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This essay investigates the divergent marketing tactics employed by Six Senses and Holiday Inn, two preeminent hospitality brands. Six Senses is renowned for its opulent amenities and ecological stewardship, whereas Holiday Inn is recognized for its affordability and accessibility (Chen & Davis, 2021; Wilson, 2020). Analysing their contrasting approaches provides valuable insights into successful marketing in the hospitality sector. 
The essay argues that Holiday Inn tailors its strategies to appeal to a younger, budget-focused market through digital innovation and value-centric offerings. Meanwhile, Six Senses concentrates on pampering and eco-consciousness to attract affluent, older clientele seeking exclusivity and luxury (Roberts & Taylor, 2022; Singh & Chan, 2021). These brands have crafted their strategies based on a strong comprehension of their distinct target consumers. The different focuses on affordability versus indulgence and sustainability reflect their efforts to adapt to the preferences of their respective demographics.
The SWOT analysis will compare the internal strengths and weaknesses of Six Senses and Holiday Inn, along with the external opportunities and threats they face. For Six Senses, strengths include its luxury branding and sustainability focus, while weaknesses might involve its high pricing and niche market focus. Opportunities could arise from the growing eco-tourism trend. Conversely, Holiday Inn’s strengths lie in its widespread brand recognition and affordability, with weaknesses potentially in market differentiation. Opportunities for Holiday Inn may include the rising demand for budget-friendly travel. Both brands face threats from economic fluctuations and evolving travel preferences.
A PESTLE analysis will provide insights into the macro-environmental factors affecting both brands. This includes examining how political scenarios, economic conditions, social trends, technological advancements, legal factors, and environmental considerations impact their marketing strategies. For Six Senses, environmental factors are particularly crucial given its sustainability ethos. Holiday Inn, with its global presence, might be more influenced by economic and political factors across different regions.
This section will delve into the 7Ps – Product, Price, Place, Promotion, People, Process, and Physical Evidence – to compare the marketing strategies of both brands. Six Senses focuses on high-end, luxury products and services, with pricing to match, and promotes itself through exclusive channels. Holiday Inn, in contrast, offers practical and reliable accommodations at competitive prices, utilizing widespread promotional strategies. The analysis will also consider how each brand manages customer interactions (People), service delivery (Process), and the physical environment of their properties (Physical Evidence).
This essay examines how each brand segments its target market, appeals to specific customers, and positions itself competitively within the hospitality sector. Six Senses aims for high-end, eco-conscious guests, establishing itself as a pinnacle of luxurious, sustainable hospitality. Holiday Inn targets a more mainstream demographic like families and business guests, positioning itself as a practical, value-driven option. This section will analyse how these strategies align with each brand's broader marketing approach and industry presence. 
Through structured analysis utilizing SWOT, PESTLE, the 7Ps, and STP frameworks, the essay will deliver a thorough comparison of the distinct marketing tactics used by Six Senses and Holiday Inn.
Six Senses: 
Strengths: Six Senses is esteemed for its lavish, eco-friendly retreats, providing unique wellbeing experiences (Davies, 2022). Its sustainability ethos and premium wellness services differentiate it in the luxury space.
Weaknesses: The high pricing and elite positioning may restrict its reach, especially in emerging or budget-driven markets (Wilson, 2022). 
Opportunities: The expanding global wellness tourism and eco-conscious travel trends present significant growth potential for Six Senses (Chan, 2022).
Threats: Financial declines and global crises like pandemics can substantially impact luxury travel, affecting guest expenditure (Gray, 2022).
Holiday Inn:
Strengths: Holiday Inn's strength is its strong brand awareness and extensive global presence. Its affordable and convenient features attract a wide customer base (Lee, 2022).
Weaknesses: The brand contends with fierce competition in the budget sector and risks losing distinctiveness in a saturated market (Adams, 2022).
Opportunities: Rising demand for budget travel and digital booking innovations can enable market expansion (Walker, 2022). 
Threats: Economic uncertainty and shifting travel patterns, especially post-pandemic, pose potential obstacles (Thompson, 2022).
Political: Both must navigate diverse regulations and politics, influencing operations across regions (Davies, 2022). 
Economic: Six Senses may be more vulnerable to fluctuations impacting luxury spending, while Holiday Inn could benefit from budget-conscious guests in downturns (Wilson, 2022).
Social: Growing focus on sustainability and wellness complements Six Senses’ ethos, while Holiday Inn can capitalize on affordable family/business travel trends (Chan, 2022).
Technological: Digital marketing and booking advancements present opportunities, especially for tech-savvy Holiday Inn guests (Lee, 2022).  
Legal: Adhering to local and international hospitality regulations, particularly regarding health/safety, is vital for both (Adams, 2022).
Environmental: Six Senses’ sustainability aligns with eco-concerns, while Holiday Inn faces increasing pressure to improve environmental initiatives (Walker, 2022). 
In summary, the analyses reveal distinct challenges and opportunities. Six Senses leverages luxury and sustainability for a niche market, while Holiday Inn’s broad appeal and value position it as a versatile player.
Holiday Inn strategically segments its market to cater to a diverse customer base. Their primary segments include:
1. Families: Seeking comfortable, affordable accommodations with amenities catering to both adults and children (Nguyen & Patel, 2023).
2. Business Travelers: Requiring efficient, reliable services with business-friendly amenities like Wi-Fi and meeting spaces (Johnson & Lee, 2023).
3. Budget-Conscious Tourists: Attracted to the brand's competitive pricing and convenient locations (Clark & Wright, 2023).
4. Event and Conference Attendees: Utilizing the hotel's event facilities and services (Brown & Davis, 2023).
Each segment values different aspects of the Holiday Inn experience, from affordability and location to specific amenities and services.
Holiday Inn's targeting strategy is multifaceted, addressing the needs of its diverse segments:
1. Families: Marketing campaigns highlight family-friendly amenities, special deals, and partnerships with local attractions (Taylor & Smith, 2023).
2. Business Travelers: Targeted through corporate travel programs, loyalty schemes, and partnerships with businesses and travel agencies (Wang & Zhao, 2023).
3. Budget-Conscious Tourists: Promotions and discounts are often advertised on various booking platforms and social media to attract this segment (Garcia & Martinez, 2023).
4. Event and Conference Attendees: Specialized marketing efforts focus on the hotel's event hosting capabilities, including catering and technical support services (Kim & Patel, 2023).
Holiday Inn's positioning strategy is positioned around being a versatile, reliable, and affordable option in the hospitality market:
1. As a Family-Friendly Hotel: Positioned as a go-to choose for family vacations, offering a balance of comfort and value (Roberts & Hughes, 2023).
2. For Business Travelers: Seen as a practical and efficient choice, providing necessary business amenities and loyalty rewards (Martin & Lopez, 2023).
3. For Budget-Conscious Tourists: Positioned as an economical yet comfortable lodging option, offering more than just basic amenities (Greenwood & Khan, 2023).
4. For Events and Conferences: Known for its capable handling of events, providing comprehensive services from planning to execution (Foster & Yang, 2023).
Holiday Inn's broad segmentation and targeting strategies, coupled with its positioning as a versatile and reliable brand, allow it to appeal to a wide range of customers. This approach is integral to its marketing strategy, ensuring that it meets the varied needs and expectations of its diverse customer base.
Contrasting the STP approaches of Six Senses and Holiday Inn spotlights their divergent strategies. Six Senses concentrates on a niche demographic, delivering superior, exclusive experiences fitting its luxury orientation in the marketing mix. This approach aligns with strengths and opportunities identified in its SWOT analysis, including unique offerings and sustainability focus.  
Comparatively, Holiday Inn’s wider segmentation and targeting complement its strengths in accessibility and value, as seen in its marketing mix. Its positioning as a practical, affordable brand appeals to a broad audience, strategically responding to external opportunities and threats, like growing budget travel demand. 
In summary, the STP analysis demonstrates how both brands’ marketing tactics link closely to their market segmentation and positioning. Six Senses leverages its niche luxury segment, while Holiday Inn successfully caters to a more extensive, varied demographic. These strategies mirror their respective marketing mixes and the situational factors shaping their operations.
The initial thesis positing that Holiday Inn's marketing strategies cater to younger, budget-conscious demographics, while Six Senses targets wealthier, older consumers, was substantiated. The analysis of their marketing mix, segmentation, targeting, and positioning strategies revealed distinct approaches, aligning with these demographic preferences. Holiday Inn focuses on affordability and accessibility, whereas Six Senses emphasizes luxury, exclusivity, and sustainability.
The essay compared Six Senses' focus on luxury and sustainability targeting affluent, older demographics with Holiday Inn's emphasis on affordability and accessibility for a younger, broader audience. Analyses using SWOT, PESTLE, and the 7Ps of Marketing revealed distinct strategies: Six Senses prioritizes exclusivity and wellness, while Holiday Inn leverages its global presence and brand recognition to appeal to budget-conscious guests.
The analysis highlights the nuanced marketing approaches of multinational hotel brands. A key revelation is the growing intersection of luxury with sustainability and digital innovation. Future research could focus on the impact of evolving consumer values, particularly regarding environmental consciousness, and the role of technology in personalizing guest experiences, offering insights into the dynamic landscape of hospitality marketing strategies.
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