Marketing Methods Comparison of
Six Senses and Holiday Inn


Due to factors such as digitalization, hyper-segmentation, or economic crises, businesses in the hospitality sector have developed operational strategies that better meet their needs.  The importance of marketing plans and the growth of a hotel's brand in the industry is rising rapidly.  This article provides a detailed analysis of the role of marketing strategies and tactics (Cai and Hobson, 2004). For the purpose of this research, we will be comparing two internationally recognised hotel brands, Six Senses and Holiday Inn. Their marketing approaches and techniques have evolved through time, and we will examine those changes here (Andrew, 2020). This means that the book will also detail the authors' efforts to promote green values and raise awareness of environmental issues. Finally, the COVID-19 epidemic and the approaches taken by these two businesses will be dissected and debated.
As a division of InterContinental Hotels Group (IHG), one of the world's leading hotel chains, Holiday Inn enjoys worldwide recognition and renown. Holiday Inn, established in 1952 by Kemmons Wilson, is renowned for its high-quality lodgings and friendly, helpful staff. Not only that, but environmental and social responsibility are priorities for Holiday Inn. The company is actively working to lessen its negative effects on the environment through measures like going green and recycling more. The hospitality industry is recognizing the importance of sustainability and is responding accordingly. Holiday Inn faces market rivalry from both large hotel chains and independent hotels serving the same customer base.
A company's resources and capabilities are crucial to its success. Building the resilience necessary for sustained success is essential for maintaining a cutting edge in the marketplace. Business strategies that are nearly hard to replicate are necessary for developing a sustainable competitive edge (Holiday, 2022). Like any other business, hotels have access to a vast array of tools and expertise. According to Kim and Oh (2004), a hotel's success hinges on how well it leverages its strengths to differentiate itself from the competition. According to (Collings 2014), hotels may differentiate themselves from the competition by establishing a unified brand image to attract and retain customers.
Six Senses  promotes its name and wares via digital media outlets. The company has utilised Google Hotel Ads to boost awareness, drive more traffic to the website, and encourage more direct reservations from customers. Customers are inundated with advertisements when they access hotel & resort websites via mobile devices and personal computers (Six Senses , 2022). The firm often runs ads like "Best Dad in the World" to set itself apart from other hotel chains and provide customers with a unique experience when staying at its properties. Effective use of the web, social media, and email marketing may help the company reach a wider audience and spread the word about its multiple locations and offerings.
Holiday Inn  operates its hotel brands in three different capacities: as a manager, a franchisor, and an owner-lessee. A company's brand, owner preferences, and market conditions all play a role in deciding whether or not to franchise (Holiday, 2022). The organisation offers premium services and may modify plans to meet the individual needs of its clients. (Holiday, 2022) Holiday Innprimarily targets the high-end, upscale, and budget hotel sectors. Employees are all entitled to a portion of the company's general budget. This account is used to pay for things like advertising and a guest reservation system (Holiday, 2022).
According to Belch & Belch (2004), "positioning" involves differentiating your company's brand and offerings from those of competitors. Market positioning is widely recognised as an effective strategy for gaining and sustaining a competitive edge (Hill, 2017). A well-considered positioning strategy may lead to both increased sales and satisfied customers.
Holiday's logo and goods give off the impression that the corporation cares deeply about its customers, employees, and the areas in which it works (Holiday InnHotel, 2022). The Holiday  Inn’s website is straightforward and has all the details a guest may want. A map view of Holiday's hotel and resort sites is available on the company's website for the convenience of guests and other interested parties.
The name "Six Senses " is synonymous with the promise of a restful night's stay. Most hotel chains ignore the need of promoting such a fundamental service. Six Senses  offers money back guarantees to guests who aren't satisfied with their stay. To ensure that its customers may relax throughout their stay, Six Senses  is concerned with their security (Six Senses , 2022).
According to Kinzel (2020), marketing strategy may be defined as an organization's plan to maximise revenue by pleasing the greatest number of customers (both current and potential). The end goal of any marketing plan should be to get an edge over the competition and maintain that advantage over time. A company's long-term prosperity depends on its ability to implement successful marketing strategies.
Six Senses  strongly advertises its individuality. Products and services offered by the firm are made with a wide customer base in mind. Customers with varying economic levels are able to take use of the company's services because of the variety of packages it provides (Six Senses , 2022). Therefore, the corporation prioritises value pricing to provide superior ROI for its patrons. On the weekends, when guests have more time to explore, Six Senses  lowers its rates. Ads for the company's products and services can be heard on the radio, read in newspapers, seen on billboards, and browsed on the internet. The company plans to spend £20 million on marketing and advertising in 2022 to raise its digital profile (Property - Whitbread PLC, 2022). Six Senses  is committed to making themselves and their services easy to find. The company's website is simple to use, and so are their phone lines, so customers can easily make reservations.
The Holiday Inn Hotel has a well-run marketing and management department. The Holiday Inn Hotel's tagline, "Designed for Locals, Loved by Travellers," has come to fruition (2022). The Holiday Inn Hotel's corporate culture emphasises teamwork and ethical decision-making. Everyone in the business must always behave in an ethical manner. Human rights, workplace improvement, and environmental preservation are all goals of Holiday Inn Hotel. Differentiating oneself from rivals is one strategy for attracting loyal customers.
Some examples of green marketing practises that businesses could use are recycling, waste reduction, and proper trash disposal. They also inform their clients and collaborators about the environmental movement and inspire them to do their bit in making the world a better place (Vos, 2019).
Promoting the green movement and protecting the environment for future generations is a big ethical and economic challenge for the global Holiday Inn Hotel chain, which has more than a hundred locations throughout the world. All levels of the company's operations are committed to environmental sustainability, from the raw materials they source through the final consumers who use them. The organisation estimates that 30,000,000 people around the world will directly benefit from its work. All of Holiday's properties, from budget motels to five-star resorts, are making efforts to reduce their carbon footprint and increase their usage of renewable energy (Holiday Inn Hotel, 2022).
Six Senses is working on a long-term strategy to provide eco-friendly lodgings. The company's efforts have resulted in ten of its hotels being completely green and eco-friendly. It has a goal of reducing carbon emissions by half and reaching zero by 2040 (Six Senses , 2022). The firm is also dedicated to only utilising renewable energy in all of its UK operations. Other green initiatives taken by this company include the use of electric and environmentally friendly vehicles, the installation of solar panels, the use of more effective gas appliances as well as electric alternatives, and the use of energy-efficient light bulbs and other appliances to cut down on energy use. In addition, it has plans to set up over 600 charging stations for electric vehicles. To achieve its mission of "Force for Good" (Six Senses , 2022), the firm is committed to conducting its operations in an ecologically responsible manner.
Because of the COVID-19 outbreak, many people are staying in hotels instead than going out and about. They suffered financial losses, although some are beginning to recover.
Six Senses made swift action to mitigate the effects of the pandemic crisis, but the firm was nonetheless hit hard by the epidemic's initial wave. The company's safety and health standards stipulate that all employees and guests must use masks and hand sanitizer and keep separated from one another at all times. Twenty million pounds in lost profits have resulted from the coronavirus pandemic, but the corporation has invested the money to make up the difference (Six Senses , 2022).
The safety of Holiday's guests and staff is a top priority, thus the company is taking precautions. Hotels are being inspected for cleanliness and mask use is being strictly regulated. When booking a hotel room online, customers may check evaluations written by past guests to get an idea of the room's cleanliness (Holiday, 2022).
Since market dynamics and client preferences change over time, no marketing plan can guarantee a company's success. As a result of these changes, the hotel industry must update and distinguish its brands and products (Mostert, et al., 2008).
Six Senses  anticipates that its zero-carbon emission goal, originally set for 2050, would encourage more customers to book stays at its hotels by 2040 (Six Senses , 2022). The Holiday InnHotel no longer focuses solely on the luxury sector of the market. This change has increased both customer traffic and revenue.
Hotels and resorts are not in the business of making money for themselves; rather, they want to donate to local causes. It is crucial that people show up to help end world hunger while simultaneously protecting the planet. The green movement would benefit from having more people and their key partners educated on sustainable practices.
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