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[bookmark: _heading=h.q9ickmx3utib]The essay focuses on contrasting the various marketing strategies used by Raffles and Holiday Inn and compares and contrasts the two. Both of the hotels have a distinguished history and are notable in the international hospitality industry for the efficient and methodical marketing strategies they use. Both businesses adhere to the fundamentals of marketing to cultivate a positive image for their brands and keep existing clients. Over a substantial period, hotel chains have exerted a tremendous amount of influence in the hospitality and tourist business (Dimitrovski, et al, 2021).
Raffles Hotels & Resorts is a luxury hotel brand that dates back to 1887 when the first Raffles Hotel opened in Singapore. Raffles Hotels & Resorts operates in seventeen locations throughout the globe. Michael Jackson and Queen Elizabeth II have both stayed at the renowned Raffles Hotel, along with other legends. The neo-Renaissance style of the Raffles Hotel Singapore has tropical accents such as expansive verandas. The hotel's marketing strategy and STP (Segmentation, Targeting and Positioning) techniques have been regarded as one of the primary factors contributing to its outstanding success (Sotiriadis, 2020). The STP technique can allow the company to get the most profitable target market (Kotler and Keller, 2012). The marketing techniques of Raffles are centred on the provision of luxurious services and experiences.
The other hotel company, Holiday Inn, has been lauded for its successful marketing techniques that emphasise client happiness and customer relation (Dimitrovski, et al, 2021). In the tourist and hospitality sector, the hotel is a market leader among its rivals (Viglia and Dolnicar, 2020). In the nineteen-teens, the hotel was founded with the distinctive mission of providing hygienic services and child care services. The hotel's primary target market consisted of families seeking extended vacations at the time. With hundreds of outlets launching before 1960, their targeted marketing approach was a success. Instead of concentrating on luxury amenities, the firm provides a wonderful hotel experience for families with children.
A company's brand image plays a crucial role in reaching the appropriate consumers at the right time (Sharma, Thomas and Paul, 2021). When it comes to brand positioning, hotel companies all use somewhat similar but distinctive approaches (Sharpley, 2020). Given its rich history of serving affluent guests, Raffles has effectively branded itself as a "Luxury Brand" in the travel sector. Because of how skilfully the brand's positioning has been executed, consumers throughout the globe associate the name with high-end services. 
The Holiday Inn brand also features upscale amenities and services. But they haven't made quite the same push to establish themselves as a high-end alternative to Raffles. The hotel's stay-at-hotel services, which are designed for families on an extended trip, are its main point of differentiation. These points of differentiation comes with extra charges and high prices (Grönroos, 2013). Thus, making the hotel one of the luxury and expensive hotels in the industry (Kotler and Keller, 2012). The hotel's reputation rests on the fact that it has managed to keep its prices stable while maintaining a high level of service (Sharma, Thomas and Paul, 2021). Thus, although both hotels have high-end amenities, Raffles has done a better job of making its brand serve emotional luxury to its customers.
Both of these hotel firms' marketing decisions have been greatly influenced by the differences in their organisational structures as well as their strategic positioning (Kotler and Armstrong, 2018). As a result of globalisation and the progression of technology, hotel firms have been compelled to design marketing strategies that are more flexible to maintain their position as worldwide competitors (Viglia and Dolnicar, 2020). Both companies have Facebook, Twitter and Instagram pages where they engage with their customers. The digital marketing strategies of the hotels have a different approach. The Raffles are more SEO-oriented and updates regularly on Facebook with 167K followers whereas Holiday Inn has a more sophisticated Instagram and Facebook profile with over million followers. Thus, based on customer reach, the Holiday Inn has more engagement and exposure to the customers. 
To provide for its clientele, Raffles employs over 8,000 hardworking people who have received proper training in 17 different nations (IHG, 2021). The hotel's employees and its regular customers both have the potential to profit from the hotel's lucrative loyalty programmes (Lapointe, 2020). The hotel provides its staff with a health and benefits package, but other guests are not eligible to participate. The loyalty programmes motivate the employees significantly. It also puts a positive impact on their work performance. Additionally, the hotel offers a programme known as INSPIRE, which is intended to help recent graduates find work in the hospitality industry. To maintain its clients, Holiday Inn put a significant focus on modern technologies. Customers have the option of making reservations either online or over the phone (Labanauskaitė, Fiore and Stašys, 2020). The hotel places a strong emphasis on the smooth management of its many online platforms to provide its guests with a seamless experience. The agents and third-party partners are selected after a thorough examination of their adaptation to the technological infrastructure, which is superior to that of Holiday Inn (IHG, 2021). 
The Holiday Inn’s product strategy of the marketing mix puts a strong emphasis on either franchising or owning its many locations to provide the highest quality of services (Higgins-Desbiolles, 2020). Its placement strategy already incorporates the management of more than 1,173 hotels located in different parts of the world and the provision of more than 214,000 rooms that may be rented out. The pricing strategy that is part of Holiday Inn's marketing mix has always put a significant focus on providing travellers with needs at costs that are affordable given the limits that they have placed on their budgets (IHG, 2021). The pricing strategies of Holiday Inn serve a long-term purpose however, the maintenance of add-on services such as gyms and swimming pools may increase its cost and drive-up prices, which may hamper its core motto of being budget-friendly. Raffles capitalise on emotional luxury whereas Holiday Inn is positioned as a budget-friendly option. However, Holiday Inn's promotion approach of marketing mix has a more developed internet marketing strategy, since there are websites based on the focused region so that clients can readily access information. This has provided an advantage over Raffles in its marketing strategy (Duro et al., 2021).
The sustainability concept is concerned with meeting existing demands in a manner that does not threaten future generations' capacity to satisfy their wants and objectives (Hall, Scott and Gössling, 2020). When investing in businesses with a concern for sustainability, investors should be wary. Even though worrisome appearances may be good for increasing the share price, investors are also worried about the transparency of firms' financial reports. However, many businesses have participated in the environmental movement by adopting measures such as minimising waste and using renewable energy sources, etc. (Furkatovna and Furkatovna, 2021).
Raffles has pursued the green trend with vigour. The raffles hotel has collaborated with ecoSPIRITS, a "Singapore-born" technology, to decrease its carbon footprint in the food and beverage industry. The hotel corporation has effectively decreased carbon emissions and waste from its single-use glass and other packaging materials. The firm also has an ecoSPIRITS Forest Program that aims to plant indigenous trees in the Sumatran rainforest. On the other hand, Holiday Inn's environmental initiatives are consistent with those of IHG. The IHG Green Engage system is a four-tiered environmental protection scheme that allows Holiday Inn to safeguard the environment (IHG, 2021). The hotel effectively uses it in its promotional activities to increase its credibility. The reputation through these promotional activities are boosted and customers perceive the brand as sustainable. Therefore, Holiday Inn's sustainability programs have a boarder impact on the environment in the long run than the tree plantation and food waste reduction plan Raffle's. 
Tourism and hospitality have been among the industry’s worst hit by the Covid-19 outbreak. The hotels and services associated with tourism and hospitality have been severely impacted by the epidemic (Eger, Munar and Hsu, 2021). Due to the global lockdown and blocked borders, many hotels and service businesses were forced to shut down. To operate inside a nation, hotels were required to abide by strict health regulations imposed by the government and WHO (Dimitrovski et al., 2021). 
Raffles and Holiday Inn were not exempt from the issues created by Covid-19. Due to the closure of its several locations worldwide, Raffles had to lay off a large number of staff. However, the hotel responded to the event by instituting tight health regulations at all of its sites globally. Additionally, Raffles launched touchless check-in services through its website and third-party booking partners (Duro et al., 2021). Holiday Inn quickly implemented cleaning and safety requirements throughout its franchisees in response to the pandemic. The company followed the IHG Clean Promise and EPA-approved health and safety laws. Holiday Inn and Raffles have comparable safety measures, however, the Holiday Inn has incorporated its health standards as a part of their marketing strategy (Hall, Scott and Gössling, 2020). Instead of physical promotional activities, both hotels implemented and leaned toward an online marketing strategy. Raffles has added extra discounts for post covid period. Holiday Inn adopted safety safeguards quickly, whereas Raffles enacted more extensive and strict safety rules to reduce Covid-19 transmission.
A company's success depends on the efficacy of its marketing plan (Eger, Munar and Hsu, 2021). Numerous variables, including consumer preferences, international constraints, political stability, etc., influence the dynamism of the tourist and hospitality business (Sharma, Thomas and Paul, 2021). These aspects may be analysed and the optimal path to success can be determined with the aid of an efficient, solid marketing strategy (Cave and Dredge, 2020). 
The Raffles has extensive expertise in the tourist and hospitality industries, and as a result, its marketing approach is highly organised and comprehensive. In addition to focusing on customers with high incomes, the corporation maintains a strong emphasis on profit. In addition to implementing a very effective marketing plan, the Holiday Inn has received overwhelmingly good feedback from its consumers. Additionally, the business has acted swiftly in response to the Covid-19 Pandemic. However, Raffles' technical adaption is superior to that of its competitors. The processes for check-in through mobile applications and smart door keys are well-received by its visitors. The Holiday Inn may concentrate more on enhancing its technology features to remain competitive. 
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