









A comparison of the marketing methods of two multinational hotel brands

Student Name: Iulia Maria Luca
Student Id: 2239007
Module name: Marketing Essentials BMIH4005
Your lecturer’s name: Scott James
Word Count: 1803



1. Introduction
As opined by Bowie, et al., (2017), to understand and operate in the market, the proper understanding of different market elements has to be considered and evaluated. Marketing methods are the way an organization operates in a marketplace in order to survive the competition and get growth opportunities.  Different business uses a different strategy to understand the market demand and operate accordingly and that is why the marketing methods vary among different organizations (Jobber and Ellis-Chadwick, 2020). This essay is conducted to understand the marketing methods of two hospitality sector-based hotels Six Senses and Holiday Inn. 
Holiday Inn was established in 1951 by Kemmons Wilson Companies. Kemmons was the first to introduce hospitality standards involving all home-like facilities starting from standardized rooms, telephones, swimming pools, restaurants, and ice machines. Six Senses was founded in 1995 to promote the luxury hospitality sector. Both hotels are owned by InterContinental Hotels and Resorts. 
Findings and discussion
This essay consists of different analyses between companies Holiday Inn and Six Senses. Various analyses like PESTLE, SWOT, and STP are being discussed to understand the competitive position between the two hotels (ihg.com, 2023).
The hotel is highly dependent on the policies formulated by the government (Smith & Zook, 2020). The government's influence is high over the hotel as it operates in multiple regions and is a hospitality segment organization, government retention is high in this segment as it deals with public privacy and data (Kotler, et al., 2020).  On the other hand, the government has a strong hold over all the companies operating in the hospitality sector. As expressed by Chaffey and Ellis- Chadwick, (2019), at any point, any conflict between the political parties of a particular country can result in the loss of position for any hotel and resort. Six Senses operating in the UK market can enjoy certain tax reforms (Clow & Baack, 2013). The UK government offers lower tax liability for the hospitality sector.
The hotel has got some good working tactics. Holiday Inn always conducts advanced economic analysis on a regular basis to stay updated with the forecasted opportunities and threats (Ghauri, 2014). The biggest markets of the organization are Asia, America, and Europe. But the organization faced some serious downfall during the pandemic situation.  Tourist also tends to travel less where the currency strength is higher than in their own countries (Housden, 2008). Any economic changes in any country can adversely affect the hospitality sector of that country. Similarly, Six Senses is more prone to the country’s economic cycle.   
As expressed by Shavitt and Barnes, (2020), the company is working in various regions where consumer demand is diverse and cultural difference prevails. The changing demand of the consumer for cheap service with premium facilities has been addressed by the hotel and Holiday Inn has effectively implemented this requirement. Six Sense also faces some serious competitive issues with Airbnb. Furthermore, Digital transformation has become a prominent part of all sectors (Kotler and Kartajaya, 2017). Holiday Inn has also started implementing some aspects of digitalization into its operation. The company provides online booking and cancellation for the booking as well. The hotel is also concerned with infusing some AI assistance into their hotels.  On the other hand, the hotel uses some of the basic technologies like online booking and cancellation. As opined by Khanra, et al., (2021) the organization is also trying to get involved in some advanced technologies.   
The increasing crime rates related to different hotels have also affected the image of this hotel. The company has suffered some significant reputation downfall due to this fact. The mandatory law for all hotels is the Innkeeper law which ensures the safety and security of the hotel. Moreover, like any hotel in the hospitality sector, Six Senses also must face some direct legal control over the organization (Ryan, 2012). Any hospitality-based business is highly prone to serious legal actions and Six Senses also needs to follow the various legal factors of different countries.  The environmental conditions of different regions are different and being a multi-national global hospitality company, Holiday Inn must abide by various environmental aspects of different countries. Hence, Hospitality sectors are directly connected to the environmental condition of an economy. The lower the environmental condition the lower will be the expected return from the country. The contribution of Six Senses towards the environmental cause is appreciated.
Both the companies, Holiday Inn and Six Senses have been owned by the similar parent group InterContinental Hotel. However, the various factors of the external environment also contradict each other. Both organizations operate in the hospitality sector and are also involved in offering luxury stay experiences. The political factors are also very similar to each other along with the other factors.
As part of strength, it is learned that Global chain and Strong parent company as well as large market grip. For weaknesses as discussed is outdated technology and poor market performance in terms of understanding the consumer market. Moreover, opportunistically, adaptation of the advanced technology and Consumer market analysis. Lastly, for the part of the threat it is there as high potential competitors.     
As expressed by Mahadewi, et al., (2020), the products of the hospitality sector can be considered as the facilities and services offered by them. The products of the Holiday Inn and Six Senses are guest rooms, banqueting rooms, food and beverages, a travel desk, an executive lounge, and similar other amenities. The hospitality sector deals in different and variable environments and the service and facility preference of different region is also different and these hotels have to change their services accordingly.   
The rate at which these hotels deal is premium pricing. Both hotels deal with a similar price range. The demand for a comfortable stay among the people is high and the hotels own the monopoly to charge as high as they intend to. The price range of these hotels also fluctuates based on the seasons and holiday periods. There is no fixed pricing available for the services and these keep on fluctuating.  
Holiday Inn and Six Senses operate in the global market. Both hotels hold a high market position and reputation globally (Nelson, 2022). Hotels have been operating in the major parts of Europe, Asia, and America.    
Holiday Inn conducts its promotion through banners and big posters along with that also promotes its services through various digital advertisements. Six Sense Hotel promotes its services through television advertisements and celebrity and influencer advertisements. 
The physical evidence of any organization defines the tangible evidence of the existence and better performance of the organization. For the physical evidence of these two hotels, their hotel rooms and place ambience serve as a great advantage. The hotels are also involved in the creation of the outdoor adventure experience by providing swimming pools and pool resting and partying areas. 
The parent company IHG is altogether holding nearly about 350000 people in total. Both the hotels jointly have a good amount of share in the stated figure, these are the two most popular hotels in the IHG group and include various employee benefit and incentive schemes.   
This involves various policies and conducts of an organization that helps it in operating smoothly and requires the involvement of the various parties to implement it in the workplace. The process of Holiday Inn and Six Senses is consisting of several rules and regulations that the employees must follow in order to abide by the companies.
The segmentation in which both hotel work is a hybrid between demographic and geographic segmentation. The demographic aims at targeting the population depending on different factors like age, gender, and income but the geographic segmentation aims at the population based on the geographical boundary. Being a globally operating organization, the geographical segmentation is strong in both organizations and under the demographic segmentation, these organizations target all gender from middle to rich income groups.  
The target location is learned to be in a global platform whereas the targeted income background is middle to rich classes and the age group marked as 18 to 80 years.
Conclusion
The Essay has been conducted to reflect upon the market situation of the Holiday Inn and Six Senses. Both hotels are owned by the same parent group, IHG. The competitive analysis of both hotels has been conducted through PESTLE analysis and their market position has been evaluated through the marketing mix of both organizations. The organizations are very similar to each other, and the factor and forces of both organizations are similar in nature. The internal analysis is done through SWOT analysis and the market position is determined through the STP. The competitive edges of both organizations hold similar potential, and the market methods of these organizations are as per the required standards and levels of each other. The PESTLE and SWOT analysis has reflected a thorough explanation of the structural analysis of both organizations and as a result, there is some difference in their approach, but it can be considered negligible.
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Figure 1: Position Map of Holiday Inn and Six Senses
(Source: Developed by the learner) 
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