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Comparing Raffles and Holiday Inn marketing strategies
The selling of intangible products makes up most of the service sector, also known as the tertiary part of the economy. The service sector, which employs more people than the primary and secondary sectors, is where jobs in the soft sectors like hotels are found. In this essay, Raffles and Holiday Inn are compared, along with their respective marketing approaches and methods for reaching their target markets. Holiday Inn and Raffles are doing well in the hotel industry; however, the paper finds some flaws that need to be fixed to make selling easier using technology.
Marketing strategies
The first Raffles Hotel opened its doors in Singapore in 1887, and the rest is history for the upscale hotel group known as Raffles Hotels and Resorts. In the late 1990s, the corporation began to grow abroad. Raffles has been a part of Accor since 2015 (Vinod 2022). The historic Raffles Resort in Singapore was restored, redeveloped, and managed by the hotel since its formation in 1989 (Koh 2022). Raffles Hotels & Resorts' transition to a hotel management firm was made possible by the corporation's restructuring and administration of the Raffles City development.
On September 16, 1991, the Raffles Hotel relaunched following a thorough repair. Moreover, Raffles' collection of opulent hotels. Beginning in early 2022, Philippe Leboeuf will serve as managing director of the 125-room Raffles London at The OWO (Bohinc, R., 2022). On the other hand, the American hotel company Holiday Inn is based in Atlanta and is a division of IHG Hotels & Resorts. It was initially established as a chain of American motels. As of September 30, 2018, it had approximately 214,000 rentable rooms and 1,173 operating hotels, making it one of the largest hotel chains in the world.
 The hotel started franchising and developing Holiday Inn Trav-L-Park campgrounds. The Holiday Inn guides had listings for these camping areas. Holiday Inn and Gulf Oil Corporation entered into a long-term agreement in 1963, under which Holiday Inn agreed to utilize Gulf credit cards for payments for accommodation and food at all of the company's American and Canadian hotels (Boue 2022). This was in exchange for Gulf constructing service centers on many Holiday Inn assets, especially those close to important U.S. and Interstate highways.
Excellent food is served at Holiday Inn, providing a highly upscale eating environment. There is a ton of live music on weekends, and the wait staff is highly professional and responsive (Ogunode et al., 2022). Offering accommodations and hosting services, as well as those requiring these goods and services, appear profitable when demand is considered (Lee 2022). It provides a friendly and comfortable environment and is suitably furnished, decorated, cleaned, and equipped with air conditioning and other amenities (Hassanain et al., 2021). The hotel is also implementing internet advertising because commerce and consumer periodicals are reducing the content they provide, and others are abandoning print altogether.
The growth of social media and consumer content also gives fans and followers the ability to shape a brand's image without permission, which is an additional benefit. Moreover, when users interact with a social media website, they can see followers who may have yet to choose the models or personalities that were selected but rather a company (Cocola-Gant et al., 2021). People might assume that a brand's social media followers reflect its values. Holiday Inn adopts a clever strategy with this brand advocacy campaign because it serves as a reminder of what most hoteliers, like Marriott, are concentrating on: enticing the next cohort of travelers.
The Raffles Help Residences, on the other hand, is a group of privately rented suites and units managed by Raffles Resorts and Hotels and are often attached to a hotel bearing the Raffles brand. Cocola-Gant et al. (2021) outline that currently, there are three Raffles Residences, and more are expected to be finished in the upcoming years. The hotel seeks to expand and become a leading brand gradually in markets that complement one another (Fan et al., 2021). After launching a related-diversification plan as a corporate-level strategy, the hotel started diversifying its operations into four-star hotels and management.
Raffles has broadened its distribution network to incorporate online and digital outlets. Online internet portals are essential in advertising and cost-saving initiatives for the hotel industry as the internet grows increasingly ingrained in people's lives. In addition to creating its website for client communication and information, Fan et al. (2021) outline that Raffles also partners with online travel firms like Yahoo Travel to advertise its rooms. The hotel's R&D and innovation were not highly favored by Raffles management.
Industry trends
The two hotels are embracing new trends, as there are several overarching trends to be aware of regarding marketing-related trends in hospitality. These include a greater emphasis on voice and local search, enhanced use of interactive virtual tours to market hospitality products, a focus on customization, and expanding influencer marketing. Critical hotel services are moving increasingly online, from admission to stream accounts to the room key on the customer's smartphone (Wynn and Jones, 2022). The use of technology reduces the amount of physical interaction that employees have with visitors, which is increasingly required in the post-COVID era. Many of these improvements only call for minor adjustments to a contemporary bedroom.
Branding
One can increase bookings and maximize revenue with the aid of hotel branding. Most of the time, customers will learn about the hotel and its principles and distinctive selling proposition from Raffles and the hotel in advertising messages. Wynn and Jones (2022) add that they must employ the most current digital methods to maximize their marketing. Rivalry is one of the main issues facing the hotel industry.
Modernizing hotels is crucial because it allows them to market their establishments, highlight their distinctive qualities, make them stand out from competitors, and highlight the advantages of being there. In the end, according to Fan et al. (2021), staying current with hotel marketing trends and interacting with customers through marketing can assist hotel owners in maximizing the number of reservations they make and the money they bring in.
Highlight Safety in Hotel Marketing
The COVID pandemic has significantly influenced the hotel business since hotels must deal with new legal requirements, shifting clientele preferences and behaviors, travel bans worldwide, and economic ramifications. The increased need to emphasize safety precautions and hygiene in marketing materials and guest communications is linked to common marketing trends in the two hotels (Atadil and Lu, 2021). Travelers need assurances that they are concerned about the COVID threat and are doing everything they can to keep them as safe as possible. Both locations follow safety regulations and hygiene practices. Hotels have been affected by the pandemic, and the two hotels needed to use technology to survive. 
Additionally, may be a greater reluctance among tourists, but there is still a desire for vacations. In light of this, it could be a good idea for hotel management to increase the emphasis on leisure-based brand communication (Bertella 2022). Raffles changed their marketing strategies in reaction to the outbreak, focusing more on domestic consumers or, at the very least, those from nearby nations. This could entail emphasizing hotel features like the gym, wi-fi access, and the opportunity to conduct small business from hotel rooms or designated workspaces.
A hotel might stand out in this market by bringing fine dining to people's doors through extra services, including QR code Spotify playlists. On the other hand, hotel inns have also investigated services like meal delivery. Also, because of the coronavirus epidemic's financial consequences, hotels cannot compete based on room rates alone (Sun et al., 2021). The management, however, may be able to compete based on value. After all, consumers are typically content to pay more for superior amenities and first-rate customer support. 
Even though there is much uncertainty about COVID, Raffles maintains that its digital methods are effective in customer service. Customers might easily experience the unforeseen implementation of new limitations or even a virus test. A flexible canceling policy can go a long way toward promoting bookings in the first place and can assist one in avoiding lousy press by demonstrating one's understanding (Yacoub et al., 2021). Hotels can enhance the guest experience in various ways, including providing good customer service, offering distinctive amenities in guest rooms, and offering an exceptional selection of facilities. Hotels may effectively capitalize on the reasons customers stay in hotels first by focusing their marketing efforts on the experience.
One of the most significant hotel marketing trends in recent years is voice search as a digital alternative, and several hotel marketing methods can use this. Hotels should take advantage of the fact that customers may now ultimately book hotels using voice commands when utilizing intelligent home devices, for instance. In an ideal world, customers expect prompt responses to their questions while using online customer service, and here is where chatbots are helpful.

References
Vinod, B., 2022. Introduction to Hotel Revenue Management. In Revenue Management in the Lodging Industry (pp. 1-50). Springer, Cham.
Bohinc, R., 2022. Regulation of Public Finances in Slovenia in Light of Financial Constitutionality.
Boue, J.C., 2022. Much More than a Footnote (or Three): Frank C. Hendryx and an Untold Story of Petroleum Concessions and the Genesis of ICSID. Journal of International Dispute Settlement, 13(1), pp.1-40.
Lee, C.K.H., 2022. How guest-host interactions affect consumer experiences in the sharing economy: New evidence from a configurational analysis based on consumer reviews—Decision Support Systems, 152, p.113634.
Cocola-Gant, A., Jover, J., Carvalho, L. and Chamusca, P., 2021. Corporate hosts: The rise of professional management in the short-term rental industry. Tourism Management Perspectives, 40, p.100879.
Fan, Z. and Yu, X., 2021. The regional rootedness of China’s film industry: Cluster development and attempts at cross-location integration. Journal of Chinese Film Studies, 1(2), pp.463-486.
Atadil, H.A. and Lu, Q., 2021. An investigation of underlying dimensions of customers’ perceptions of a safe hotel in the COVID-19 era: Effects of those perceptions on hotel selection behavior. Journal of Hospitality Marketing & Management, 30(6), pp.655-672.
Bertella, G., 2022. Including the 'Voices' of Animals in Tourism, Hospitality, and Leisure Research. Advanced Research Methods in Hospitality and Tourism (pp. 199-211). Emerald Publishing Limited.
Bolliger, L., Lukan, J., Colman, E., Boersma, L., Luštrek, M., De Bacquer, D. and Clays, E., 2022. Sources of Occupational Stress among Office Workers—A Focus Group Study. International Journal of Environmental Research and Public Health, 19(3), p.1075.
Hassanain, M.A., Kajak, M., Hamida, M.B. and Ibrahim, A.M., 2021. Post Occupancy Evaluation of the Built Environment: A Case Study of Mosque Facilities. International Journal of Built Environment and Sustainability, 8(3), pp.107-119.
Koh, J.G., 2022. 'The Proper Use of History': Statues, Colonialism and Nationalism in Modern Singapore (Doctoral dissertation).
Ogunode, N. J., Olugbenga, A. V., & Ezema, O. (2022). Analysis of factors responsible for poor patronage of public higher institutions in Nigeria by competent foreign academics. International Journal on Integrated Education, 5(6), 176-184.
Sun, S., Jiang, F., Feng, G., Wang, S. and Zhang, C., 2021. The impact of COVID-19 on hotel customer satisfaction: evidence from Beijing and Shanghai in China. International Journal of Contemporary Hospitality Management.
Wynn, M. and Jones, P., 2022. IT Strategy in the Hotel Industry in the Digital Era. Sustainability, 14(17), p.10705.
Yacoub, L. and ElHajjar, S., 2021. How do hotels in developing countries manage the impact of COVID-19? The case of Lebanese hotels. International Journal of Contemporary Hospitality Management.





