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In this assignment I will be highlighting the comparing of the marketing methods and techniques of two multinational hotel brands. As mentioned in (John,2021) “the word hospitality comes from hospice, an old French word meaning to provide care and shelter to travellers”. I will be comparing Six Sense hotel and Holiday inn. According to (John,2021) “the hospitality industry is the largest and fastest growing industry grouping in the world”. I will include yhe methods and techniques that both the hotels use along with references and appendix to conclude my findings. Six sense is an extremely high end luxurious global hotel. Six senses were founded in 1995, it has over 22 hotels across the world including villas and apartment. Offering spas, private clubs, lounge club, kids club, cigar rooms, restaurants, bars, and meeting rooms. It has resorts from exotic breath-taking tropical island to snowy mountain retreat. It has unique outstanding beauty to their location. This chain has a dedicated team of staff support that focus on marketing and dynamic sales. According to (Chekitan,2012) “to understand risk and benefits involved in flash sales and daily deals”. Six sense targets customers that would like one in a lifetime expensive experience at their luxurious resorts.  Holiday inn is a budget basic hotel, it is an American chain of hotels based in Atlanta, Georgia, and is a brand of IHG hotels and resorts. The chain was founded in 1952. It operates under the names of Holiday inn and Holiday inn express. As of 2018 it operates more than 1200 locations. Holiday inn targets customers that see the hotel as convenience for their basic needs of staying comfortably. I will compare the brand buy researching online, books and statistic findings. In hospitality it’s all about customers preference according to (Hudson,2013) “Benefit segmentation divides customers based on the benefits they desire, such as education, entertainment, luxury, or low cost.”
Six Senses belong to a chain of global spa hotel it has the strength of having hotels located in very mesmerising location that varies from location like Fiji. Fiji is a tropical island with white sand beaches and crystal waters. Other locations of Six senses is Courchevel which is at the heart of Courchevel with the largest ski valley in the world. In my finings (John,2021) “hospitality businesses are open 365 days a year and 24 a day”. Six Sense offers beautiful architecture and building. Their properties blend into the contours of the natural landscape, incorporating local culture and design elements. This is a style of uniqueness and a way of promoting the business. They treat their host with fairness and respect celebrating the diverse and rich variety of cultures in which they operate to enhance their hospitality. “Hospitality includes food, drink and accommodation and also is concerned with the approach to be adopted e.g., welcoming, respectful and genuine.” Recoded in (Haemoon, 2008.p7) They offer as much support as they can through training, education and empowerment participation, recognition, rewards, and career opportunities. Another particularly good strength they have is the environmentally friendly rule they take very seriously “the plastic freedom” their goal is to be free of unnecessary plastic. As with every strength comes a weakness due to the geopolitical event of Russia and Ukraine it has a knock-on effect. Russia’s brutal war on Ukraine has caused widespread economic damage across the globe, between both countries usually billions of pounds is spent by the tourist per year on outbound travel, but the war has limited people from traveling. Restrictions on airlines and limited use of airspace is another factor of tourism decline. Leading to higher food and fuel cost, this is a big hit to traveller’s confidence and a decrease of disposable incomes. The SWOT analysis table will identify its internal strengths and weakness as well as its external opportunities and threats. (see Appendix image 1). “SWOT is an acronym for strengths, weaknesses, opportunities and threats. A SWOT analysis provides scope for an organization to list all its strengths (those things it does best and its positive product features) and its weaknesses (problems that affect its success).” (Hudson 2008) Regarding the SWOT for holiday inn (see Appendix image 2) will show how this company has strengths such as having over 1200 location of hotels across the world. It has a particularly good brand recognition due to excellent advertisement and budget friendly room. Holiday inn could overcome their weakness by having product improvement. Also encourage on taking opportunities to develop personalised products and service. The customers who usually book at Holiday inn hotels can find alternative cheaper deals at Airbnb and rental apartments that have increased in the hospitality industry this is causing a threat to Holiday inn. It is not only internal matters that decide a company’s fate, but many external factors also make an equal impact. The political situation in a country, technological developments, as mentioned in (John,2021) “there is already a robot run hotel in Japan” environmental factors, the legality of actions as mentioned in (John,2021) “safety has immediate impacts on destination reputation”, economics, social factors, all play a significant role. Organisations like Six Sense and Holiday inn are aware of this fact. The economic tool PESTLE analysis will show the PESTLE break down of both the hotels. (Appendix image 3 and 4).
There is 7ps of marketing they are product, pricing, place, promotion, physical evidence, people and processes. The 7ps make up the marketing mix, that a business must have to advertise a product or service. “The concept of a marketing mix originated in the 1950s and was first published in the marketing literature in the 1960s” (Haemoon,2008).  According to (John,2021) “in the hospitality industry, we constantly strive for outstanding guest satisfaction”.  Six sense Offers fabulous rooms and delivering products like spas, pools, great restaurants, bars, signature villa with pool, modern fitness centres, multilingual host, breakfast in bed with no extra cost, rooms with outstanding scenery, Six sense boutiques and library with internet access. “The main objective for the firm is to determine a ‘mix,’ for each product, that satisfies consumer wants and needs and affords the firm a unique position in the marketplace. According to (Heamoon,2008)
Were as holiday inn offers basic rooms, restaurant and some hotels have pools, and free Wi-Fi. Due to the product and service, they deliver this influences the price of what both hotels are charging their customers.  In (John,2021) “hotels try to distinguish themselves from their competitors all the time”. Six sense is charging customers more than what Holiday inn is charging due to the product they deliver. Pricing is also influence because of the location the chain of hotels is in. This is showcased in the Perceptual positioning map (Appendix 5). Also see (Appendix 6) for a Bowman strategy clock which has positioned similar hotels according to price and value. Six sense hotels are in breath taking locations around the world their buildings are of high architectural standards. Holiday inn are located near theme parks, zoos, train stations, airports, and city centre. There building and rooms are standard and have a uniform look throughout their hotel. Both hotels promote their product and service by their website. Six senses have a newsletter where you can get updated on these products and services. Six senses and Holiday inn are advertised at travel agents, internet search engines like booking.com and TripAdvisor, and they have their own social media platforms too they both have their own websites which is the best way of customer’s researching about the hotels. According to (Chekitan,2012)” users carry smart phones and tablets computers, searching out information to make real time purchases and reservation”. Physical evidence they use email confirmation with the logos. The people in the marketing mix refers to anyone directing or indirectly involved in the business side of the enterprise this includes the staff, customer service team, the salespeople and the staff that are in the marketing and the sale process. The process sets objectives and sets road maps so the SWOT analysis would be used in this section like mention in (Chekitan,2012)” flash sale sites also promote deals via social networking sites” (appendix image 1 and 2). As shown on (Appendix 7) using the similar web I have found out between the ages of 25-34 years people travel to hotels like six sense and holiday inn and other hotels like Soneva and Banayan Tree.

	Strength

	Weakness 
	opportunity
	Threat

	High profit margins.
Unique style and location.
Well trained knowledgeable staff.
Global business.
Multinational Global company.
	High price of product and service.
High set up cost.
High-cost structure.

	Partner with local suppliers and stores to benefit from local sourcing.
Press media coverage.
Few competitors in the area.
	Local and political unrest.
Unfavourable economic condition.
Changes in consumer trend.
Pandemics.
High taxes.
Geopolitical events.
Increase of global cost of living


Appendix Image 1 SWOT table for Six Sense
Appendix Image 2 SWOT table for Holiday inn
	Strength

	Weakness 
	opportunity
	Threat

	Over 1200 hotels worldwide.
Brand recognition due to excellent advertisement.
Budget friendly rooms.
	Product improvement.
Better loyalty programs.
Substantial number of competitors means limited market share.
	New destinations.
Encourage seasonal offers.
Develop personalised products and service.

	Airbnb and rental apartment are strong competitors.
Pandemics.
Economic conditions.
Local and political views. 



Appendix image 3 PESTEL table for Six sense
	P
	Political turn moil between Russia and Ukraine 

	E
	Low affordability due to recession

	S
	Perception of holiday as escapism

	T
	Online booking system

	L
	Consumer safety

	E
	Environment policy of less plastic






Appendix image 4 PESTLE table for Holiday inn
	P
	Political issue 

	E
	Disposable income due to recession

	S
	Lifestyle attitude

	T
	Social media

	L
	Consumer protection

	E
	Weather climate change







Appendix 5 perceptual positioning mapSix senses
Luxury location
High price
Low price 
Down scale location
Holiday inn























Appendix image 6 bowman strategy clock
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