A comparison of the marketing methods of two multinational hotel brands.
Student Name:Dumitru Razvan Ferchiu
Student Number:2211876
Module: Marketing Essentials
Module code: BMIH4005
Lecture’s name:Ruth Taylor Davies






[bookmark: _gjdgxs]Table of Contents
1	Introduction	3
2	Chosen marketing choices	4
3	Current marketing positions	5
4	Current marketing strategies	6
4.1	Product	6
4.2	Price	6
4.3	Promotion	6
4.4	Place	7
5	Marketing related to sustainability and green messaging	7
6	Brand positioning after Covid 19 pandemic	8
7	References	10



1 [bookmark: _30j0zll]Introduction 
Raffles hotels and resorts trace its roots to 1887 and are a chain of luxury hotels; the very first Raffle hotel was opened in Singapore. The brand started to develop in the international market in the early 90s and, since 2015, has been an eminent part of Accor, a French hospitality company which owns and manages hotels and resorts. According to the statistics of 2019, the brand is operating in 13 countries across the globe, with 16 hotels and 2385 rooms. The core emphasis of the hotel is on expansion, and it is planned that by 2024 14 new hotels will be built, which will lead to the addition of 2000 more rooms (Raffles 2022). 
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Holiday Inn an American brand which is based in Atlanta with its headquarters in Buckinghamshire. The hotel initiated its business as a motel chain and grew into the largest hotel chain in the world. As per the statistics of 2018, the brand operates with 1173 active hotels and more than 241,000 rentable rooms. Holiday Inn is referred to as the most recognisable tier of services that operates in two distinct categories that include full-service plaza hotels and low-rise full-service hotels. Holiday inn is among the most trusted and iconic brands in the world (Holiday inn 2022). 
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With the aforementioned discussion, the focus will be given to evaluating and assessing the marketing strategies of the chosen brands, which are Raffle hotel and Holiday Inn. The primary reason for selecting the specific brand is because they have a more competitive position in the market, majorly because of the products and services they provide.  
2 [bookmark: _1fob9te]Chosen marketing choices 
Marketing strategies are referred to as the overall plan of the business with the objective of reaching the target audience. An effective marketing strategy incorporates the value proposition of the company alongside the primary brand messaging, data and information related to the target customer demographics alongside the other high-level components (Tong, Luo and Xu, 2020). In order to survive in the intensely competitive environment, companies within the hotel industry focused on developing effective marketing strategies. Both the brands, Holiday Inn and Raffle hotel, had focused on using effective mediums for communicating with the target audience. Prior to social media and other advanced technologies, traditional marketing was one of the major tools for companies.
[image: Holiday Inn Express revives Stay Smart ad campaign]
Similarly, Holiday Inn and Raffle hotels have used traditional marketing strategies such as print advertising and television advertising to create awareness related to the products and services of the company. Moreover, in the case of Holiday Inn, the brand has also adopted the broadcast advertising campaign (Khan, Hakeem and Naumov 2018). With that, a television commercial was introduced where Fallon Minneapolis highlights the effective business travel amenities and services of the brand. Moreover, in the case of Raffle hotel, print advertising was the primary focus as an effective marketing tool. This was helpful in reaching the target audience much more efficiently. 

[image: RAFFLES ADVERTISING 2017 — Studio Four IV]

3 [bookmark: _3znysh7]Current marketing positions 
[image: A Beginner's Guide to STP Marketing - martechlive]
In terms of segmentation, Raffle hotel focuses on psychographic and behavioural aspects, with that consumer that prefers luxury and comfort are the primary segmentation for the brand. With that, the hotel applied a differentiation-based focused strategy for targeting upscale customers. This is considered a successful strategy for the brand because it provides good growth potential for the brand (Susantini, Sutarma and Armoni 2018). The targeted market is extremely rich and thus is willing to pay high and premium prices for the top services and finest items available. The hotel positioned itself as a premium brand that provides high-quality services to its customers. In the case of Holiday Inn, the segmentation strategy is similar to Raffles, where people want a high quality of services. Within terms of targeted customers, people who are business travellers, tourists and families are the core focus. With that, Holiday Inn positioned itself as a brand that focuses on fulfilling the needs and demands of the customers by providing a high-quality service (Punzon 2021). 
4 [bookmark: _2et92p0]Current marketing strategies 
4.1 [bookmark: _tyjcwt]Product
The core product for both brands is the high quality of services which they provide to their guests. With that, Raffle hotel and Holiday Inn provide a diversified range of products and services to the customers, some of which include a swimming pool, restaurants, lounges, gift shops, Airport Limousine Service and other retail facilities. 
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4.2 [bookmark: _3dy6vkm]Price 
There are different pricing strategies which a company can choose from depending on the market it is operating and the product being offered. In the case of Holiday Inn, it is referred to as a luxury brand and therefore adopted a premium pricing strategy where the guests tend to pay high prices for the services. On the other hand, Raffle hotel adopted a competitive pricing strategy, which means the prices are generally set by taking into consideration the prices of the major competitors. 
4.3 [bookmark: _1t3h5sf]Promotion 
With the advancement in technology and due to the easy availability of the target customers, both brands focus on using social media for their promotion strategies. Both brands have strong social media presence, which is helpful in targeting the audience in an effective manner. Furthermore, offering loyalty programs and schemes is also another major aspect of the promotional strategies of both brands. 
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4.4 [bookmark: _4d34og8]Place 
Raffle hotel and Holiday Inn both the brands have a global presence and, with that, provide services to their customers. Some of the major regions where the brands are present include Europe, America, Africa, Asia Pacific and the Middle East. In terms of booking, guests can book a room through the website along with that travel agents can also do the same for them. 
5 [bookmark: _2s8eyo1]Marketing related to sustainability and green messaging 
The Holiday Inn hotel has a core focus on ensuring and supporting sustainability; the brand has a core understanding related to its responsibility, referring to social and environmental challenges. With that, the brand focuses on promoting social responsibility with the core objectives of saving lives and with hat saving the overall environment as well. In an effort to stop the spread of preventable diseases, the hotel chain has teamed with Clean the World to recycle soaps and other bottled amenities from our guest rooms and provide them to kids and families all around the world. Along with this, the brand also follows the IHG environmental policies with that the core focus on reducing the carbon footprint, wastage of water and emphasis on waste management (Holiday Inn Dover 2022). 
Similarly, in the case of Raffle hotel, ensuring sustainability is the focal point for the brand, with that focus given on ensuring an effective waste management process, alongside focusing on ensuring net zero emission. 
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At the core of the revitalised Singapore Sling is the eco spirit low carbon, low waste technology, which is used to significantly minimise single-use glass waste and carbon footprint for the spirit and liqueur ingredients. The delivery of the gin, cherry liqueur, and dry curaçao to the Raffles Hotel is done in the patent-pending ecoTOTETM format, which prevents the need for tens of thousands of glass bottles each year. The Spice Plantation bitters and the authentic marasca candied cherries used as garnishes are both sent in big low-waste formats, removing thousands of kilogrammes of packaging waste annually and enhancing the sustainability profile of the cocktail. Additionally, biodegradable potato starch straws have taken the place of single-use plastic straws (Ecospirits, 2022).
6 [bookmark: _17dp8vu]Brand positioning after Covid 19 pandemic 
The pandemic has drastically affected the way organisations operate, and in order to deal with the challenges posed by it, businesses have developed strategies for ensuring high performance. In the case of Holiday Inn, the brand has always positioned itself as a business that focuses on the needs and demands of the customers. Similarly, post covid, the brand had also focused on doing the same and therefore had implemented various initiatives, for example, a mobile destination guide contest. The core emphasis of this is to increase customer engagement with the brand alongside providing value to the guests. Along with this, the brand has also launched a multimedia marketing campaign; with this, the emphasis was on celebrating the inspiring journey of the guests, and they were asked to share their stories (Shmuley 2022). 
[image: holiday inn journey to extraordinary]

In terms of Raffle hotel, the core emphasis of the brand with its marketing campaigns was to connect with the target audience and, with that, communicate the message that the brand gave value to the needs and demands of the customers. One of the recent campaigns by the brand highlights the rich culture of the hotel; the campaign was named Hotel Royalty Since 1887 (Forbes 2021). 
[image: Who are the modern-day royals that star at the new campaign of Raffles  Hotels & Resorts? - The Hotel Trotter]
7 [bookmark: _3rdcrjn]References





Ecospirits. 2022. Raffles Hotel Singapore & ecoSPIRITS Blend Tradition & Sustainability in the Iconic Singapore Sling. [Online]. Available at https://ecospirits.global/ecospirits-raffles-hotel-singapore-merge-tradition-sustainability/>. [Accessed on 27 Oct. 2022]. 
Forbes. 2021. Raffles Hotel Launches Stunning New Campaign Featuring Actual Royalty. [Online]. Available at < https://www.forbes.com/sites/jimdobson/2021/11/02/raffles-hotel-launches-stunning-new-campaign-featuring-actual-royalty/?sh=1f1387f83904>. [Accessed on 27 Oct. 2022]. 
Holiday inn 2022. About us. [Online]. Available at < https://www.ihgplc.com/en/our-brands/holiday-inn>. [Accessed on 27 Oct. 2022]. 
Holiday Inn Dover. 2022. Green policy. [Online]. Available at < https://holidayinndover.co.uk/green-policy>. [Accessed on 27 Oct. 2022]. 
Khan, Y.H., Hakeem, S.M.A. and Naumov, N., 2018. The use of branding and market segmentation in hotel marketing: A Conceptual Review. Journal of Tourism Intelligence and Smartness, 1(2), pp.12-23.
Kaushik,M. and Guleria, N., 2020.The impact of pandemic COVID-19 in workplace. European Journal of Business and Management ,12(15), pp.1-10.
Pinzon, J.G., 2021. Digital Customer Journey in the Luxury Hotel Experience: A Case Study Approach. In Advanced Digital Marketing Strategies in a Data-Driven Era (pp. 246-260). 
Raffles. 2022. About us. [Online]. Available at < https://www.raffles.com/ >. [Accessed on 27 Oct. 2022. 
Shmuley, A. 2022. Holiday Inn promotes travel planning with a mobile destination guide contest. [Online]. Available at < https://www.marketingdive.com/ex/mobilemarketer/cms/news/strategy/23228.html>. [Accessed on 27 Oct. 2022]. 
Susantini, N.K.D., Sutarma, I.G.P. and Armoni, N.L.E., 2018. Analysis of the implementation of the promotion mix strategy at holiday inn express baruna bali to maintain the market. Journal of Applied Sciences in Travel and Hospitality, 1(1), p.8.
Tong, S., Luo, X. and Xu, B., 2020. Personalised mobile marketing strategies. Journal of the Academy of Marketing Science, 48(1), pp.64-78.

image6.jpg
LT

il ifll a1





image7.jpg




image8.png
holidayinn @ | vesoe | [IECEIN 0 -

Holiday Inn Holiday Inn
Gl Part of @IHGhotels. Become an @IHGOneRewards member. We're there. So you can
betoo.
visitstore io/holidayinn
VirgiiaBe.. crisgo RepdCly  Yelowstone  SonFrancs. Scotscle

@ posTs AGGED





image9.png
raffleshotelsingapore @ | Message ==

1995 posts  S0.8K followers 203 following

Raffles Hotel Singapore

Patronised by nobiliy, loved by al. Home of the legendary Raffles Butlers and
Singapore Siing.

13 6337 1886

linktr.ee/raffleshotelsingapore.

 e¢esvoPd

CDivali Di. 135th Birtn, Negroni W... Tiffin Room Long Bar Butcher’ .





image10.png




image11.jpg
(@ Holiday LEARN MORE
Li

[ Millions of people come through our doors every year. Every one of them is on a journey. Every

one of them has a story to tel. Here, we shine a light on some of these guests and celebrate the

‘ 0T <raorcinary in all of us
il

Sometimes, il nes s an opporsunty” St “:)





image12.jpg




image1.png
NETWORK AND PIPELINE
sorore. 12%*

NETWORK_FIPELINE
rota
? 291 Bgoms 44
>

NETWORK AND PIPELINE

e b 52%*

PIPELINE

147 Rooms.

ASIA-PACIFIC

NETWORK
8 Hotels
1,251 Rooms.

PIPELINE
4 Holels
244 Rooms

OPERATING MODE

PIPELINE
“Porcentage oftota room number o

Offcialfgurs as o end 2019 e




image2.png
1,182 212,534 241

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE





image3.jpg




image4.jpg
e
e
g





image5.jpg
A BEGINNER'’S GUIDE TO STP MARKETING





