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[bookmark: _Toc118338069]Introduction
The purpose of this paper is to examine the marketing approaches of Raffles and Travelodge, two international hotel chains, to draw comparisons and draw conclusions about the effectiveness of each. The Travelodge brand was one of the largest independent hotel brands in the UK, and Raffles is one of the best multinational hotel chains in luxury hotels and the best luxury hotel award winner in 2022, thus both are well-known all over the world. The analysis will shed light on the hotels' marketing decisions and strategies from the get-go, present competitive position and marketing techniques, thoughts on sustainable business and their standing in the wake of the Covid-19 pandemic, as well as the messages they are sending to potential guests.












[bookmark: _Toc118338070]Raffles marketing strategy
[bookmark: _Toc118338071]Historical background of Raffles
The first Raffles Resort in Singapore opened in 1887, marking the beginning of the Raffles Hotels and Resorts chain (Sun, 2011). In the later 1990s, the corporation began expanding into new foreign markets. Raffles is the world's preeminent hotel chain, with 95 properties in 17 countries. We picked them because of their massive success and longevity, their creative marketing strategies over the years, and their plan to restore people's faith in travel.
[bookmark: _Toc118338072]Marketing approaches of Raffles
The Raffles Hotel hoped that a campaign on social media would help them reach a younger demographic and spread their brand message beyond the bounds of traditional advertising. We developed "Save the Date," the first-ever live social media conversation supported by the wedding specialists at the Raffles Hotel, in collaboration with the Raffles Singapore team (Dumoulin and Giacomel, 2020). With the help of a mobile app and a digital key, the business is now among the most digitally advanced in the world. These features allow the company to better understand its guests' preferences and provide recommendations by interacting with them digitally via smartphones, tablets, and even voice activation in the smart rooms themselves.
[bookmark: _Toc118338073]Current market positions and strategy of Raffles
The firm has established itself in the market by charging above-average prices. The Raffles Hotel aimed for high-end clientele with a strategy that emphasized distinctiveness. This tactic works because the intended customer base has sufficient disposable income and expansion potential to justify the investment (George, 2021). They have so much money that they won't even contemplate staying at another luxurious hotel.  This brand provides several tiers of service, including those labelled as "luxury," "premium," "focused" "all suites," and "vacation ownership," with "innovation," "creativity," and "connection" serving as the brand's primary drivers. Orchard Hotel Singapore and the Swissotel Merchant Court Hotel are two of the firm's main rivals. More and more hotels, including the Equarius Hotel at Resorts World Sentosa, have emerged in Singapore in recent years (Kimes and Ho, 2019).
Participating at trade shows, forming strategic alliances with airlines and travel agencies, creating a loyalty program, and maintaining an active social media presence are all part of the company's current marketing strategy. Hotel Royalty, a new brand campaign from Raffles Hotels & Resorts, has debuted. Invented in 1887 by the great cinema director Peter Greenaway. Featuring a multigenerational ensemble of modern-day royals. The video advertisement depicts a made-up day in the life of a group of real-life royals spending time at Raffles Singapore (Dobson, 2021).

[bookmark: _Toc118338074]Sustainability and Green Messaging of Raffles
All Raffles hotels will adopt the AccorHotels-created Planet 21 initiative in its entirety. Waste minimization and resource conservation (particularly of electricity and water) are two of the many community-focused initiatives that receive high priority (Lim and Seo, 2021). When optimal practices are adopted and utility consumption is lowered, the environment benefits. In addition to other eco-friendly measures, this program includes the installation of energy-efficient lighting fixtures and the recycling and organic waste diversion of the hotel's kitchens. Hotels' environmental initiatives are tracked in a comprehensive audit report. It's a convenient tool for keeping track of hotels' progress toward meeting the Green Partnership's standards. Additionally, the employee help maintains the local ecosystem despite the city's growing number of visitors (Tritto, 2020).
[bookmark: _Toc118338075]Marketing strategy of Raffles in COVID-19
The measures Raffles instituted to let new customers know that the room had been deep cleaned so that no one entered later is related to the company's marketing plan implemented following the Covid-19 pandemic. Raffles Hotel Singapore quickly introduced Grab & Go, its food takeout and delivery service, to meet the demand (Raffles, 2022).  In 2022, Travelodge hired Splendid Communications as its strategy social media and content firm after years of in-house advertising. The campaign is based on Raffles' belief that true luxury is about more than just the things you buy or the places you go, and it positions the hotel as a premier vacation spot for the world (KOH, 2021). Customers who make reservations using the toll-free number can take advantage of 20% to 30% discounts.


[bookmark: _Toc118338076]Travelodge marketing strategy
[bookmark: _Toc118338077]Historical background of Travelodge
Having opened its first hotel in 1985, Travelodge has expanded to include more than 590 locations throughout the United Kingdom, Ireland, and Spain, making it the largest independent hotel chain in the country. Although it is a budget alternative, the rooms provide the utmost comfort in the name of the company's mission to make travel accessible to all (Travelodge,2022). Since the hotel is a homegrown UK chain, it caters to a different demographic than Holiday Inn's standard travellers.
[bookmark: _Toc118338078]Marketing choice of Travelodge
Although they have always done some advertising, it wasn't until a £100 million upgrade project and a £26 million marketing effort in 2015 that the corporation became well-known in the United Kingdom (Aroul et al., 2022). The campaign ran from the beginning of 2016 through the end of 2016 on television, commercial radio, digital, press, and outdoor advertising to let people know that the hotel has improved the quality and service it provides. After 2016, they began focusing more on digital marketing than conventional marketing through one partnership with Red Eye that enabled them to automate their campaigns via email and make use of different channels to communicate with clients. As a result, revenue generated via emails increased by 40% year over year, email-generated website traffic increased by 86%, and revenue for emails sent increased by 370% (Cheng, 2019).
[bookmark: _Toc118338079]Current market positions and strategy of Travelodge
Travelodge's current marketing strategy emphasizes the hotel chain's positioning as a low-cost option with high-quality service; as a result, the company's primary customer base consists of those with little disposable income (Nalley and Gregory, 2021). Customers in their 30s to 50s who value peace and who travel as couples or families make up the bulk of the company's target demographic. Digital marketing, price reductions, and limited-time offers are common promotional tools (Filimonau and Magklaropoulou, 2020).
After handling their advertising efforts in-house for the previous few years, Travelodge decided to hire Splendid Communications as their strategic social media and content agency in 2022 (Travelodge, 2022). Currently, they have close to 100,000 Facebook fans, almost 10,000 Instagram followers, nearly 3,000 YouTube subscribers, and nearly 50,000 Twitter followers.
[bookmark: _Toc118338080]Sustainability and Green Messaging of Travelodge Business
Travelodge Green Program is an initiative linked to its sustainability program that aims to decrease the carbon footprint of the hotel chain.  Low energy lighting, motion detection controls, and aerated showers and taps are just a few examples of the sustainable initiatives incorporated into Travelodge's latest campaign, which aims to appeal to those on a tighter budget without sacrificing comfort or style (Travelodge, 2022). Currently, 60 hotels across the UK are being created as part of the program.
[bookmark: _Toc118338081]Marketing strategy of Travelodge in COVID-19
Throughout the course of the epidemic, the promotion of the Travelodge Business, a new service that was developed in conjunction with several different company owners, was carried out. Businesses will be able to cut costs on hotel stays thanks to the product's customizable booking procedure, enhanced payment terms, improved administration, account assistance, and additional savings (Travelodge, 2022).





[bookmark: _Toc118338082]Conclusion
These two international hotel chains are aiming for two distinct markets, ranging from high-end to low-cost travelers; as a direct result, their marketing budgets are extremely distinct from one another. While Travelodge is putting in a lot of effort to cut costs so that they can provide excellent services to their customers at prices they can afford, Raffles Hotels is concentrating on bringing more technological innovation into their hotels and expanding their marketing efforts to take advantage of it (Punzon, 2021). Even though both companies have made the switch from traditional to digital marketing, Travelodge is concentrating on the regional market, whereas Raffles Hotels can enter the market and develop it more swiftly because to their larger budget and worldwide reach.
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