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SECTION ONE

The marketing strategies used by global hotel brands have a significant impact on their success and market position. In order to better comprehend their approaches and pinpoint the crucial elements that contribute to their performance, we will analyse the marketing tactics of two well-known hotel brands, Six Senses and Holiday Inn, in this essay (Kotler et al., 2014).

Holiday Inn and Six Senses cater to various segments of the hospitality industry. While Holiday Inn caters to a wider client base and offers more accessible accommodations and amenities, Six Senses is recognized for its opulent offerings and targets wealthy individuals seeking special experiences (Kotler et al., 2014). By examining their marketing strategy, we can learn more about the distinctive ways each brand uses to reach and engage with their target audiences.

This essay's thesis contends that although Six Senses targets wealthy elder generations who place a premium on luxury and exclusivity, Holiday Inn appeals to younger generations by capitalising on their tastes and requirements. We may learn more about how each company presents itself, interacts with its target market, and develops its brand image by contrasting and comparing these techniques (Armstrong & Kotler, 2019).

This essay will use pertinent theoretical frameworks, such segmentation, targeting, and positioning, as well as study their communication channels, branding techniques, and consumer engagement initiatives to analyse the marketing strategies of Six Senses and Holiday Inn (Kotler et al., 2014).

SECTION TWO

Conducting a situational analysis using frameworks like SWOT (Strengths, Weaknesses, Opportunities, Threats) and PESTLE (Political, Economic, Socio-cultural, Technological, Legal, Environmental) analysis is crucial to fully comprehending the marketing strategies used by Six Senses and Holiday Inn (Kotler et al., 2014). These frameworks give us the ability to look at both internal and external aspects that affect the marketing strategies of the firms.

Due to its upscale positioning, Six Senses may experience difficulties with price and a constrained target market. Holiday Inn, on the other hand, might struggle to set itself apart from other well-known hotel brands and draw in the attention of newer generations looking for uncommon experiences.

Growth in the popularity of experiential travel presents opportunities for both brands. In line with the growing consumer focus on holistic experiences, Six Senses can further diversify its products by including wellness and sustainability components into its marketing tactics. Holiday Inn may have potential to create tailored marketing efforts for younger travellers looking for affordability, convenience, and social events.



External challenges to both brands may come from the hotel sector's fierce rivalry, shifting consumer preferences and expectations, and the effects of the world economy. Additionally, both businesses may have difficulties in terms of sustainable practices and compliance due to shifting rules and environmental concerns (Kotler et al., 2014).

In terms of the goods, Six Senses emphasises wellness and sustainability while providing opulent lodgings, priceless extras, and individualised services. Holiday Inn, in contrast, focuses on offering cozy and reasonably priced lodging with uniform amenities and services throughout its global network.

In terms of pricing, Six Senses has a premium pricing strategy to represent its luxury positioning and caters to affluent clients who are willing to spend more for upscale experiences. On the other side, Holiday Inn has a more aggressive pricing plan to draw in a larger client base looking for affordability (Kotler et al., 2014).

To provide their visitors a sense of exclusivity and solitude, Six Senses carefully chooses the best spots in regions known for their natural beauty. On the other side, Holiday Inn places an emphasis on accessibility and convenience by building hotels in significant urban areas and well-known tourist locations.

In order to reach their target market, Six Senses uses relationships with upscale travel agents, social media influencers, and digital marketing. To reach a wider consumer base, Holiday Inn, in contrast, places a strong emphasis on massive advertising campaigns, online travel agencies, and reward programs.

The marketing mix's elements related to people and processes vary across the two brands as well. While Holiday Inn places a higher priority on speed and consistency in customer service through standardised procedures and employee training, Six Senses places an emphasis on personalised services provided by highly trained staff.

The tangible components that influence the consumer experience are referred to as physical evidence. While Holiday Inn maintains a consistent and recognizable brand identity through its hotel architecture and branded amenities, Six Senses integrates distinctive architectural designs and immersive settings.

These variations in the marketing mix imply that Six Senses concentrates on offering bespoke and exclusive luxury experiences, whilst Holiday Inn seeks to provide standardised, cost-effective lodgings to a wider consumer base. These tactics support the assumptions in the thesis statement and demonstrate that Holiday Inn appeals to younger generations looking for value and convenience while Six Senses targets older, wealthier generations.

We may use tools like Similar Web to examine the online audience and demographic factors of Six Senses and Holiday Inn to gain a better understanding of the customer groups they are targeting (Sinclair & Golf-Papez, 2019). The target market for Six Senses mostly consists of rich people who are looking for opulent and personalised experiences. These people are often older than 35 and from upper-income levels. Holiday Inn, on the other hand, caters to a wider range of consumer groups, such as families, business travellers, and vacationers on a tight budget.
Six Senses focuses on specialty marketing when it comes to targeting tactics by precisely addressing the requirements and preferences of luxury travellers. They use their exclusivity and reputation to draw in high-value customers by positioning themselves as a top-tier brand in the luxury hospitality sector. On the other side, Holiday Inn uses a mass marketing strategy and targets a variety of clients looking for inexpensive lodging and uniform services (Sinclair & Golf-Papez, 2019).

We may visualise the positioning of Six Senses and Holiday Inn in relation to one another and other competitors in the hospitality business by employing positioning methods, such as perceptual mapping. Six Senses markets itself as a high-end, opulent company that offers distinctive, immersive experiences while attempting to project an air of exclusivity. Holiday Inn, in contrast, emphasises consistency, convenience, and value for money to market itself as a trustworthy and reasonably priced hotel brand.

We conclude that Six Senses' targeting and positioning tactics are consistent with their high-end product offerings, premium pricing, and exclusive locations by connecting these findings to the marketing mix and situational analysis. Holiday Inn's standardised product offerings, aggressive pricing, and ubiquitous presence are consistent with their mass targeting and value-oriented positioning (Sinclair & Golf-Papez, 2019).

SECTION THREE

In conclusion, the comparison of Six Senses and Holiday Inn's marketing strategies has shed light on their strategies, target audiences, and brand positioning. The argument put forth in the thesis statement was that Six Senses targeted wealthy elder generations, but Holiday Inn appealed to younger people. We can determine through the analysis that both brands have unique marketing plans that are in line with their target markets.

Each brand's strengths, weaknesses, opportunities, and threats were identified through the situational analysis, underlining the difficulties and opportunities they may encounter in their particular marketplaces. Additionally, the analysis of the marketing mix revealed distinctions and affinities among the product offers, pricing approaches, promotional techniques, and other factors that influence the consumer experience.

By examining the segmentation, targeting, and positioning strategies, we discovered that Six Senses' targeted wealthy individuals seeking luxury experiences, while Holiday Inn aimed for a broader customer base with its affordable and accessible accommodations. The positioning analysis further confirmed these strategies, with Six Senses positioning itself as a high-end, exclusive brand and Holiday Inn focusing on consistent and reasonably priced services.

Understanding the marketing strategies of these hotel brands provides valuable insights for both academics and practitioners in the hospitality industry. The knowledge gained from this analysis can help other hotels and hospitality companies develop effective marketing strategies that align with their target markets and brand positioning (Kotler et al., 2014).

In conclusion, the marketing strategies employed by Six Senses and Holiday Inn illustrate the significance of understanding target markets, tailoring offerings to specific customer segments, and positioning the brand effectively within the industry. These elements, combined with a comprehensive situational analysis, enable hotel brands to develop successful marketing strategies that resonate with their target customers and contribute to their long-term success.
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