellers who prioritise convenience, reliability, and a positive lodging experience (Kotler et al., 2014). The company is focusing on age cohorts ranging from the 30s to 50s, who are seeking tranquil and conventional lodging options, as well as couples and families. Typically, promotional activities involve the utilisation of digital marketing strategies, implementation of price reductions, and provision of exclusive incentives (Siguaw and Enz, 2009). Novotel has recently enlisted the services of Splendid Communications as their strategic social and content agency for the year 2022. Prior to this, the company had been conducting their marketing campaigns in-house for a period of two years. The current extent of their social media reach encompasses a following of approximately 635,843 individuals on Facebook, nearly 97,000 individuals on Instagram, and roughly 5,500 subscribers on YouTube (Juniardi et al., 2022).
Both Raffles and Novotel have acknowledged the significance of sustainability and integrating an environmentally conscious message into their marketing approaches. Several multinational hotel brands have adopted sustainable practices and initiatives aimed at minimising their environmental footprint and attracting eco-conscious tourists (Stevens, 2021). Raffles and Novotel endeavour to appeal to customers who prioritise eco-friendly lodging by showcasing their sustainability initiatives. Current occurrences such as the Ukraine crisis and inflation have the potential to impact their marketing tactics. The ongoing political tensions in Ukraine have the potential to cause changes in both travel patterns and consumer behaviour. Raffles and Novotel may need to consider modifying their marketing strategies by directing their efforts towards regions that have been less affected by the crisis or by emphasising the promotion of their properties in regions that have demonstrated stability (Krylova, 2022).
The marketing approaches employed by these two global corporations are intricate and challenging to assess within the confines of this brief composition. However, it is evident that the companies diverge significantly, catering to distinct demographics ranging from affluent to economical travellers, thereby resulting in disparate marketing expenditures. Raffle Hotels is currently engaged in the pursuit of technological innovation both in their hotels and marketing strategies. Conversely, Novotel is focused on maintaining low costs to provide customers with high-quality services at affordable prices.
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