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Marketing is the process of identifying, developing, and delivering goods and services that meet the needs of a specific market (Baines et al., 2017). This essay will discuss and contrast the situational analysis, both internal and external, of the marketing strategies of two multinational hotel chains, Raffles and Novotel. This essay discusses the 7ps of the marketing mix and compares and determines the approach the two hotel chains utilise the 7ps for their benefit. Lastly, the article explores how the brands' segment, target and position in the market and whether the strategies are tied to their marketing mix.
[bookmark: _Toc134207462]This particular section of the essay carries out a situational Analysis of Raffles and Novotel. Both Raffles and Novotel are internationally renowned hotel brands. While both brands provide upscale amenities and services, their marketing approaches are distinct. Both hotel chains have particular strengths. As a luxury hotel brand, Raffles focuses its advertising on consumers who can afford a more expensive stay (Novotel, 2023). The company differentiates itself from the competition by providing clients with unique experiences (Rodgers and Thorson, 2012). On the other hand, Novotel is a mid-range hotel chain that employs advertising to attract a wider variety of travellers. The organisation distinguishes itself from competitors by providing reasonably priced, cutting-edge lodging. Despite their strengths, both these brands have specific weaknesses, such as intense rivalry in the global industry and limited access to particular regions. However, Raffles and Novotel have opportunities as there has been a growing demand in Asian, African and Middle Eastern markets. Many external factors also affect the performance and marketing of Raffles and Novotel. Raffles and Novotel have multiple branches in countries around the world and thus have to follow the regulations of the said country and be aware of the country's political stability as it can affect business. For example, the Ukraine-Russian conflict is one of the most significant political strife. Due to the adverse consumer reaction, both companies had to change their marketing plans for Ukraine. As the conflict decreases, a more uplifting story of cooperation and stability is spread (Ivanov et al., 2017). Raffles and Novotel have adapted their advertisements to reflect current events, such as the political crisis in Ukraine and the possibility of global inflation, in addition to their previous emphasis on environmental care. Both companies were compelled to modify their marketing strategies in Ukraine due to the risk of consumer backlash. The economic situation of the country the hotel chains are working in can highly influence the performance of the hotel chains. One such factor is the global inflation in the economy. The adverse effects of inflation on the global economy have forced both hotel chains to modify their pricing and positioning strategy, possibly jeopardising their market-leader position. Following the statement above, hotels have started to alter their system by offering special deals such as price cuts or discounts to entice customers into using their service. (Mohammed et al., 2015). Both hotel chains must be aware of the current trends in society to attract customers and may use social media tools to make their position in society. Technology also plays a massive role in the performance of Raffles and Novotel, as they are vital to operations and providing services to the customer. Both brands must use the latest technology to ensure the best service. The brands must conduct their business following the law and regulations of the region or country they're serving. The two firms have adopted a "green" marketing strategy to promote environmental awareness (Martínez, 2015). Both have advanced towards greener operations and more sustainable practices in recent years. Raffles actively sought to reduce its energy and water footprint, while Novotel has implemented waste reduction and resource conservation programs. In addition, both institutions' marketing campaigns have emphasised their commitment to sustainability and the environmentally friendly policies and procedures they have implemented (Dangelico and Vocalelli, 2017). 
[bookmark: _Toc134207463]This section compares the Marketing Mix of Raffles and Novotel. Raffles and Novotel are excellent hotel chains famous worldwide for their services. The 7Ps of marketing for Raffles and Novotel are Product, Price, Promotion, Place, People, Process, and Physical Evidence (Proctor, 2014). Both hotel brands provide hotel rooms, bars, spas, fitness centres and other amnesties as their product. Raffles has established itself as a luxurious hotel worthy of being desirable, and Novotel has chosen to emphasise value creation by being cost-effective. The two brands are working hard to create genuine and long-lasting relationships despite having different marketing approaches. Raffles and Novotel have also altered their promotional strategies to gain a competitive advantage. They have included digital and social media marketing in their promotional process, emphasising their zealousness toward sustainability and reiterating their pricing models to consider inflation. Raffles and Novotel have implemented different strategies to appeal to their target clientele in the market. Additionally, both hotel chains combine offline and online marketing strategies to reach their target market. Advertising aimed at a specific generation is an example of generational marketing focusing on a particular age group. (Williams and Page, 2011). Raffle and Novotel advertise their products and services in traditional media such as newspapers, television, radio, and mail. These methods have generated excellent results for many years. The two hotel chains use a variety of online marketing strategies, including search engine optimisation (SEO), content marketing, email marketing, and social media marketing (SMM). These tactics allow for more exact execution of marketing initiatives, such as tracking consumer response. Novotel's current generational advertising techniques suit younger and older hotel sector consumers (Novotel, 2023). These techniques provide several alternatives. Raffles and Novotel both have multiple branches across the world. However, Raffles primarily targets Asian and Middle-eastern regions, while Novotel targets European, American and African countries. Both brands employ a wide selection of employees, from front-desk employees to management, who are excellent at work. However, Raffles has a significant advantage over its rivals because it can hire employees from a particular demographic (The Raffles Story, 2023). Raffles and Novotel have well-defined processes in place to better serve their customers. Moreover, Novotel has implemented loyalty programmes to express its gratitude to returning customers by offering additional discounts and other benefits for their continued patronage. Both hotel chains use high-end décor, modern furnishing and amnesties to create an elegant and luxurious environment. As can be seen, the only differences in the two hotel chains' marketing mix are their services' pricing and locations. And they're similar in that both hotel chains strive to provide a luxurious experience and excellent service and have a wide variety of outstanding staff members.
Segmentation, targeting and positioning play a crucial role in the marketing strategies of both Raffles and Novotel. Raffles divides its prospective consumers into various categories, each containing individuals with different demographic, psychological, and behavioural traits (Proctor, 2014). The company's target market comprises affluent individuals seeking seclusion and exclusivity. Our company accommodates wealthy guests who appreciate distinctive details and can afford to spend more on their accommodations (Lynn, 2012). In contrast, Novotel has segmented its prospective consumers based on geography, age, and other factors. The brand accommodates those in quest of affordable, cutting-edge accommodations. The brand's primary audience is budget-conscious, experience-seeking travellers. Raffles and Novotel position their products in the global industry differently. Raffles promotes and emphasises the superior calibre of its luxurious amenities and services as part of its new prestige positioning strategy (The Raffles Story, 2023). The brand's positioning strategies are intended to foster a strong emotional connection between the brand and its consumers (Khan et al., 2018). The company's strategy centres on establishing itself as desirable and exceptional. In contrast, Novotel has adopted a value-driven strategy, emphasising the quality and convenience of its contemporary accommodations—the brand's advertising attempts to establish a personal, functional connection with its target audience. The company's strategy focuses on promoting the brand as innovative and affordable (Novotel, 2023). The marketing strategies of Raffles and Novotel share some similarities, despite their apparent distinctions. Both hotel chains' advertising strategies focus on establishing strong relationships with their target audiences (Samatovich, 2021). Raffles seeks to emotionally engage consumers, whereas Novotel is more concerned with meeting their needs. Both brands are dedicated to creating a favourable impression on their clientele and positioning themselves as reliable and trustworthy (Strauss et al., 2014). Raffles cultivates customer loyalty and disseminates pertinent news and updates by engaging its target audience on social media platforms such as Facebook, Twitter, and Instagram. These platforms permit Raffles to interact with its intended audience. The use of social media enables lotteries to reach their target audience and increase brand recognition. Raffles utilises retargeting, display advertising, and pay-per-click advertising to grow its online presence and attract new customers (Constantinides, 2014). Novotel has used social media and digital marketing to capture many younger customers. They improved their website for mobile devices and developed easily distributable content (Williams and Page, 2011). Influencer marketing has broadened its customer base and raised brand awareness. Novotel's marketing strategy for Generation X consumers combines classic and new marketing tactics (Todor, 2016). Finally, Novotel has tailored its services to meet the needs of today's travellers, particularly those from Generation Z. They understand the importance of marketing through important persons and video material. As can be seen, both hotel chains use the elements of the marketing mix to fully utilise their strengths and opportunities to segment the market, target their primary clientele and position themselves on the market.
In conclusion, Raffles and Novotel face different opportunities and threats. They tend to apply different marketing mixes to attract customers. Raffles segmented its market as luxurious and desirable. On the other hand, Novotel segmented itself as cost-effective and trustworthy. Raffles target affluent clientele, whereas Novotel attracts customers based on their demographics. Raffles positioned itself on the market by emphasising their superior calibre and luxurious service, whereas Novotel did so by establishing itself as reliable and trustworthy. 
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