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Comparison of the marketing methods of two multinational hotel brands ( Holliday Inn & Six Senses)

Introduction
 This is Essay is going to compare the different Approaches to marketing taken by two hotels selling to different pockets of the hotel market, aiming to find key differences and dissecting the tactics of well-established brands. An early assumption is that Six senses will most likely be more profitable as they offer premium services to a wealthier audience, however, Holiday Inn may not pay as much in maintenance as their services aren’t as difficult or expensive to service. Finally, this Essay aims to Analyse the two differing brands using the SWOT, PESTLE, and 7 P’s framework, while incorporating theories where applicable. 
Mainbody
Firstly to understand what is happening internally for these two brands we must Apply the SWOT framework to both hotels as part of the 5 C’s framework, to visualise how the differing brands achieve their goals through their marketing campaigns. 
Starting with The strengths of Holiday Inn, They are an established brand and a household name when thinking about hotels. This helps their sales when it comes to indecisive customers, as they may likely be their first choice hotel when searching for a place to stay. With their weakness being that they have a very standardised way of doing everything, which can lead to customers lacking uniqueness in their stays. (Blery, 2008) Threats to HolidayInn are customer preferences changing such as customers preferring to pay a larger sum for a luxury hotel or using services like AirBnB and moving away from hotels in general. Opportunities for HolidayInn lie in enhancing their current customer experience to be more unique and maintaining their current customer base, or the opportunity to explore a business model similar to airBnB and pose as a direct competitor. 
As for Sixsenses, their strengths come from the High-quality and luxury services they offer, attracting wealthier customers that have the funds to spend on additional services on top of their hotel room, this is great for them as they can comfortably stay in business by having a small customer base that spend a lot of money. However the downside of targeting wealthier customers means they are marketing towards a small percentage of society, and have a smaller customer count than other hotels, as they are limited to who they can serve, this means they must value each customer highly, not affording to lose any customers, a problem HolidayInn does not encounter. This gives them the opportunity to expand into the market of lower-income customers and seek to profit from the majority instead of the minority. (Piuchan, 2019) Finally, a threat to selling luxury brands is shifts in the economy, which often impacts luxury products the most as people in financial unstable times may choose to buy cheaper items.
Political changes can affect Holiday Inn and Sixsenses equally, as changes to the law impacts them both greatly, such as changes in labor laws can impact the business structure completely, or political instability in countries where both hotels operate. However changes in the economy may negatively affect Sixsenses as they offer luxury products with a high price, in an unstable economy with rising inflation rates  can turn customers away from paying large sums of money. And Holiday Inn is a perfect hotel for a budget-friendly, but also a high-quality experience, it is also possible that in financially uncertain times neither hotel is beneficial as Customers may decide to stay at home altogether and avoid traveling. (Bernhagen, 2007)
Social attitudes changing is also a big factor both businesses must take seriously. It is evident customers are becoming more aware of the damages or positive impacts brands have on the environment or other topics. This is why it is crucial SixSenses and Holiday Inn pay attention to social attitudes and seek to make a positive impact on the environment by becoming eco-friendly. (Castano, 2015) Technological changes have benefited both brands due to the simplicity of booking a hotel via mobile apps and booking websites, Customers now can grab their phone, open up a booking website and pay in seconds, but technological advancements have also changed how both hotels conduct their marketing, as data collection and data analytics have become streamlined. (Wang, 2006)
Moreover, there are countless Legal impacts on both businesses, as they must comply with government laws possibly restraining profitability. Since both businesses are in the hospitality sector serving thousands of people each month there is a high possibility of legal disputes between customers. (Shaffer, 2009)  Lastly environmental issues can affect SixSenses due to some of their luxury items and how difficult they are to obtain, concerns over their environmental practices are being raised more often and it is dire to attend to these concerns, On the other hand holiday Inn does not face much environmental scrutiny. (Gonzalez-Benito, 2006)
To understand both brands better a 7 Ps analysis must be conducted for a clearer picture. Holiday Inn offers a standard hotel room, with a flat screen TV, Air conditioning, Tea and coffee, an iron & board and a personal safe, with a breakfast bar elsewhere in the hotel. 
    While simple it is super effective at giving customers everything they need from entertainment to the bare essentials. Meanwhile SixSenses offers everything above with an added spa, and regional offers such as their hotel in Portugal offering river cruises around Douro Valley or their infinity pool Day passes at their Ibiza location. Aiming to deliver on the high price of their product. As far as price goes for Holiday Inn a standard room is anywhere between £65 to £150 depending on customer preferences and location. Meanwhile SixSenses charges as much as £4,000+ for a seven-night stay at most locations due to only being positioned in exotic locations, the high price may also add to the perceived value as consumers attach value directly to price. A big difference between SixSenses and HolidayInn is how HolidayInn may offer guests various complimentary items during their stay, while SixSenses charge customers more frequently. (Dahlhoff, 2020)
The promotional methods of both companies differ greatly also, as SixSenses promise things like serenity and rejuvenation for its guests due to their spa located inside each hotel. This is likely aimed towards an audience with a high income that are likely working a stressful job with long hours to have that high income. While HolidayInn Aims to market their hotel as more of a smart financial decision, with their slogan reading ‘’Stay smart, stay at HolidayInn’’ implying their hotels are a financially smart decision. (Housden M, 2008) (Both hotels are also situated in very different locations due to six senses preferring to be situated in exotic locations such as Bali, Ibiza etc, which limits how many hotels they can open to keep the congruency of their brand (Luxury brand located only in expensive locations). Meanwhile HolidayInn have multiple hotels in each country, with some of them being in lesser known locations. 
SixsSenses is also known for hiring Staff with extensive experience and a long career in hospitality to operate key positions of their hotels, this leads them to turn down many applications and on some occasions struggle to find talent that meet their strict requirements. (Shipilov A, 2015) HolidayInn however, has less requirements for who they hire, although this doesn’t mean HolidayInn hire lesser skilled individuals. As HolidayInn are often very skilled at their job. As far as Physical evidence goes, it is clear the SixsSenses items around the hotel rooms are made to give the brand a luxury image, with every item in each room only pushing that image higher and higher due to the premium aesthetic. (Presbury R, 2005) The same goes for the SixSenses online experience, as their website looks incredibly polished. HolidayInn on the other hand having a standardised process cannot deliver on the same experience, as the items inside each room are unpersonalised and have a very generic look and feel. Lastly, their process  is very different as HolidayInn staff only assist the guest if the guest initiate the interaction, while SixsSenses staff will constantly ask guests about their experience. (Sherman R, 2007)
As for Their customers, SimilarWeb shows us that SixSenses attracts more customers aged 25-34 than HolidayInn, while HolidayInn attracts more aged in every age range above that (34-44 , 45-54, 55-64 & 65+) This may be due to the fact that consumer habits have changed, and younger people are inclined to spend more money as millennials are valuing experiences over money now. (Walls, 2013) While the older audience would rather get a quality hotel without the luxury, and keep more money in their pockets. As mentioned before SixSenses also target different desires to that of HolidayInn, they sell their product as a way to become more relaxed, possibly due to the customers of SixSenses working tough, stressful jobs and their desire is to take a relaxing break, targeting the specific desires. (Andaleeb, 2016) While HolidayInn customers desire to have a budget friendly place to stay, that can offer the standard experience with care and quality. As discussed in the marketing mix, SixSenses may also target wealthier demographics due to such demographics choosing to visit exotic locations, as luxury in these locations come hand in hand. (Michman, 2006)
Conclusion
In conclusion, SixsSenses and HolidayInn are two very different brands both in the hospitality sector, with SixSenses serving a different but more narrow audience that spend big, while HolidayInn serve a larger audience with smaller budgets. My initial assumption was proven incorrect due to the finding that Sixssenses have less locations and serve less customers, making them a less profitable company. 
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