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A comparison of the marketing methods of Holiday Inn and Six Senses hotel brands
Introduction- marketing is one of the complex activities used to promote a business and with the changes of time, marketing tools change too (Jobber and Ellis-Chadwick, 2020). Marketers and promoters have to continuously learn new techniques and tools to promote the products and services manufactured or delivered by the business. The basic marketing strategy aims to promote and advertise the business effectively to reach as many customers as possible (Bowie et al., 2017). In this essay comparison of marketing strategies between Six Senses and Holiday Inn will be showcased to inform how the two businesses attract customers from all over the world. Tricks and tips of marketing strategies of Six Senses and Holiday Inn are slightly different, but the aim is similar because both belong to IHG brand. Hence, a comparison of situational analysis, marketing mix, and STP will be presented to differentiate their marketing activities in the essay. 
Situational analysis- being an American chain hotel, Holiday Inn is under the brand of IHG hotels and resorts. This hotel was founded in 1952 by Kemmons Wilson and its first location was in Memphis (Saettler, 2022). Now this hotel operates in 2900 locations and more than 100 countries. The biggest Holiday Inn is the Makkah Abraaj Al Tayseer. Six Senses hotel was established in 1995 and now it operates in 20 countries. Sonu Shivdasani was the founder of this hotel brand as a promoter of staying green among all luxury hotels in the hospitality industry (Smith, 2022). Being a multinational company Holiday Inn faces some external influences in its marketing operations (Housden, 2008). Both brands are influenced by travel bans such as in Ukraine due to war or North Korea due to strict Travel regulations, tax issues and elections. Most of the time governmental regulations impact the marketing operations of the hotel. For example, Holiday Inn operating in Switzerland need to follow some environmental rules that are not present in Makkah. One of the first rules is about sustainability well Switzerland promotes itself as ‘Swisstainable.’ The hotel is also influenced by economic factors too such as currency exchange rates, change in economic cycling, investment issues, and locational variation (Kotler et al., 2020). Such as both Holiday Inn and Six Senses hotels offer their services to guests based on the location of the hotel because guests will appreciate offers tailored to them that they can afford. For example, Holiday Inn can offer valued services with Six Senses cannot because Six Senses is operating in the premium market locations where Holiday Inn doesn’t operate. Holiday Inn already operates in 100 countries and this makes the brand economically fluid due to its knowledge of market operation. Both brands are also influenced by social-cultural factors. Such as, Airbnb homestay or VFR are affecting the growth of both hotel brands. Most of the time during peak season rooms of the hotels are not available which promotes Airbnb and other alternative options (Chaffey et al., 2019). Moreover, the customers are seeking a more cheaper version of hotel prices which both Holiday Inn and Six Senses cannot offer due to their market positioning. New technological factors such as a tool for virtual reality tours and travel, Internet and information accessibility customer review websites and blogs, and changes in the technology applications among the customers are making Six Senses’ marketing operation tough against Holiday Inn. Due to its lower market reach, Six Senses has a lower technology investment than Holiday Inn. Finally, legal factors are affecting both hotels’ marketing operations too. Such as, crime rate, innkeeper law, travel regulations, covid certificates etc. Are affecting promotions (Clow and Baack, 2013). Holiday Inn must follow more regulations due to its more market positioning than six senses which makes Six Senses’ legal compliance investment costs lower than Holiday Inn Being a sustainable and environmentally promotable hotel, Six Senses strictly follow the truth in menu law as well as amenities uses. Finally, boutique hotels follow environmental rules and regulations while promoting their brand to attract more customers in this case there are no comparisons between both hotels as boat tries to be more competitive and popular in the hotel industry.
7P marketing mix analysis- as both Holiday Inn and Six Senses fall under the umbrella of InterContinental Hotel Group, marketing strategies are similar but due to market positioning the hotel’s basic marketing mix may differ (Ghauri, 2014). IHG’s one of the Value Hotels is Holiday Inn which offers not only accommodation for a night stay but also offers restaurants, meeting rooms, event facilities on-site. It also has resorts with attached pools, beachfront services, or special featured services. It also offers extra frills at the rooms (Pokora, 2023). Another comforting thing of Holiday Inn is eating free and kids support facilities. Six Senses hotels on the other hand focuses on igniting human senses by offering services that adds value to the accommodation (Six Senses, 2023). It falls under the Luxury collections of IHG. Six Senses hotel also has resorts that curate bespoke experiences inside and outside the property to make the guests have memorable experiences. The price of Holiday Inn services is slightly lower than Six Senses services because Holiday Inn concentrates on value provision and Six Senses focuses on offering extraordinary experiences that come with price. Place Holiday Inn operates in almost 1200 locations in 6 continents whereas Six Senses operates in only 20 countries. Most of the establishments of Six Senses are in exotic locations where guests can not only have a comfortable stay but also have natural experiences such as in Bhutan, Con Dao, Crans-Montana, Douro Valley, Fiji, Fort Barwara, Ibiza, Kaplankaya, Istanbul and so on (CPP Luxury, 2022). Six Senses uses promotional strategies as motivational quotes that recommend mental, physical, and spiritual well-being. The use of a diverse, multicultural, and international marketing portfolio through social media tools makes Six Senses’ marketing strategies effective (Bowie et al., 2017). Holiday Inn promotes itself using digitally led multimedia campaigns where it shares guests’ experiences in a series of mobile-optimised documentaries. People’s marketing strategies for both Holiday Inn and Six Senses are the same because both deliver service to satisfy the stakeholders to promote IHG brand in the hospitality industry. Natural and adventurous tourism destinations are promoted by Six Senses to encourage adventure tourism and Holiday Inn promotes relaxed or business tourism to businesspeople and upper-middle-class families. Processes used in marketing both hotels follow strategies such as market penetration and diversification marketing strategies (Pokora, 2023). Physical environment of Holiday Inn is very structured to adapt to the infrastructure of downtown or remote areas whereas Six Senses follows a structure that benefits the environment of the destination to preserve the natural beauty. 
Segmentation, Targeting, and Positioning- market segmentation refers to division of market into small parts according to geographical and human characteristics (Smith and Zook, 2020). Six Senses is a big 5-star hotel chain primarily located in remote exotic locations all around the world promoting sustainability and cultural rejuvenation. The brand targets those customers who prefer experience, memory, relaxation, and family time. Therefore, it targets families and millennials who fall under the segmentation of socio-demographic terms. The brand positions itself as a sustainable wellness project that connects generations with nature to seek happiness outside of monetary things. Upper-middle-class to rich people are the primary core target customers of Six Senses. Then comes Holiday Inn which is another brand of IHG. The hotel segments itself from other brands using social demographic structure, profession, age, and income (Miceli, 2023). Therefore, the hotel only I’m primarily focusing on promoting itself to businesspeople. Holiday Inn targets customers who are businesspeople, families or middle-aged people who have money to spend on both business trips or leisure activities (Kotler et al., 2020). The brand positions itself in downtown areas or in locations where businesspeople normally visit. Most of the time Holiday Inn hotels and resorts offer affordable prices to customers because they travel frequently therefore it promotes itself as offering comfortable experiences with a hint of technology with balanced food offerings. 
Conclusion- this is it has tried to inform the readers about differences in the promotion of hotel brands under one group. Both Holiday Inn and Six Senses offer quality services to satisfy their guests. Both hotels use marketing strategy that best meet their organisational structure. Such as, Holiday Inn uses strategies to attract businesspeople to both travel and do business work while staying at Holiday Inn whereas, Six Senses uses strategies to promote sustainability and eco-tourists to revive their spiritual energy and enjoy nature. To make it affordable Holiday Inn uses a market penetration strategy and Six Senses Uses diversification strategy of marketing.  
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