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Any firm needs to be effective at marketing (Kotler and Armstrong, 2021), and the hospitality sector is no exception. The goal of marketing is to make people aware of a good service and convince them to buy it. Effective marketing techniques aid companies in boosting sales and maintaining market competition. In this paper, the marketing strategies of Six Sense and Holiday Inn, two international hotel companies, are contrasted. The marketing strategies of both brands are examined in this essay using situational analysis tools.
A situational analysis tool called a SWOT analysis, it aids firms in determining their strengths, weaknesses. opportunities and threats. The examination sheds light on both internal and external elements that have an impact on a company’s performance.
According to Fritz and Chung (2019), Six Senses has a distinctive brand positioning that emphasises well-being and sustainability. The company is renowned for its magnificent eco-friendly resort’s experiences. The brand reputation and global reach of Holiday Inn, on the other hand, are robust (IHG,2021). Compared to other international hotel chains, Six Senses has a small market share (Fritz and Chung, 2019). The high-end stance of the brand might restrict its intended audience. Holiday Inn’s reputation for being more affordable and less opulent may turn away high-end guests (IHG,2021).
By focusing on new customer categories, Six Senses has a chance to increase its market share (Fritz and Chung, 2019). The company might launch fresh eco-friendly programmes to draw in clients who value sustainability. Holiday Inn may concentrate on extending its presence in emerging markets and diversifying its service offering (IHG,2021).
Other international hotel chains pose rivalry for both names, which may have an impact on their market share. Their business activities may be impacted by regional political unrest and economic downturns.
PESTEL analysis is a situational analysis tool that aids companies in examining the macroenvironmental elements influencing their performance. Political, economic, social, technological, environmental, and legal factors are all considered in the investigation. Both Six Senses and Holiday Inn are in nations with various legal and political structures. Travel restrictions, terrorisms and political unrest may influence their ability to conduct business.
The hospitality sector may be impacted by economic variables like exchange rates, inflation rates, and consumer spending patterns. Revenue in the sector had been significantly impacted by the COVID –19 epidemic (Brouder et al, 2020).
The hotel sector maybe impacted by social issues such shifting consumer preferences, demographic changes, and cultural variations. The emergence of social media has also altered how companies communicate with their clients (Sigala, 2018).
[bookmark: _Int_vp5RFhON][bookmark: _Int_UCSSxGjt]The way clients connect with hospitality firms has evolved as a result of technological developments like mobile applications, virtual reality tours, and online booking systems. Technology had been incorporated by Six Senses and Holiday Inn to improve the guest experience (Brouder et al., 2020). It is the obligation of both Six Senses and Holiday Inn to lessen their environmental impact. Both firms, have implemented eco-friendly activities to lessen their carbon footprint, because the hospitality sector is one of the most energy-intensive sectors (Mowforth and Munt, 2015). Local laws, such as those governing labour, health, and safety, and date protection, must be followed by both brands. Legal issues including litigation and regulatory changes May have an effect on their business operations.
[bookmark: _Int_iQmtdlaj][bookmark: _Int_vwyDauaq]Six Senses: According to Fritz and Chung (2019). Six Senses’ marketing approach is centred on its own brand positioning that places a strong emphasis on well-being and sustainability. The company’s products is marketed to high-end consumers that value health and wellness and are concerned about the environment. In order to raise awareness of its eco-friendly resorts, and wellness services, the company uses social media and influencer marketing (Six Senses, 2021). Additionally, Six Senses provides individualized experiences and advertises its sustainable activities via a variety of platforms, including its website and blog (Six Senses, 2021).
The reputation of the brand and accessibility are the main components of Holiday Inn’s marketing plan (IHG, 2021). The brand appeals to consumers on a tight budget who value comfort and quality. To entice and keep consumers, Holiday Inn uses loyalty programmes and online reservation systems (IHG,2021). To improve the consumer experience, the business also provides a variety of extras and services including free breakfast and fitness centres. Through a variety of outlets, including its website and social media accounts, Holiday Inn advertises its name (IHG, 2021).
The target markets and brand positioning of Six Sense and Holiday Inn are dissimilar. Customers who care about the environmental, and their health are drawn to Six Senses because of its upscale positioning and eco-friendly initiatives. On the other hand, clients who value comfort, and quality on tight budgets are drawn to Holiday Inn, because of its competitive rates and well-known name. Both companies make use of technology to improve the client experience and market their products through different channels.
The success of any business, especially international hotel chains like Six Senses and Holiday Inn, depends heavily on marketing, businesses can analyse the internal and external aspects affecting their performances with the use of SWOT and PESTEL analysis. The distinctive brand positioning and sustainability activities of Six Senses, as well as the popularity and value of Holiday Inn, are clearly displayed in their marketing approaches. Both businesses promote their services and improve the consumer experience by using technology and variety of marketing strategies can shed light on the elements that contribute to their success in hospitality sector.
Two international brands that operate in many facets of the hospitality sector are Holiday Inn and Six Senses. While Holiday Inn targets the mid-market market, Six Senses is a luxury hotel chain that places an emphasis on wellness and sustainability. The usage of social media and digital marketing in comparison to more conventional forms of advertising and marketing will be discussed in this essay along with the distinct generational and strategic marketing tactics employed by these two hotel companies. We will also look at how each chain’s brand language has changed in response to current topics including geopolitical developments and societal concerns.
[bookmark: _Int_kWRC3jso]Different generations of travellers are catered too by both Holiday Inn and Six Senses, which has an impact on both marketing approaches. Holiday Inn generally appeals to Baby Boomers and Gen X (born between 1965 and 1980), who favour conventional advertising strategies including print and television advertisements (IHG, 2021). They give sustainability and wellness, the first priority while making travel decisions.
Both hotel businesses combine traditional advertising and marketing strategies with social media and digital marketing. To reach its target market and market its brand. Holiday Inn uses number platforms, including Facebook, Instagram, and Twitter (IHG,2021). To keep customers interested, they also use loyalty programmes and email marketing. On the other hand, Six Senses utilises influencer marketing and has significant presence on Instagram to connect with their target demographic (Six Senses, 2021). In addition, they emphasise wellness and sustainability in their marketing initiatives.
Holiday Inn’s marketing promise is to offer travellers everywhere a cosy and cost-effective hotel stay (IHG,2021). They concentrate on delivering a unified experience across their extensive worldwide hotel network, meeting the requirements of families, business travellers, and tourist. The brand promise of Six Senses, on the other hand, is to deliver an opulent and environmentally friendly hotel experience that supports well-being (Six Senses, 2021). They put a lot of effort into incorporating wellness and environment into their hotels to provide visitors a special and unforgettable experience.
Present day concerns: The marketing methods of both hotel groups have been impacted by contemporary issues like geopolitical events and societal concerns. For instance, the continuing conflict in Ukraine and current geopolitical circumstances have prompted Holiday Inn to review its marketing tactics in the impacted areas. They may decide to completely forgo marketing in these areas, or they may decide to concentrate on alternative marketing platforms like social media and email marketing. In addition, Six Senses has emphasised sustainability in its marketing initiatives to meet the increases demand from vacationers who are concerned about the environment (Six Senses, 2021). Additionally, they place a high priority on health and well-being in their marketing initiatives, which are more, and more important in line of the COVID-19 pandemic.
[bookmark: _Int_eNv5CbwH]In conclusion, Holiday Inn, and Six Senses target various market niches with their respective generational and strategic marketing philosophies. Even though both hotel companies combine traditional advertising and marketing strategies with social media and digital marketing, their brand messages and objectives differ. Their marketing methods have also changed as a result of current challenges including geopolitical developments and societal concerns. Overall, in a dynamic and always changing sector, the marketing strategies of Holiday Inn and Six Senses match the shifting demands and tastes of travellers.
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