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This essay compares Six Senses and Holiday Inn, two international hotel businesses, in terms of their marketing strategies. Both businesses compete fiercely in the hospitality sector and serve a variety of clientele. To comprehend how each company goes about luring and keeping clients, this essay will look at the similarities and differences between their marketing tactics. The analysis's central claim is that although Six Senses targets wealthy older generations looking for distinctive luxury experiences, Holiday Inn appeals to younger generations through its marketing tactics. This will be accomplished by using a variety of theoretical frameworks as analytical tools throughout the essay. To comprehend the behaviours of the audiences that each brand targets, the target market segmentation framework will first be used. Secondly, the branding strategies framework will be used to evaluate how Six Senses and Holiday Inn create brand loyalty. Finally, the analysis will delve into the world of digital marketing channels to evaluate both firms' social media strategies, online presences, and digital campaigns. These frameworks allow us to compare the marketing strategies used by Six Senses and Holiday Inn in relevant ways.
International hotel companies Six Senses and Holiday Inn use different marketing strategies, each with its own advantages, disadvantages, opportunities, and dangers. Although they have certain differences, they also have some things in common when it comes to how they go about marketing.
With its personalised experiences and sustainability-focused strategy, Six Senses stands apart in the luxury market. Its appeal to wealthy and environmentally aware tourists is based on its dedication to wellness, local culture, and eco-friendly practises. However, because it restricts the brand's reach and prospective client base, this luxury positioning can also be a negative.
On the other side, Holiday Inn has a reputation for consistently providing guests with high-quality, reasonably priced lodging. This is where it excels. The company serves a wide range of clients, including budget-conscious tourists, working families, and businesspeople. The difficulty of standing out from other mid-range hotel brands is one weakness, though. 
Both brands have room for expansion and modification. Six Senses can capitalise on the rising demand for eco-friendly travel experiences by using its environmental initiatives. By combining technology-driven experiences and flexible workspaces, Holiday Inn can consider more improvements to appeal to younger generations.
Both businesses are threatened by competition in the dynamic environment of internet travel agents and direct booking platforms. While Holiday Inn confronts competition from other mid-range companies and other lodging options, Six Senses competes with other luxury hotel chains. 
Despite their differences, Six Senses and Holiday Inn have a common understanding of the value of a strong online presence. Both businesses aggressively use websites, social media networks, and online reservation platforms to draw in and keep clients. Additionally, both brands place a high priority on the client experience and happiness, with Holiday Inn emphasising consistent quality and effective service delivery and Six Senses emphasising on personalised interactions and attention to detail.
The approaches to product, price, place, promotion, people, procedure, and tangible proof used by the two international hotel brands Six Senses and Holiday Inn differ. We may find parallels, contrasts, and how these decisions affect their overall brand strategies by contrasting their approaches in these areas.







Product: Six Senses focuses on providing distinctive luxury experiences centred around sustainability and wellness. Their properties frequently have opulent lodgings, spas, and immersive activities like cultural exchanges and organic farming. Holiday Inn, in contrast, seeks to deliver uniform quality and comfort to a variety of customers, with standardised amenities and services created for families, business travellers, and budget-conscious individuals.
Price: Six Senses portrays itself as a high-end luxury brand, focusing on wealthy people ready to spend more for upscale experiences and eco-friendly business methods. The value and distinctiveness of their offerings are reflected in their pricing. Holiday Inn, on the other hand, emphasises accessibility and value for money while adopting a more reasonable price plan to cater to a wider market segment. 
Location: Six Senses carefully chooses sites that complement their brand identity, frequently in stunning natural settings or fascinating cultural hubs. Their homes are frequently in remote locations, giving them a feeling of exclusivity. However, Holiday Inn prioritises accessibility and convenience, positioning their hotels in the heart of cities, close to airports, and in the vicinity of well-known tourist attractions.
Promotion: Six Senses engages its affluent target audience through a combination of focused marketing efforts, alliances with upscale travel agencies, and social media presence. Their marketing places a strong emphasis on the distinctive experiences, sustainability programmes, and wellness options. Holiday Inn has a larger strategy to connect with their diversified client base, utilising both online and offline platforms, loyalty programmes, and family-friendly promotions. 
People: Both brands understand the value of highly skilled and committed employees in providing excellent visitor experiences. In order to ensure that their personnel embodies their brand ideals of wellness and sustainability, Six Senses places a strong emphasis on personalised service and attention to detail. Holiday Inn places a priority on offering welcoming and effective service, ensuring a unified experience throughout all of their facilities.
Process: From pre-arrival to post-departure, Six Senses offers visitors customised experiences with a focus on seamless and personalised processes. Their procedures are designed to convey exclusivity and meticulousness. To increase visitor satisfaction, Holiday Inn places a strong emphasis on effective processes, including smooth check-in and check-out procedures, standardised amenities, and simplified operations. 
Physical Evidence: Six Senses meticulously considers architectural features, natural components, and eco-friendly practises while designing its buildings to create an opulent and sustainable environment. The tangible proof creates a lasting impression and promotes their brand values. With standardised room designs, Holiday Inn places a strong emphasis on providing guests with spotless lodgings. This ensures consistency and dependability throughout all of their facilities.


Overall, the product, pricing, site, advertising, people, procedure, and physical evidence of Six Senses and Holiday Inn are different. While Holiday Inn appeals to a wider market with consistent quality and affordability, Six Senses targets the luxury segment with special experiences and sustainability-focused products. By defining their target market, market positioning, and overall guest experience, these decisions have an impact on their overall brand initiatives. Both brands can successfully differentiate themselves and attract the targeted client groups by having a clear understanding of their target markets and matching their marketing strategies accordingly.
We may examine factors like website traffic, demographics, and online activity using the Similar Web tool to learn more about the target markets for Six Senses and Holiday Inn. This information aids in identifying the unique traits and preferences of their individual audiences.  
Six Senses focuses primarily on the luxury market, luring wealthy people looking for exclusive and eco-friendly experiences. According to the Similar Web data, regions with higher disposable incomes and a preference for luxury travel may have higher levels of website visitors. The demographics may also show that a greater proportion of older age groups appreciate health, environmental awareness, and individualised services.
Holiday Inn, on the other hand, caters to a wider market, which includes budget-conscious tourists, families, and business visitors. The Similar Web data could indicate a larger demographic reach by reflecting higher website traffic from regions with a mix of leisure and business travel. As Holiday Inn caters to millennial and Gen Z tourists, the data may also show a higher percentage of younger age groups. 
Comparing their targeting methods, Six Senses concentrates on attracting wealthy people who value luxury, sustainability, and individualised experiences. Partnerships with upscale travel agents, specialised digital campaigns, and interactions with social media influencers that share their brand values may all be part of their marketing strategies. Six Senses tries to attract a specialised market segment by evoking a sense of exclusivity and emphasising distinctive goods. 
Holiday Inn, in comparison, uses a more open-ended targeting approach to connect with a wider variety of travellers. Online and offline advertising, collaborations with airlines or travel websites, and loyalty programmes to encourage repeat business are just a few of their marketing strategies. Families, business travellers, and individuals looking for inexpensive lodging are drawn to Holiday Inn by its emphasis on value for money, convenience, and constant quality.




Six Senses and Holiday Inn take diverse positions within their respective market sectors and adjust their marketing strategies accordingly. To appeal to the wealthy elder generation, Six Senses strives to provide a sense of luxury, sustainability, and individualised experiences. Holiday Inn, which predominantly caters to the younger generation, focuses on accessibility, affordability, and satisfying the different demands of families, business travellers, and vacationers on a tight budget. 
The analysis of factors and customer data using the Similar Web tool, in conclusion, offers important insights into the various client segments of Six Senses and Holiday Inn. With Six Senses appealing to the luxury category and Holiday Inn focusing on a wider client base, their targeting tactics are in line with the market categories they plan to serve. By being aware of their target's likes and traits
The investigation carried out in this essay has supported the thesis statement, which contends that Holiday Inn targets younger generations and Six Senses concentrates on wealthy elder generations.
In this paper, we compared and contrasted the marketing strategies used by Six Senses and Holiday Inn. In order to understand their internal and external issues, we first conducted a situational analysis. Then, in order to comprehend their strategies for the following areas: product, pricing, place, promotion, people, process, and tangible evidence, we examined their marketing mix. Finally, we looked at their segmentation, targeting, and positioning strategies, contrasting how they position themselves in the market and target various client segments. The comparison of Six Senses and Holiday Inn's marketing strategies offers insightful information. As well as examining new trends and issues in the hospitality sector that might affect their marketing techniques in the future, more research could examine how effective these strategies are at luring and keeping customers.
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sixsenses.com Traffic and Engagement Analysis

sixsenses.com's traffic has increased by 7.42% compared to last month (Desktop).
Click below to reveal how well sixsenses.com meets visitor expectations and
captures their interest.
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ihg.com Traffic and Engagement Analysis

ihg.com'’s traffic has decreased by 8.06% compared to last month (Desktop). Click
below to reveal how well ihg.com meets visitor expectations and captures their
interest.
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