1






A Comparison of the Marketing Methods Of Six Senses and Holiday Inn Hotel Brands


Name-Constantin Alexandru Moldoveanu
Student ID number-2226137
Lecture’s name-Scott James
Course Name and Code-BMIH5005 Marketing Essentials

Word Count (1641)









Introduction
The hospitality industry is one of the most competitive and dynamic sectors in the global economy, where different hotel brands strive to attract and retain customers by offering distinctive products and services that meet their needs and preferences (Bowie et al., 2017). However, not all hotel brands adopt the same marketing strategies to achieve their goals. In this paper, I will compare the marketing strategies of two hotel brands, Six Senses and Holiday Inn, which belong to different segments and target different audiences. Six Senses is a luxury brand that focuses on wellness, sustainability, and experiential travel, while Holiday Inn is a mid-scale brand that offers affordable, comfortable, and reliable accommodation for business and leisure travellers (Rafahat, 2022). The paper will use the situational analysis tools discussed in class, such as the marketing mix, segmentation, targeting, positioning, and marketing communications. The paper will also use the Similarweb analysis tool to obtain data and insights on each brand's website traffic, sources, and performance. This paper will allow the exploration of several different generational and strategic approaches to marketing using social media and digital marketing versus traditional advertising and marketing techniques. 
Situational Internal and External Analysis
This situational analysis aims to identify and evaluate the internal and external factors that influence the marketing strategy of each hotel brand and to compare and contrast their strengths and weaknesses, opportunities and threats, and macro-environmental influences (Clarke et al., 2022). The SWOT and PESTLE analysis of the two hotel brands, Six Senses and Holiday Inn, reveals their different strengths, weaknesses, opportunities, threats, and macro-environmental factors that affect their performance and strategies. Six Senses is a luxury brand that offers wellness, sustainability, and experiential travel. It has a strong brand reputation, loyalty, and a global presence and expansion (CPP Luxury, 2017). However, it also has a high price and exclusivity, a dependence on travel agents and intermediaries, and high operational costs and environmental impact. It can benefit from the growing demand for wellness and eco-tourism, the increasing awareness and preference for sustainable and responsible travel, the potential partnerships and collaborations with local communities and organizations, and the innovation and differentiation in products and services. It faces intense competition from other luxury hotel brands and alternative accommodation providers, economic downturns and fluctuations in exchange rates, political instability and security issues in some regions, and natural disasters and pandemics (CPP Luxury, 2017). Holiday Inn is a mid-scale brand that offers affordable, comfortable, and reliable accommodation. It has a wide range of hotels, a high brand recall and visibility, and a global presence and expansion (Rafahat, 2022). However, it also has low differentiation and innovation, a lack of customer loyalty and retention, negative customer feedback and reviews, and vulnerability to cyberattacks and data breaches, which, according to Kotler and Kartajaya (2017), can result in decreased market share. It can cater to the increasing demand for new destinations and value for money, offer country-specific offers and promotions, adopt digital and social media marketing techniques, and improve customer service and satisfaction. It faces increasing costs and taxation, a decline in the tourism industry, intense competition from other mid-scale hotel brands and alternative accommodation providers, and changing consumer behaviour and expectations (Kencana et al., 2018). The hospitality industry is affected by various factors in the macro-environment, such as politics, economy, society, technology, law, and the environment. The hospitality industry is affected by various macro-environmental factors, such as politics, economy, society, technology, law, and environment. Depending on their strengths and weaknesses, these factors create opportunities or threats for the hotel brands. Political factors affect the stability and security of the regions, business and tourism regulation, and culture and heritage preservation (Gregoric, 2014). Economic factors impact the growth and development of the economies, the income and spending of the consumers, and the exchange and inflation rates. Social factors influence the demographics and psychographics of the markets, the consumers' lifestyles and preferences, and the communities' norms and expectations (Gregoric, 2014). Technological factors affect the advancement and adoption of technology, the use of online and mobile platforms and social media, and the innovation and automation of products and services. Legal and environmental factors affect the laws and regulations of the industry, the compliance and ethical issues, the protection and enforcement of intellectual property and data privacy, the impact of the industry on the environment, and the awareness and responsibility for sustainability (Gregoric, 2014). Depending on their strengths and weaknesses, these factors create opportunities or threats for the hotel brands and may require them to adapt and innovate their marketing strategies accordingly.
Marketing Mix
A marketing mix is a set of marketing tools a company uses to achieve its marketing objectives Kotler et al. (2020). It comprises seven elements: product, price, place, promotion, people, process, and physical evidence (Khan, 2014). I will identify the similarities and differences in their marketing strategies and what they mean for their brand positioning and performance. Six Senses is a luxury brand that offers wellness, sustainability, and experiential travel. It provides unique and personalized services and experiences that cater to the individual needs and preferences of the guests. Holiday Inn offers a mid-scale product that provides affordable, comfortable, and reliable accommodation (Rafahat, 2022). It offers a standard and uniform experience that meets the basic expectations of the guests. Six Senses targets affluent and discerning travellers who seek wellness and sustainability, while Holiday Inn targets budget-conscious and convenience-oriented travellers who seek comfort and reliability (Six Senses. Com, 2023). Six Senses charges a premium price for its products and services, which reflects its high quality and exclusivity. As Shauri (2014) suggested, Six Senses uses a value-based pricing strategy, which means it sets its price based on the perceived value and benefits of its products and services to the customers. Holiday Inn charges a competitive price for its products and services, which reflects its affordability and accessibility. It uses a market-based pricing strategy, which means it sets its price based on the prevailing market conditions and the prices of its competitors, as explained by Jobber & Ellis-Chadwick (2020). The price difference reflects the different positioning and profitability of the two brands. Six Senses aims to create strong differentiation and loyalty among its customers, while Holiday Inn aims to attract and retain more customers with its value for money. Six Senses operates in 21 countries, with 19 resorts and 37 spas (Six Senses. Com, 2023). It chooses locations in harmony with the natural environment, where guests can reconnect with themselves, others, and the world. It also expands in new markets, such as Europe, North America, and the Caribbean, to attract customers and increase its market share. Holiday Inn operates in over 100 countries, with over 4,000 hotels (Rafahat, 2022). It chooses locations that are convenient and accessible for the guests, such as near airports, highways, and city centres. It also expands in emerging markets, such as Asia, Africa, and Latin America, where it can tap into new customer segments and opportunities. The difference in place reflects the two brands' different distribution and growth strategies. Six Senses focuses on creating a distinctive and memorable experience for the guests, while Holiday Inn focuses on providing a consistent and reliable experience. Both brands use promotional strategies, such as advertising, sales promotion, public relations, and personal selling, to create awareness, interest, desire, and action among the target customers (Smith and Zook, 2020; Clow and Baack, 2013). However, Six Senses also uses experiential, social media and content marketing to engage and interact with the customers and create a sense of community and advocacy around the brand. Holiday Inn also uses digital marketing, loyalty programs, and customer relationship management to retain and reward loyal customers and create a database of customer information and feedback for future marketing decisions, as Chaffey and Ellis-Chadwick (2019) suggested. These differences in marketing mix reflect the two brands' different distribution and growth strategies. 
Segmentation Targeting and Positioning
Segmentation, targeting, and positioning are essential marketing concepts that help companies identify, attract, and retain their target customers (Andaleeb, 2016). Six Senses and Holiday Inn are two hotel brands with different customer segments, targeting strategies, and positioning. According to the SimilarWeb tool in the study by Suksida and Santiworarak (2017), Six Senses has a more affluent and educated customer base than Holiday Inn, with a higher share of visitors from the United States, the United Kingdom, and Australia. Six Senses targets luxury and wellness travellers who seek unique and personalized experiences, while Holiday Inn targets budget-conscious and convenience-oriented travellers who seek comfort and reliability. These differences in customer segments reflect the two brands' different value propositions and marketing mix. The brands use different targeting strategies, such as value-based pricing for Six Senses and market-based pricing for Holiday Inn, and different positioning tools, such as experiential marketing for Six Senses and digital marketing for Holiday Inn. These findings can be linked to the brands' situational analysis and marketing mix as they reflect the internal and external factors that affect their performance and strategies.
Conclusion
This paper analyzed the marketing strategies of two hotel brands, Six Senses and Holiday Inn, using various tools and frameworks, such as SWOT, PESTLE, and marketing mix. The analysis revealed that Six Senses is a luxury brand that targets affluent and discerning travellers who seek wellness and sustainability. At the same time, Holiday Inn is a mid-scale brand that targets budget-conscious and convenience-oriented travellers who seek comfort and reliability. The marketing mix of Six Senses is more exclusive and personalized, while Holiday Inn's is more standardized and consistent. The PESTLE analysis showed that the hospitality industry is affected by various macro-environmental factors, such as politics, economy, society, technology, law, and environment, that may create opportunities or threats for hotel brands. The findings suggest that hotel brands must adapt and innovate their marketing strategies to meet the customer's changing needs and preferences andrespond to the challenges and opportunities of the macro-environmental factors.
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