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Introduction
The Six Senses brand has a particular focus on offering exclusive and luxurious hospitality amenities including top-notch resorts, wellness spas and highly-rated hotels. This particular brand has gained recognition for its one-of-a-kind fashion that is both genuine, individual and environmentally friendly. Holiday Inn, which originated in Memphis, Tennessee, in 1952, was established by Kemmons Wilson and Wallace Johnson as a series of hotels across America. With over 2,650 hotels spanning the US, the company achieved significant growth and established itself as a prominent and widely known name in the American hospitality industry. Using a variety of analytical frameworks such as Pestle, Swot, Marketing Mix and STP, this essay will undertake a comparative analysis of Six Senses and Holiday Inn.
Comparing the marketing methods and strategy of two multinational hotel
brands
The hospitality industry’s growth and success heavily rely on the influence of the political environment (Jobber and Ellis-Chadwick, 2020). A government that is reliable in supporting the industry can enhance numerous prospects for development. The US government acknowledges the income generated by tourism in the hospitality sector and provides assistance for its growth.
The economic factor involves various elements including the degree of taxation, inflation rates, trade balance, currency exchange rates, unemployment rates, interest costs and the accessibility of financial resources. Several variables have the potential to affect the progress and advancement of the hospitality sector [Refer to appendix 2]. An economic decline may result in decreased purchasing power among individuals, resulting in underperformance within the hospitality sector, especially in areas such as tourism and hotels.
The hospitality industry can be significantly influenced by aspects of society such as population characteristics, cultural shifts and individual choices in living (Bowie et al. 2017). Older demographics may demand alternative services and provisions in contrast to younger age groups. Moreover, the surge in health-conscious individuals has resulted in a greater need for hotels and amenities that prioritize wellness.
The hospitality industry can leverage technological progress to optimize operations, elevate customer satisfaction and introduce unique offerings (Smith & Zook, 2020). Hotels can leverage technology to simplify the check-in procedures, offer customized recommendations and adopt eco-friendly practices as well. The rapid technological advancements require the industry to embrace changes in order to maintain competitiveness.
The functioning of the hospitality sector can be influenced by legal elements such as laws and regulations. Examples of factors that can impact the way hotels and other business’s function include regulations pertaining to labour as well as those related to health and safety and zoning restrictions. Furthermore, the sector is obligated to conform to a range of regulations concerning securing the rights of customers and ensuring the confidentiality of their information.
The hospitality industry may be impacted by environmental factors like climate change and weather patterns (Kotler et al. 2020). Adverse weather conditions have the potential to dissuade tourists and reduce the need for certain amenities. Hotels are facing mounting pressure from both governments and environmental activists to reduce their carbon emissions and implement eco-friendly methods.
Six senses stand out with their distinctive approach, emphasis on sustainability and luxury accommodations with spas (Clow & Baack, 2013). In contrast, Holiday Inn possesses outstanding brand awareness and a solid reputation, possessing numerous global locations with diverse lodging alternatives, encompassing hotels and resorts, these are their strengths [Refer to appendix 3].
Six senses may have a relatively limited customer base due to their high pricing and limited locations when contrasted with larger hotel chains. On the other hand, Holiday Inn might be viewed as a conventional and uninvolved hotel chain that does not prioritize luxurious or high-end offerings and these are their weaknesses.
Both Six Senses and Holiday Inn are presented with the chance to enter new markets and meet the increasing demand for sustainable tourism, these are their opportunities [Refer to appendix 1].
Both Six senses and Holiday Inn face the possibility of increased competition from other major hotel chains as well as the negative impact of economic downturns on the tourism industry, these are their threats.
While Six Senses and Holiday Inn possess different strengths and weaknesses, they face similar opportunities and threats (Chaffey and Ellis- Chadwick, 2019).
The services and experiences that Six Senses extends to its clients comprises excellent lodgings, indulgent spa treatments, luxury dining options and invigorating outdoor pursuits (Ghauri, 2014). These services are customized to satisfy the demands and inclinations of their intended client with attention paid to their design, characteristics and standard. The hotel rooms and amenities are the core product of Holiday Inn. Holiday Inn could enhance its product by providing a wider arrangement of distinctive and exclusive accommodations such as suites or themed rooms that possess specific characteristics.
Six Senses employs pricing strategies that personify the brand’s luxurious and exclusive positioning (Housden, 2008). The company offers top-notch services and experiences at a high cost, catering to clients who are willing to pay for an exceptional experience. It is important for Holiday Inn to set their prices in line with those of other hotels operating within the same market. In order to attract more customers during off seasons, they have the option to provide special deals and incentives [Refer to Appendix 5].
Six Senses employs various methods such as advertising, public relations and social media campaigns to effectively connect with its desired audience (Kotler and Kartajaya, 2017). The company leverages influencer marketing and collaborations with other high-end brands to market its services and offerings. Holiday Inn engages in marketing strategies like television ads and social media promotions to enhance brand visibility [Refer to appendix 2]. Holiday Inn employs email marketing and targeted advertising as means of reaching out to prospective clients.
Six Senses possesses a worldwide reach with its hotels and resorts situated in highly beneficial locations around the globe (Ryan, 2012). The organization employs various modes of distribution to connect with its clientele such as utilizing travel websites and permitting clients to make reservations directly on its website. The success of Holiday Inn can be attributed significantly to its strategic location. Holiday Inn thoughtfully chooses its sites to ensure convenient accessibility and proximity to sought-after tourist spots.
Six Senses prioritizes its staff, providing them with extensive training to facilitate outstanding customer service and unique guest experiences (Morgan et al. 2019). The organization also recruits individuals from the nearby area to encourage environmental friendliness and provide aid to the neighbouring community. The success of Holiday Inn is heavily reliant on the contributions of its staff members. Holiday Inn makes significant investments in training and development initiatives with the intent of guaranteeing exceptional service. Holiday Inn motivates its employees to offer top-notch service by offering bonuses and recognition programs.
Six Senses has a determined focus on promoting sustainability and utilizing eco-friendly methods, with a view to reducing their environmental impact (Tien et al. 2019). The organization employs innovative technology to improve the overall satisfaction of its customers such as implementing mobile applications and incorporating advanced technologies in the guest rooms. Holiday Inn’s booking procedures are hassle-free and user-friendly for clientele. Holiday Inn provides customers with the convenience of booking and checking in through the internet to elevate their overall satisfaction. Holiday Inn optimizes its housekeeping and maintenance procedures in order to decrease interruptions and enhance efficacy.
At Six Senses, great importance is placed on the visual appeal and layout of their hotels and resorts (Desai and Vidyapeeth, 2019). They are carefully crafted to balance with the surrounding natural surroundings and offer tourists an exceptional and unforgettable stay. Holiday Inn’s physical evidence consists of its hotel services and features. Holiday Inn elevates its physical evidence by investing in superior decorations. They also enhance their presence and navigation to simplify the process of facility exploration for their clients.
The categorization of Six Senses can be done by targeting luxurious tourists who prioritize environmental conservation and well-being. Their leadership is dedicated to promoting community, sustainability, wellness and design while also aiming to suppress the use of disposable plastics from their operations by 2022. Holiday Inn can segment its customer base by targeting budget-conscious individuals seeking comfortable accommodation. They provide economical and cosy accommodation choices for tourists seeking a spot to relax [Refer to Appendix 6].
Six Senses caters to high-end tourists who are prepared to spend more for an original, personalized and eco-friendly journey (Paul, 2019). They provide high-end vacation getaways such as luxury resorts, great spas and top-rated hotels in various destinations worldwide. Holiday Inn caters to travellers who prioritize affordability and seek comfortable lodging. They provide reasonably priced and cosy accommodation choices for individuals who require a spot to relax.
Six Senses is a premium brand that places great importance on sustainability and promoting well-being (Grewal et al. 2020). Their lodging options provide a one-of-a-kind and genuine encounter that prioritizes individual wellness and ecological responsibility. The brand of Holiday Inn markets itself as a cost-effective option for travellers seeking peaceful accommodation. Their main priority is to offer cost-effective and user-friendly alternatives to tourists who expect to discover their desired location without spending excessively.
Conclusion
The Six Senses brand is known for its high-end resorts and wellness spas, whereas Holiday Inn is a moderately-priced hotel chain serving both corporate and recreational guests. The cost of lodging at Six Senses hotels is higher than that of Holiday Inn hotels due to the former’s provision of a more upscale and luxurious stay. It can simply be concluded that Six Senses and Holiday Inn are distinct hospitality franchises catering to diverse groups of guests. Six Senses possesses luxurious and genuine offerings that prioritizes well-being, whereas in crowded areas, Holiday Inn provides cosy and reasonably priced lodging.
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Appendices
Appendix 1: Six Senses
[image: Luxury Lifestyle Resort & Hotel Locations | Six Senses]
Appendix 2: Holiday Inn
[image: Holiday Inn Express/Suites South - US 23- Tourist Class Brighton, MI  Hotels- GDS Reservation Codes: Travel Weekly]
Appendix 3: Pestle
[image: PESTLE and mortar your rivals (in a nice, non-lethal way) - Dream End State]
Appendix 4: Swot
[image: COVID 19 SWOT Analysis: SWOT Analysis in a Pandemic]
Appendix 5: 7 p’s of marketing Mix
[image: How to use the 7Ps Marketing Mix strategy model?]
Appendix 6: STP
[image: Segmentation, Targeting and Positioning (STP) Model - Dimitrios Gogos]
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