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Effective marketing is vital to the prosperity of any industry, and the hotel industry is no exception. It involves learning about the market and consumers in order to design profitable and well-received products and services. Kotler and Keller (2017) define marketing as the activity, collection of institutions, and set of interactions through which goods and services are created, conveyed, supplied, and exchanged for the benefit of consumers, businesses, and communities. The objective of marketing for hospitality services is to attract and retain consumers through the promotion of their distinctive experiences and products. This essay compares and contrasts the marketing strategies of two hotels, Six Senses and Holiday Inn, that appeal to vastly different clientele and provides vastly distinct services. The internal and external factors that contribute to or detract from their sustainability will be discussed, along with their marketing mix, segmentation, targeting, positioning, and marketing communications strategies. The purpose of this essay is to evaluate the marketing strategies employed by these hotels and offer suggestions for their enhancement (Kotler & Kartajaya, 2017).
There are a great number of hotel chains out there, and each one of them caters to a particular kind of customer when it comes to hospitality. Different approaches to marketing are taken by the hotel companies Six Senses and Holiday Inn in order to attract the attention of their specific target demographics. According to diagram # 1 in the appendix, it is clear as per Bowman's Strategy Clock shown in pic 1 Holiday Inn offers budget-conscious tourists who are looking for affordable and convenient lodging, whilst Six Senses caters to wealthy consumers who are prepared to spend more money on elegant, genuine, and environmentally-friendly experiences (Kavoura, et al., 2020). The marketing approaches of the Six Senses and Holiday Inn hotel brands couldn't be more different from one another, despite the fact that both businesses are committed to being environmentally friendly. Holiday Inn places a high priority on the development of its website and on partnerships with online travel agents in order to increase the number of guests it serves, whereas Six Senses makes investments in content marketing and social media in order to strengthen its premium status. When marketing to certain demographics, both hotel companies use tactics such as segmentation, targeting, and positioning (Bowie, et al., 2017).
Holiday Inn now has a significantly bigger number of followers on its various social media platforms, while Six Senses has accumulated a much larger following on Instagram. Six Senses leverages social media platforms and content marketing to spread awareness of its distinctive brand identity and product offerings. On the other side, Holiday Inn spends money to develop its website and works with online travel agents in order to attract tourists who are more frugal (Kotler, et al., 2020). Both hotel chains have instituted diversity, equality, and inclusion training for its staff members in response to contemporary issues such as the racial justice movement and COVID-19 safety standards such as increased cleansing processes and contactless check-in. These changes were made in response to modern challenges such as the racial justice movement (Gómez & Martínez-Ruiz, 2021).
Both of these hotel chains have utilised the methodology of scenario analysis in order to construct their individual marketing strategies for their brands. According to diagram # 3 in the appendix, it is clear as per the perceptual map that Six Senses attracts rich clients by offering them real, one-of-a-kind, and ecologically conscientious experiences. This is one of the ways the company advertises itself. It presents itself as an alternative that is superior in quality, ecologically friendly, and beneficial to one's health. Holiday Inn is a popular choice among frugal travellers since it provides accommodations that are not only economical but also pleasant and convenient. Both hotel companies highlight their dedication to the protection of the environment in their marketing, but Six Senses has taken things a step further by developing the Earth Lab initiative (Chaffey & Ellis- Chadwick, 2019).
Examining and contrasting different types of advertising methods Both Six Senses and Holiday Inn utilise unique advertising approaches in order to attract the customers that best fit their particular demographics. According to diagram # 2 in the appendix, it is clear as per Similarweb the wealthy clientele that Six Senses caters to are those who have the financial means to partake in luxurious, one-of-a-kind, and activities that are mindful of the environment. Through the use of social media and content marketing, the company promotes its unique goods that are good for the environment and people's health (HIN, 2021). On the other side, Holiday Inn is geared towards individuals with a restricted budget who are nevertheless looking for a somewhere to stay that is pleasant and reminiscent of home. It is making investments in the upgrading of its website as well as forming relationships with online travel companies in order to attract more tourists who are careful of their spending. Despite this, both hotel chains have implemented COVID-19 security measures into their operations as well as sustainability into their brand identities (Kavoura, et al., 2020).
The hospitality business is a highly dynamic sector that is always being shaped by newly developing trends and worries. Because the present COVID-19 outbreak is one of the most severe concerns, the hospitality sector has gone through considerable strategic shifts as a direct result of these shifts. Customers are becoming increasingly reluctant to travel and stay in hotels as a direct result of the epidemic. As a result, the hospitality sector must prioritise health and safety requirements in order to reassure customers. In addition, sustainability is a modern issue that is gaining significance in the hospitality business (Park, et al., 2021). The contemporary emphasis on diversity, equality, and inclusion (DEI) is having an effect on the hotel sector. This is not the least important point. Hotels and restaurants that place a priority on diversity, equality, and inclusion (DEI) are seeing an increase in the number of guests lured to their establishments (Chaffey & Ellis- Chadwick, 2019).
Without effective marketing methods, the hotel sector will never be able to bring in new consumers or keep the ones it already has. Market segmentation, which involves creating subgroups of prospective consumers based on demographic variables such as age, income, interests, and preferred means of transportation, is an important strategy that should be taken into consideration. Using up-to-date equipment: simplifying procedures and improving customer service through the implementation of digital technology such as online booking and customer relationship management software. Incentives, customer loyalty programmes, and active participation in social media are all important factors in the development of long-term connections with customers (Jobber & Ellis-Chadwick, 2020).
The emergence of digital and social media marketing has brought about a substantial shift in the manner in which firms connect and engage with the people who buy their products. As a result of the explosion of social media platforms such as Facebook, Twitter, Instagram, and LinkedIn, companies are now able to participate in two-way discussions with the audiences they are targeting in an effort to boost both their brand awareness and their income. Traditional types of advertising such as print advertisements, television commercials, and billboards have a number of disadvantages when compared to digital marketing and social media, which offer a number of positives (Ghauri, 2014). In the current cultural and political environment, companies have a responsibility to be conscious of the potential effects their brand messages may have on both their target demographic of customers and the greater community at large. In recent years, customers have grown more outspoken about their expectations that corporations take stands on social and political concerns, such as climate change, racial justice, and gender equality (SSH, 2020). These topics include climate change, but also include gender equality, racial justice, and more. As a direct result of this, a great number of businesses have adapted their marketing and brand statements to better align with these values (IHG, 2021).
If Six Senses wants to attract high-end clients, it must keep content marketing and social media at the forefront of its business strategy. It is possible that through cultivating relationships with powerful personalities in the tourism business, it will be possible for it to further solidify its image as a premium brand. Holiday Inn needs to dedicate a greater amount of resources to making its website more user-friendly and to including more photographs of its products and services on the site. It may also look towards forming agreements with internet travel providers in order to reach a greater number of budget-conscious vacationers (Smith & Zook, 2020).
In conclusion, both companies have effectively utilised digital marketing platforms to reach their respective consumers, albeit through distinct strategies. Holiday Inn has employed search engine optimisation (SEO) and pay-per-click (PPC) advertising, while Six Senses has emphasised social media and influencer marketing. In addition, the marketing activities of both companies reflect the increasing significance of environmental benevolence by incorporating references to sustainability. The research indicates that Six Senses should maintain its current marketing strategy, accentuating the brand's uniqueness and premium status while investigating the possibility of expanding its reach. Both viable options are increasing its visibility on traditional travel booking platforms or establishing partnerships with airlines or travel agents. The study recommends that Holiday Inn increase its digital marketing efforts via social media and influencer partnerships, focusing on communicating the brand's value proposition of affordability and convenience. By analysing their marketing strategies, the study have shown how Six Senses and Holiday Inn have differentiated themselves in the highly competitive hotel industry. These businesses have a promising future if they adopt effective marketing strategies such as utilising digital media and incorporating a sustainability message.









References
Bowie, D., Buttle, F., Brookes, M. & Mariussen, A., 2017. Hospitality Marketing. London: Routledge.
Chaffey, D. & Ellis- Chadwick, F., 2019. Digital Marketing. London: Pearsons.
Choi, J. J. & Chen, M., 2021. An empirical study of online customer reviews on hotel revenue performance. Journal of Travel Research.
Ghauri, P. N., 2014. International Marketing. London: McGraw Hill.
Gómez, M. A. & Martínez-Ruiz, M. P., 2021. The impact of COVID-19 on hotel marketing and communication strategies. Journal of Hospitality and Tourism Management, pp. 227-233.
HIN, 2021. Holiday Inn Express Hotel & Suites Portland-Jantzen Beach, s.l.: Travel Weekly.
IHG, 2021. IHG Plans to Expand Holiday Inn Brand in India, s.l.: Business Traveller.
Jobber, D. & Ellis-Chadwick, F., 2020. Principles and practice of marketing. London: s.n.
Kavoura, A., Hatzithomas, L. & Katsoni, V., 2020. The Role of social media in hotel marketing communication during the economic crisis. International Journal of Contemporary Hospitality Management, pp. 3483-3503.
Kotler, P., Armstrong, G., Harris, L. & He, H., 2020. Principles of marketing. London: Pearson Education Limited.
Kotler, P. & Kartajaya, H., 2017. Marketing 4.0 Moving from Traditional to Digital. New York: Wiley.
Park, S., Oh, M. & Kang, Y., 2021. A comparative study of social media use in hotels: Focused on luxury and budget hotels—sustainability, p. 6847.
Ryan, D., 2012. Understanding Digital Marketing: Marketing Strategies for Engaging The Digital Generation. London: Kogan Page.
Smith, P. & Zook, Z., 2020. Marketing Communications. London: Kogan Page.
SSH, 2020. Six Senses Hotels Resorts Spas: Sustainability Report 2019, s.l.: Six Senses Hotels Resorts Spas.



[bookmark: _GoBack]Appendices:
1. [image: ]
2. [image: ]

3. [image: ]

4. [image: ]

5. [image: ]

6. [image: ]

7. [image: ]

8. [image: ]

9. [image: ]

10. [image: ]

11. [image: ]


image5.jpeg
Website Performance

a ror Feb 2023 Apr 2023 (3 Months) v Worldwide - Allraffic

@ Notswehowtostart? [ Wstchtutorisl (M Resagude Openartice

Marketing Channels

Channels overview ¢

Feb 2023 Apr 2023 € Worldwide 5 All waffic

8 sixsenses.com @ holdayinn.com @

1.133M 1.373M
75
o

N

Diest

Email Referrals Social

Organic search Paid search Display ads




image6.jpeg
Marketing Channels © 5] Feb 2023- Apr 2023 (3 Months) ¥ (@) Worldwide ¥ Al traffic

B Watch a Tutorial 0 Read a Guide O« Attend a webinar

Channels overview ©
Feb2023- Apr 2023 © Worldwide 5 All raffic

@ sixsenses.com @ holidayinn.com @

1.133M 1.373M

™

s00K

Direct Email Referrals Social Organic search Paid search Display ads




image7.jpeg
Website Performance a poF Feb 2023 Apr 2023 (3 Months) v (§) Worldwide. -

@ Notswehowtostart? [ Wstchtutorisl  m Resagude Openartice

Paid Search ® holidayinn.com s in the lead with 39.45% paid search

Top paid search terms ©

Fe 2023- Apr 2023 © Worldwide & Desktop

® sixsenses.com @ holidayinn.com

Search Term Traffic Share  Group Share Split Volume  cPC
holiday inn 4170% 1070 061
holidayinn 205% S 13440 $0.63
holiday inn london 153% TS 22040 $0.60
six senses 1305 —— | — 26720 $120
six senses ibiza 080% | S

1680 090

See more search terms

) There are 55 paid keywords sending traffic to your

) You are getting more traffic than your
competitors but not to you

competitors in 49 paid keywords.

o) You and your competitors have 2 paid
keywords trending this month





image8.jpeg
Website Performance & poF Feb 2023 Apr 2023 (3 Months) v Worldwide - E

@ Notswehowtostart? [ Wetchtutorisl 0 Readguide (3 Opensrticie

Rk | | e

Referrals ® holidayinn.com s inthe lead with 11.35% referrals trafic

Top Referring Websites ©

1 Feb 2023 Apr 2023 ©

worldwide &3 Deskiop

oamsin Website Categories Tafe share
@ ingcom Accommodation and Hotels. 28.41% m— 4653 SR
@ tipagvisorcom Travel and Tourism 2474% m—
6/ google.com Search Engines si5% m
@ wipadvisorde Travel and Tourism a48% w ey

portal.xpossible com ‘Accommodation and Hotels 351% m | s e |

See more referrals




image9.jpeg
Website Performance a PoF Feb 2023 - Apr 2023 (3 Months)» ) Worldwide - ) All raf

@ Notswehowtostart? [ Watchtutorial M Readguide & Open article
Social ® sixsenses comisinthe lead with 3.45% social rafic 1l

Social Traffic ©
Feb 2023 Apr 2023 © Worldwide & Desktop

8 sixsensescom @ holidayinn.com

100%

. II . m_ = _ —

@ Facebook @ nstagrem @ vouute @ Pinterest D Linkedin Other

See full overview




image10.jpeg
Traffic and Engagement

B Watcha Tut 0 Read a Guide

Total visits © =
£ Feb2023- Apr 2023 © Worldwide

Domain % #

sixsenses.com mmm— 1.227M

B holidayinn.co.. e 1.553M

Engagement
1 Feb2023 - Apr2023 © Worldwide &

Metric ® sixsenses.com

Monthly visits

O Attend a webi

409,259

Feb 2023 - Apr 2023 (3 Months) ¥

Device distribution +
£ Feb2023- Apr 2023 © Worldwide
Domain Desktop Mobile

. sixsenses.com 23.5% mmmmm 76.5%

I holidayinn.com 33.2% mmm 66.8%

© Wworldwide ~  EQ Altraffic

Rank by: Country ~

] Feb2023- Apr2023 & United States

Domain Rank
- sixsenses.com #130418
B holidayinn.co #4285
+

® holidayinn.com

517,739 =




image11.jpeg
Demographics
0 Resda cuide

Gender Distribution

Age Distribution

pr 2023 (3 Montne) ~

Variduide =
W+ m
Rt
 hoidaymcom
W+ m
8 siensescom

8 noidgayimcom




image1.png
4 Differentiation

High
: Holidey Ton Six Senses
] Focused
E tybrid Differentiation
2
S
S
@
s
e Low Risky
3 Price High margins
s
T
H
g Low price Monopoly
5 &low pricing
& added value
Low | Loss of market share N
<

Low Price High




image2.png
Six Senses

Giratan

Kempinski

Bl Gariton,

=)

-

Holiday Inn





image3.png
b |
o * PALACE
Six Seases
o

Holiday Inn

Castie “\
i ® Alexander IV
] =




image4.jpeg
Geography

Top countries ¢
Feb2023- Apr 2023 55 Allraffic

Country Traffic Share Group raffc share split
’ & United States 29.41% mm— MR Ne— m—
w & United Kingdom 601% = 46.6% 53.4%

@ Ausisia Frea
() France 390% ®
3 indin asss w —T——

See more countries




