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Comparison of Six Senses & Holiday Inn

Introduction


The Holiday Inn hotel brand and the Six Senses hotel chain exhibit notable differences across various dimensions and commencing with the discourse, it can be inferred that Holiday Inn primarily caters to budget-conscious voyagers and households who seek lodgings that are both economical and expedient. Conversely, Six Senses appeals to a more prosperous demographic through its prioritization of comprehensive wellness, ecologically conscious methodologies, and personalized escapades and  it is noteworthy that Holiday Inn boasts a substantial worldwide presence, encompassing more than 1,200 establishments dispersed throughout diverse locales.

Both The Six Senses and Holiday Inn are well-respected hospitality companies that operate all over the world and offer a vast selection of services and accommodations and while both are engaged in the hospitality business, they cater to quite different kinds of customers, have very different places in the market, and follow very different procedures in their day-to-day operations. In order to carry out an exhaustive research of these hotel chains, it is necessary to perform a careful investigation of their SWOT analysis and this  involves making an appraisal of the hotel chains' innate strengths and weaknesses, as well as the opportunities and threats that lie ahead for them. In addition, it is essential to do an in-depth analysis of the PESTLE variables, which include the political, economic, social, technological, legal, and environmental aspects of their business that have an effect on its operations and this essay  presents a condensed overview of Six Senses and Holiday Inn, followed by a comparison of the two companies' SWOT and PESTLE analyses, as well as an analysis of each company's marketing mix, targeting and positioning.

Main Body


The nomenclature "political factors" is employed to delineate the impact of governmental policies and legislation on a commercial enterprise and both Holiday Inn and Six Senses Hotels are situated in regions where political stability and corporate expansion are fostered. The financial outcomes of hotels could potentially be influenced by governmental regulations at both national and regional levels pertaining to taxation and licensing while the two enterprises are situated in areas where the hospitality industry is subject to stringent governmental oversight, resulting in a cutthroat rivalry. (Neuhofer et al., 2015) Economic factors such as inflation, unemployment, exchange rates, and economic growth have the potential to significantly impact a company's financial performance and the operational activities of both Holiday Inn and Six Senses Hotels are being impacted by the prevailing economic conditions. The hospitality industry holds a pivotal position in the economic landscape, making a substantial contribution to the Gross Domestic Product and the ramifications of the COVID-19 pandemic on the worldwide hotel industry have been widely observed in terms of the global economic landscape. To sustain profitability amidst the prevailing economic conditions, both hotels have had to undertake substantial modifications to their operational strategies. (Kim et al., 2020) In essence, social factors encompass cultural and societal elements that may exert influence upon a given enterprise and given that hotels operate within the service industry, their success is contingent upon the satisfaction of their clientele. Both Holiday Inn and Six Senses have demonstrated a keen awareness of their guests' emotional and social requirements when designing their respective amenities and also, both establishments offer opulent amenities designed to cater to high-end globetrotters. Furthermore, both establishments offer spas and wellness facilities that emphasize the significance of maintaining a salubrious way of life. (Anuar & Weldergebriel, 2018) The utilization of technological indicators serves as a metric for gauging the impact of technological advancements on the hospitality industry and the advent of online booking engines has brought about a paradigm shift in the hotel industry. In order to enhance the quality of their hospitality, Holiday Inn and Six Senses Hotels have made significant investments in state-of-the-art technology. Both establishments offer user-friendly mobile applications that enable patrons to reserve accommodations, handpick their desired amenities, and acquire additional information regarding their sojourn but further, both establishments have implemented cutting-edge facilities that cater to the unique preferences of their patrons by regulating the ambient temperature and illumination of the room.(Xu et al., 2020) The legal factors in the marketplace are exemplified by the existing laws and regulations as the hospitality sector is subject to stringent regulations. Ensuring adherence to labour legislations, health and safety protocols, and construction prerequisites remains a paramount concern for both Holiday Inn and Six Senses establishments and each of the hotels possesses an internal legal department to ensure their compliance with legal regulations. (Smith & Zook, 2020) The environmental factors that impact a company's operations are widely recognized as significant determinants of its success or failure and both Holiday Inn and Six Senses Hotels have implemented measures aimed at mitigating their ecological footprint. Both entities implement sustainable practices such as recycling and utilizing alternative energy sources in order to mitigate their ecological footprint and also showcase ecotourism advocacy initiatives, a crucial aspect of the tourism sector that is progressively gaining significance. The prominence of the Holiday Inn brand name plays a pivotal role in the prosperity of the establishment that has achieved worldwide recognition for its exceptional level of hospitality and extensive appeal. In a similar vein, the Six Senses hotels have garnered a remarkable standing for their opulent lodgings and top-notch hospitality from a diverse array of esteemed institutions. (Bowie et al., 2017) The Holiday Inn brand boasts a vast reservoir of knowledge and expertise, accumulated over several decades of active engagement in the hospitality industry and the implementation of said measures has facilitated the optimization of the hotel's operations and the establishment of efficient protocols. The present circumstance has enabled Six Senses to enhance its brand persona in a manner that resonates with the discerning clientele. One of the notable limitations of Holiday Inn lies in its predominant focus on catering to cost-conscious travelers, rather than discerning patrons who place a premium on bespoke attention While likewise , certain prospective patrons may perceive Six Senses establishments as excessively costly or excessively lavish for their needs. (Sheng, 2020) The burgeoning desire for high-end lodging amenities in developing regions such as Asia and Africa affords promising prospects for the expansion of both Holiday Inn and Six Senses establishments and incorporating state-of-the-art technological resources into their day-to-day activities and client assistance can prove advantageous for both enterprises. (Lee et al., 2020) Both Holiday Inn and Six Senses are potentially vulnerable to the emergence of new competitors in the hotel industry who may present more appealing offerings and amenities to the discerning consumer But also, the hotel sector is vulnerable to exogenous economic variables, such as worldwide economic downturns, that may curtail the need for lodging amenities. (Jober & Ellis-Chadwick, 2020) Holiday Inn and Six Senses share similarities insofar as they provide lodging and facilities for guests while Six Senses is renowned for its high standards and emphasis on health and relaxation, whereas Holiday Inn is well-known for its low rates and delightful accommodations. Nonetheless, both hotels intend to provide exceptional service. The rates of each hotel fluctuate based on supply and demand as well as the season and to augment their customer base, they promote singular bargains and bundles, particularly during periods of low demand. (Wen & Jiang, 2020) Both hotel chains can be found in a broad variety of countries across the globe and they meticulously select their locations to best serve their clientele. Holiday Inns are typically located in urban areas or in close proximity to prominent tourist destinations, whereas Six Senses properties are typically situated in rural areas to provide guests with a more tranquil experience. (O,Connor, 208) Each establishment promotes its offerings through a variety of channels, including social media, email, and partnerships with tour operators and they both emphasize customer loyalty programs and eco-friendly practices as additional selling points on their websites. (Palmer & McCole, 2000) In order to provide superior service, both hotels place a premium on the professional development and happiness of their employees and to ensure their guests have a pleasurable stay, they staff the front desk and other areas of the hotel with friendly and capable individuals.( Stathopoulos & Kladou, 2019) Both establishments prioritize providing a seamless check-in and -out process while, they offer a variety of upgrade, menu, and service options to make each guest's stay as unique as feasible. Both hotels' interiors and exteriors are designed to reflect the brands they represent and to provide visitors with a comfortable stay. (Xu et al., 2017) Both Holiday Inn and Six Senses strategically segment and target distinct demographic groups, rendering them analogous and in a manner akin to the Holiday Inn, Six Senses endeavors to provide an elevated experience for families who desire to engage with one another amidst a backdrop of refined amenities and offerings. Notwithstanding, Six Senses caters to families in pursuit of exceptional and unconventional pursuits and both of the aforementioned brands cater to the discerning business traveller who places a premium on factors such as convenience, user-friendliness, and reliability. (Selvarajah, 2016)

Conclusion 

In summation, it can be observed that Holiday Inn and Six Senses employ disparate methodologies in their pursuit of targeting and segmentation, albeit with some degree of convergence in their target audience and segmentation tactics and both enterprises have proactively discerned the inclinations and necessities of their respective demographic segments and modified their merchandise correspondingly. Consequently, both enterprises have garnered ardent followings of patrons eager to procure and endorse their merchandise and amenities.
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