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[bookmark: _Toc135066357]1.1 General Statement
This essay comparatively discussed the marketing techniques used by Six Senses and Holiday Inn which are two multinational brands of hotels. Six Senses Hotels, Resorts, and Spas is a chain of hotels headquartered in Thailand. Established in 1995, the organisation has spread across 20 countries and operates under different brand names such as Six Senses Spas, Evason, and Six Senses (Six Senses, 2023). Holiday Inn on the other hand is an American hotel chain with its headquarters in Atlanta. It is a subsidiary of IHG Hotels & Resorts. Holiday Inn has hotels in over 1170 locations (IHG, 2023).
[bookmark: _Toc135066358]1.2 Thesis Statement
Six Senses primarily targets people from the high-income strata whereas Holiday Inn provides affordable service for a relatively younger target audience.
[bookmark: _Toc135066359]1.3 Outlining key points
In order to compare the marketing methods of these brands, important models and theories of marketing are to be used. The essay conducts a situational analysis for understanding the internal and external developments surrounding the two hotel brands. Furthermore, the marketing mix and the strategy for segmentation-targeting-positioning of the two brands are analysed.
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[bookmark: _Toc135066361]2.1 Comparison of Situational Analysis
SWOT analysis
Strengths
Six Senses is a luxury hotel that differentiates itself by offering ecological and luxurious services. The organisation practises sustainability which has created a positive reputation for the brand. Moreover, the brand has a diverse portfolio of offerings that include exotic resorts, luxurious residences, spas, and private clubs. The organisation has a dynamic sales record with focused marketing tactics. The workforce of Six Senses is extremely skilled. 
The strength of Holiday Inn is its high brand recall and large-scale operations delivered via more than 1200 hotels around the world. Unlike, Six Sense, Holiday Inn has an excellent advertising strategy and the organisation also offers a great range of hotels. It also operates under the parent company IHG with a high brand value.
Weaknesses
The weakness of Six Senses' marketing strategy is that the firm has a weaker digital marketing strategy compared to Holiday Inn or other competitive brands. Furthermore, sustainable practices increase hotel operation costs. The main business of Six Senses is concentrated in a few markets for revenues. 
Unlike Six Senses, Holiday Inn has been unable to penetrate emerging economies effectively. The market share of Holiday Inn is also limited because of a highly competitive market. 
Opportunities
Six Senses can introduce hotels at affordable ranges to cover different customer segments in the hospitality market. The brand should invest in digital marketing to amplify brand awareness internationally (Zhang et al., 2020). 
Holiday Inn should enter untapped markets of emerging economies as travellers around the world have been searching for new travel destinations (Rafahat, 2022). The brand can make its sales and promotion strategies more country-specific. 
Threats
Increasing competition in the market has been affecting the affordable cost strategy of Holiday Inn. The US-China conflict has been affecting the foreign trade policy of the home market (Mehta et al., 2023, p. 117). The Russia-Ukraine war has been causing a surge in fuel prices leading to inflation. 
The rising market for affordable accommodations has been threatening the business of Six Senses. Global inflation has been affecting the operation cost of the brand's multinational facilities.
PESTLE analysis
Political factors
The US-China conflict has made foreign trade complex for multinational hotel brands (Kulakhmetova et al., 2022, p. 845). Besides that, the war between Ukraine and Russia has led to a constraint on fuel and crude oil accelerating global inflation. Many governments have been taking a nationalistic approach making trade barriers complex for hotel brands like Holiday Inn and Six Senses.
Economic factors
The hotel industry in the US has grown by 0.4 per cent between 2021 and 2022 presenting a growth opportunity for Holiday Inn (Zippia, 2023). Comparatively, the Thailand hotel segment has been projected to grow at 7.01 per cent CAGR between 2023 and 2027 which can boost the growth of Six Senses (Statista, 2023).
Social factors
The demand for budget hotels has been growing worldwide increasing the sales of Holiday Inn. People around the world have been shifting their focus to environmental sustainability (Prakash et al., 2022). It relates to the marketing as well as the operational strategy of Six Senses. Besides that, the number of tourists in emerging destinations like Thailand and other Asia Pacific countries has been increasing rapidly.
Technological factors
Artificial intelligence has been found to be implemented robustly across the global hotel industry. Process automation has been another technological feature integrated by hotels worldwide.
Legal factors
Modern hotel organisations need to comply with the guidelines of data protection and security (Kulakhmetova et al., 2022, p. 847). Both Holiday Inn and Six Senses need to establish a more secure environment to protect their Intellectual Property Rights.
Environmental factors
Considering the magnifying concern for environmental sustainability, Six Senses has designed an ecological service experience with sustainable practices. Holiday Inn should concentrate on minimising its carbon footprint.
[bookmark: _Toc135066362]2.2 Comparison of Marketing Mix
Product
Six Senses Hotels Resorts Spas is a luxury sustainable hotel operating under the parent company Intercontinental Hotel Group. The brand has sixteen hotels and resorts along with twenty-five spas with t   brand names Evason, Six Senses, and Six Senses Spa. Operating in 19 countries, the brand has further signed 31 new properties. The hotel brand has a differentiated product strategy which delivers a sustainable and eco-friendly experience to customers. The product strategy aims to deliver an experience of reconnection and rejuvenation by balancing harmony with the local environment.
Holiday Inn operates over 1270 hotels all over the world and it is one of the most recognised global hotel brands for lodging. The hotel brand offers comfortable and affordable services primarily for business travellers. Compared to Six Senses, customers of Holiday Inn are younger and looking for comfort at a lower price. 
Price
As per the view of Jobber and Ellis-Chadwick, (2020), pricing strategy is a major determinant of a brand’s marketing success as it considerably impacts the customers’ brand perception. Six Senses has a premium pricing strategy resonating with the luxury experience delivered by the hotel brand. Customers of this hotel brand mainly seek rejuvenating experiences and luxury and they are willing to pay a higher price. This pricing strategy allows the brand to attain a higher profit margin for creating a sustainable and luxury experience. Holiday Inn in contrast has employed a strategy of competitive pricing allowing it to compete with rivals in the segment of budget hotels.
Place
Six Senses has located its hotels around the most sought-after places of destinations around the world including crucial urban markets (ihgplc, 2023). The hotels of Six Senses are mainly placed around key natural attractions to provide a reconnecting experience with nature. Holiday Inn hotels are located in busy urban areas that are popular and generate enough foot traffic.
Promotion
Holiday Inn carries out digital multimedia campaigns including web documentaries that are optimised for mobiles. Besides that, the brand also uses posters, TV advertising, and social media marketing. Six Senses conducts experiential marketing by posting social media content and posters.
People
In the marketing mix, people represent the aspect of human resources and other members associated with the business (Bowie et al., 2017). Holiday Inn engages in personnel planning to deliver agile guest services across all its hotels. On the other hand, the expert development team of Six Senses enables the brand to provide a differentiated experience through innovation.
Process
Holiday Inn allows online hotel booking besides general walk-in reservations. The brand also has its own application for its customers. Like Holiday Inn, Six Sense also facilitates online bookings and reservations for all services via its website. Both hotels have a similar type of technology integration because of being part of the IHG hotels.
Physical evidence
There are 1192 open hotels along with 214,597 open rooms and 231 pipeline hotels under the brand of Holiday Inn (ihgplc, 2023). There are 22 open hotels, 1569 open rooms, and a further 41 hotels in the brand’s pipeline (ihgplc, 2023).
[bookmark: _Toc135066363]2.3 Comparison of STP
Segmentation
Demographic segmentation is the strategy for selecting an audience on the basis of their age, gender, income, and other factors (Ghauri, 2014). While Six Senses mainly targets relatively older people from high-income families, Holiday Inn targets business travellers and friend groups from middle-income backgrounds. Behavioural segmentation is the strategy for choosing an audience based on their purchasing habits and general lifestyle (Kotler et al., 2017). Holiday Inn focuses on delivering a highly charged and comfortable experience for business people whereas Six Sense aims to offer a more laid-back and rejuvenating experience for families seeking leisure and luxury. 
Targeting

	Target criteria
	Six Senses
	Holiday Inn

	Age
	35 to 50
	25 to 45

	Income
	High
	Middle

	Value 
	Comfort, affordability, and fun
	Leisure, rejuvenation, and luxury



Positioning
The positioning of Holiday Inn is in the high-value low price segment whereas Six Senses has a market position in the high-value high price division. 
[image: ]
Figure 1: Positioning map of Six Senses and Holiday Inn
(Source: Developed by the author) 
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To conclude, the comparative analysis of Six Senses and Holiday Inn has proven the thesis that Six Senses has a wealthy and older audience segment whereas Holiday Inn mainly focuses on relatively younger and business customers from the middle-income segment. The essay has compared the external and internal environment of both hotel brands along with their respective marketing strategies. 
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