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Introduction
This article compares and contrasts the segmentation, targeting, and positioning employed by two well-known Accor Group brands: Raffles Hotels & Resorts and Novotel. To uphold its reputation for high-end service, Raffles Hotels & Resorts only opens hotels in areas of great cultural and historical significance. In contrast, Novotel welcomes a more diverse variety of guests in search of high-quality, cost-effective lodgings. Both companies successfully interact with consumers through digital channels, customer loyalty programs, and strategic alliances. Both the move from traditional to digital marketing and the tastes of different generations are discussed, with the benefits and drawbacks of each strategy being highlighted. Their marketing approaches have developed to incorporate sustainability and environmental responsibility as businesses adapt to shifting consumer preferences, market situations, and world events. These alterations are another evidence of the hotel's adaptability and response to the dynamic nature of the hospitality industry.
Segmentation Targeting and Positioning
Raffles Hotels & Resorts and Novotel, both brands within the Accor Group, use various marketing strategies to target multiple areas of the hospitality business. To successfully reach and engage their specific audiences, these strategies incorporate segmentation, targeting, and positioning (Angreyani et al., 2023). While their approaches to digital marketing and client loyalty differ, some commonalities exist. The pinnacle of luxury and exclusivity, Raffles Hotels & Resorts, has a particular target market in mind. It focuses primarily on the high-end luxury market segment, catering to wealthy travelers, high-powered business executives, celebrities, and those seeking unique and tailored experiences. Raffles markets itself as an ultra-luxury brand that values history, sophistication, and a deep connection to its location above all else. The company aims to provide customers with exceptional service and unforgettable moments.
Regarding segmentation, Raffles adopts a methodical approach, choosing only places consistent with its brand identity and history. It takes great care in selecting historically significant and culturally significant locations for its properties, ensuring each one represents the pinnacle of luxury and exclusivity (Kapferer & Valette-Florence, 2021). In a hotel, Raffles' target customers expect nothing less than five-star treatment, a nod to the hotel's illustrious past, and a sense of exclusivity. In line with its exclusivity, Raffles takes a marketing approach. It emphasizes its properties' cultural and historical relevance while focusing on personalized and exclusive strategies. Raffles relies heavily on content marketing, narrative, and experience marketing to highlight the resort's exclusivity and high standard of luxury (Jain et al., 2023). In order to reach its target audience, the brand uses its social media presence, website, and partnerships with luxury travel periodicals. The company's promotional strategy includes word-of-mouth marketing and partnerships with luxury travel agencies and tour operators.
In contrast, Novotel takes a more inclusive approach to reaching its target market. Novotel's clientele includes all kinds of travelers, from businesspeople to families to vacationers on a tight budget (Blagoev et al., 2019). It markets itself as a premium brand that provides luxurious lodgings while affordable for families and business travelers. In order to respond to a wide range of traveler demands, Novotel strives to provide a uniform and trustworthy experience across its properties. Novotel's segmentation approach is more varied than other midscale hotels since it offers a wider range of room configurations and services. The brand's target market consists of business and leisure travelers searching for a good hotel that will not break the bank. Modern amenities, family-friendly features, and convenient locations in major cities and airports are highlighted in Novotel's standardized and efficient marketing approach. Novotel reaches its target demographic through digital marketing, loyalty programs, and partnerships with OTAs. The brand's marketing highlights its dependability, uniformity, and affordability (George, 2023). Novotel prioritizes efficiency and convenience to provide its customers with a relaxing stay. Raffles and Novotel use digital properties, such as social media, to engage with customers and promote properties, using similar marketing strategies, including a powerful online presence through official websites and mobile applications. Moreover, they promote brand loyalty by providing loyalty programs that reward patrons for their continued business. With properties in popular cities and tourist hotspots, both brands have a global reach and target travelers worldwide.
Marketing Approaches
Successful marketing strategies require an understanding of age variances in consumer preferences. Regarding advertising, different generations—from the Silent to the Alpha—have different attitudes and reactions. The Silent Generation, born before 1945, values constancy and devotion and likes traditional media like print and television (Ince, 2022). The generation known as Baby Boomers (those born between 1946 and 1964) bridges the gap between traditional and digital marketing by interacting with brands via social media and making purchases online. Generation X, born between 1965 and 1976, is open to nostalgic messaging and suggestions from friends and family (Tutiasri & Febriyanti, 2021). Digital natives, or those born between 1977 and 1995, highly value authenticity and social responsibility. They choose content that speaks to their values, influencer partnerships, and multichannel marketing. With a heavy reliance on social media sites like TikTok and Instagram, Generation Z, born in 1996, is the most technologically advanced generation (Pricope Vancia et al., 2023). They engage less in traditional loyalty programs and give more to social and economic causes. Influencer marketing, micro-videos, customer raves, and mobile apps are a few examples of marketing strategies for Generation Z (Hernandez-de-Menendez et al., 2020). As the youngest generation, those born in 2013 and later will significantly impact their parents' consumption patterns in the future, especially in food and drink.
Digital marketing, in contrast to traditional advertising, takes advantage of online platforms to reach a wider audience, receive immediate feedback, and target customers with greater precision. The digital landscape is dominated by social media marketing, which enables firms to engage with a sizable online community effectively, raise brand awareness, and increase website traffic (Neeti, 2020). Digital marketing also delivers in-depth statistics, allowing marketers to monitor campaign effectiveness and adapt strategies depending on user feedback. Print, radio, TV, and direct mail are still effective forms of traditional advertising but are more expensive (Pascalau & Urziceanu, 2020). These techniques can still reach huge audiences, although each generation may experience a different level of effectiveness. Younger generations like Millennials and Generation Z are increasingly engaged with digital platforms, whereas older generations like Baby Boomers and the Silent Generation are more responsive to traditional advertising. Because traditional advertising frequently needs more real-time data and analytics than digital marketing can provide, measuring the effectiveness of traditional advertising can take time and effort. 
Raffles & Novote's change of Marketing over time
Raffles Hotels & Resorts and Novotel have adapted their advertising approaches to reflect shifting customer tastes, market conditions, and world events (Dumoulin & Giacomel, 2020). Raffles has invested in digital platforms to promote its hotels and reach a wider audience with eye-catching material on websites and social media channels like Instagram and Facebook. Raffles' marketing strategy has recently given sustainability a higher profile, showcasing the company's eco-friendly policies and efforts, including cutting down on plastic use and energy consumption. This coincides with an increased consciousness about caring for the environment worldwide.
Marketing for Novotel has evolved significantly to appeal to a wider range of customers and represent the company's dedication to providing cutting-edge amenities at reasonable prices (R, 2021). The brand has seen a dramatic transformation thanks to incorporating digital tools and platforms, such as providing online booking choices, introducing mobile apps for visitors, and promoting active engagement with customers via social media. Both companies understand the significance of caring for the environment and have instituted recycling and trash reduction programs at their locations as part of their commitment to sustainability. Hotels like the Novotel that fall under the Accor brand have proven their dedication to environmental responsibility by earning certifications like ISO 14001 for environmental management systems (Baxter & Srisaeng, 2021).
Both companies gently incorporate green marketing into their strategies, emphasizing helping the environment, giving back to communities, and using sustainable materials. Both products' revisions are probably reactions to current events like the conflict in Ukraine and inflation. Because of the potential geopolitical crises to alter international travel patterns, marketers may shift their focus to reach new regions or populations. Brands, especially those in the midrange category like Novotel, may have adjusted price tactics and promotional efforts in response to inflation, economic situations, and changes in consumer tastes (Bajrovic, 2021). Raffles Hotels & Resorts and Novotel have developed their marketing campaigns throughout time to incorporate subtle "green" messages, understanding the importance of sustainability. They can keep up with the changing demands of international tourists because they are flexible and responsive to global economic and political climate shifts.
Conclusion
This article aims to investigate how the Accor Group's Raffles Hotels & Resorts and Novotel brands use segmentation, targeting, and positioning to reach out to their respective consumer bases. Our original hypothesis held that these firms' digital marketing and customer retention strategies were very similar despite targeting different demographics. Based on our research, it is clear that Raffles caters to the ultra-wealthy who are looking for private, one-of-a-kind experiences. In contrast, Novotel caters to a broader audience that values accessibility and value. We found that generational preferences have a major influence in determining marketing approaches, as different age groups react differently to various forms of advertising. Furthermore, shifting from traditional to digital marketing is crucial, which provides benefits like increased exposure and real-time statistics. One eye-opening discovery is the rising emphasis on environmental consciousness and responsibility in the advertising of both brands. This shows how flexible and innovative they are in the face of change in their field. Future research might examine the interplay between digital marketing and sustainable practices in the hospitality industry to better understand the forces shaping its future.
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