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A comparison of the marketing methods of two multinational hotel brands

The main aim of this essay is to compare the marketing method of Six Senses and Holiday Inn. Six Senses has joined “InterContinental Hotel Groups or IHG” for the management of 16 hotels and more than 37 spas. Six Senses brand has focused on design, sustainability and wellness. A luxury spa facility is a key feature of this brand. Currently, this brand started to offer personalised wellness programs, yoga and locally-inspired therapies. On the other hand, Holiday Inn Hotels in the United Kingdom is a child-friendly hotel. This hotel is suitable for family holidays, holiday gateways and for celebrating birthdays along with anniversaries. Holiday Inn offers distinct experiences to make travel better. Both of the hotels are in the United Kingdom and are popular among customers. However, Six Senses target older and wealthy people and Holiday Inn aims new generation, children and families. Thus, a comparative study of the marketing essentials of these two hotels has been discussed in the following section. PESTEL, SWOT, 7Ps marketing mix and STP framework has been used for comparing both hotels. 
Due to the rapid growth of digital marketing and the use of social media, the hotel industry in the UK faced several changes in the recent year. PESTLE analysis of Six Senses and Holiday Inn provides insights into different macro factors, which can impact their business. According to the PESTLE analysis of the UK, taxation in the hotel business helps make profits. Thus, both hotels can save money from taxes and invest it into the security system. However, a prolonged conflict between Russia and Ukraine lead to a loss of US$14 billion in tourism (Ons.gov.uk, 2023). Thus, the political conflict between Russia and Ukraine impacts negatively both hotel businesses. According to the analysis of economic factors, the inflation rate of the UK reached 8.3% in 2023 (Ons.gov.uk, 2023). Thus, the high inflation rate can reduce the sales of luxury hotels and higher inflation rates are profitable for non-luxury affordable hotels. Thus, an increasing inflation rate can impact negatively Six Senses, which provides luxury spa specialities and targets only wealthy customers (SixSensess, 2023). Contrary to this, higher inflation rates limit the expenses of people on travel. Thus, more customers in the UK will prefer Holidays Inn as a cost-effective and budget hotel. According to the analysis of social factors, 29% of the population in the UK was under 25 years. Thus, more than 17 million people in the UK are under 25 years old, which is the key target customer of Holidays Inn. On the other hand, about 11 million people in the UK are above the age of 45, which is the target customer of Six Senses. Thus, the social factor of the UK indicates an opportunity for increased sales by Holidays Inn in comparison with Six Senses. SWOT analysis of both hotels has helped to provide insights into the potential strengths and weaknesses of Six Senses and Holidays Inn. According to the SWOT analysis, the key strength of Six Senses is its high-profit margin and the key strength of Holidays Inn is its affordable and budget-friendly services (Benzaghta et al., 2021). The weakness of Six Senses is its high-cost structure. On the other hand, the weakness of Holidays Inn is its inexperienced staff. The potential market threat of Holidays Inn is increasing competition and unfavourable economic condition is the major threat for Six Senses (Hajizadeh, 2019). The internal analysis reveals, Six Senses has the opportunity for implementing a cost-leadership strategy to implement a competitive pricing strategy, which will help to solve the economic issue and increase sales (Lahtinen et al., 2020). Contrary to this, engaging experienced and skilled employees would be beneficial for Holiday Inn, which will provide personalised services to its customers. 
Marketing mix refers to the marketing strategy of selecting price, product, place and promotional strategies based on the need of the target customer. Thus, an appropriate marketing mix helps brands to attract their target audience (Hanaysha et al., 2021). 7Ps marketing focus on seven essential business entities including place, promotion, product, people, physical evidence, process and price of the product or services. According to the marketing mix of Six Senses, it has developed a premium pricing strategy for its luxury services. Six Senses uses both online and offline marketing places for promoting its business. This hotel brand hires local agents for promoting their business (Dost et al., 2019). Luxury spas, yoga, wellness program and health campaigns are the key product of Six Senses. On the other hand, Holidays Inn has implemented a competitive pricing strategy, which helps to provide affordable services to the customer (Ihg, 2023). Digital marketing and social media platforms are used by the marketers of Holidays Inn to attract young customers. Family holiday packages, games for children, interesting holiday offers, weekend parties and private party organising are the key products of Holiday Inn (Kwok et al., 2020). While comparing the marketing mix of these two holidays, the Promotional strategy of Holidays Inn is more cost-effective than Six Senses. Recently, digital marketing has become popular as a cost-effective promotional strategy, which is appropriate for attracting young customers. More than 52 million people in the UK are active users of social media platforms (Kim et al., 2019). Thus, selecting social media for promoting the brand has been identified as a positive side of Holiday Inn’s marketing mix. Unlike Holiday Inn, Six Senses has selected a premium pricing strategy, which helps to make a higher profit margin. However, the economic condition of people and the increasing inflation rate makes an unfavourable situation for this company (Hegner et al., 2021). In this economic situation, adopting an affordable and cheaper price has proved profitable for Holidays Inn. On the other hand, the product strategies of both hotel brands are unique and successful the serves the current need of their key customers. 
“Segmentation, targeting and Positioning or STP” refers to a marketing approach, which helps the business to target the best-fit audience for the products or services. The appropriate position of a business helps to capture the target audience efficiently (Hu and Trivedi, 2020). Target market strategy refers to a business plan, which focused on increasing brand awareness and growing sales among a specific group of consumers. Both of the hotel's brands have selected their target market strategy based on demographic features. Holidays Inn has selected middle-lower income people and Six Senses has selected wealthy people. Based on the age criteria, Holiday Inn uses a market strategy to target young generations (Guillet and Chu, 2021). Contrary to this, Six Senses use a market strategy to target the older generation with high income. Despite using demographic criteria for selecting a target market, both hotel brands target two different age groups from two different economic backgrounds. Market segmentation refers to the diving of target customers into small groups. Based on the target customer, the market segmentation of both hotels has been selected (Zaki, 2022). Market segmentation of Holiday Inn includes families, solo travellers, college students, couples and adventures. Contrary to this, the market segmentation of Six Senses includes businessmen, retirees, managers of large companies and other big spenders. Most of the target groups of Holidays Inn are price-sensitive. On the other hand, the majority of target customers of Six Senses have high purchasing power. Market positioning refers to the capability of influencing the perception of customers (Filimonau et al., 2020). The main objective of market positioning is to implement a strong image of a brand to attract key customers. A Luxury price positioning has been selected by Six Senses, which incidents high-quality services. Thus, the luxury price positioning strategy has attracted customer who wants high-quality services. Contrary to this, Holidays Inn has selected an affordable price positioning strategy, which influences the purchasing intentions of the customer who want affordable services. Both the hotels brand has used a market positioning map as a tool for selecting the appropriate market position in the competitive market of the UK (Wahyuningsih et al., 2022). Both brands have linked STP with their marketing mix and established a strong correlation between the two marketing strategies. Based on the Luxury price position, Six Senses has selected its product strategy, which offers luxury spas, yoga and other wellness programs (Jo Dolasinski and Reynolds, 2019). Based on the affordable pricing position, Holiday Inn offers cheap vacations, weekend parties and romantic dates for couples. Besides all the differences, both companies have success to align their marketing mix with STP’s marketing strategy. 
Conclusion 
It can be concluded that marketing strategy plays an important role in increasing sales. According to the analysis of PESTEL, Six Senses should focus on the target customer. Due to the increased inflation rates and increased number of younger people, targeting older and wealthy people can be un-profitable. On the other hand, Holidays Inn offers affordable and cost-effective hotel facilities compared with Six Senses, which helps Holidays Inn to attract more customers. It has been recommended to Six Senses for making necessary changes in the Marketing mix and STP marketing strategy. However, the product strategy of both hotels is unique and they have success to understand the market demand and needs of their target customers. Six Senses has been recommended to adopt a competitive pricing strategy to reduce the impact of increased inflation rates on business. 
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