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Hotel management is a broad topic and it includes hotel reception to the marketing of a hotel. This essay will discuss and differentiate the two well-known hotels, Six Senses and Hotel Inn. Six Senses is a Thailand-based hotel which was established in 1995 (Sangchumnong & Kozak, 2018). It offers high-quality accommodation facilities and spa services also. Currently, it operates in about 15 countries and has a huge reputation in the global hotel industry. Another hand, Hotel Inn is a part of the Intercontinental Hotel Group and was established in 1952. Hotel Inn is well known for it is wide brand recognition and international market availability. Holiday Inn is usually a mid-range type hotel and attracts all age group travellers while Six Senses is famous for it is sustainable business plan with high-end accommodation, location, and spa service and targeted the young generation. This essay will compare both of the selected hotels with the SWOT, PESTLE, 7ps marketing mix, and STP framework (Doležal, 2018). Also, this essay will try to identify the marketing and operational differences between Holiday Inn and Six senses hotel.
This section will represent the external and internal situational analysis of the differences between Holiday Inn and Six senses hotel. In terms of SWOT analysis, Six Senses has some strong points like sustainable business operations with completely plastic-free hotel services, spa and mediation services, and a strong presence as luxury accommodation in the hotel industry and social media as well (Imhof et al., 2016). In reference to weaknesses, Six Senses has limited operations in the global market, high product prices and service charges than the competitors, and is dependent on the tourist rather than a fully accommodated hotel. Hotel Inn is a reputed and trusted brand in the global market, with the influence of Intercontinental Group, it is a larger international market and a mid-range hotel that has a wide range customer base its strong points (Zhechev, 2016). The weaknesses of Holiday Inn are a lack of premium or luxury facilities, providing the same facilities that other competitors already offer, and huge dependency on the hotel's intercontinental marketing policy. Regarding the weaknesses and strengths of these two hotels, Six Senses is more luxurious and has high-quality spa and mediation services which are enough to differentiate this company from the competitors (Lukanova & Ilieva, 2019). But limited business operations and dependency on tourists are weaker points of it. Another hand, Holiday Inn is a mid-level hotel which offers the usual accommodation facilities to the customers and the lack of luxury facilities is the primary weakness. Market expansion of Six Senses hotel is the main opportunity and competition with Mandarin Oriental and St Regis are the threats to this hotel (Supapipatpong, 2018). Luxury facilities addition and entry into tourism-based locations are the opportunities of Holiday Inn. Also, there are some threats for the Holiday In like political instability, a downgrade of the parent company, and high competition in the mid-range hotel industry. Also, engage PESTLE analysis to identify the influential factors on these two hotels.  Political factors can affect both hotels like political instability and hotel business rule change, economic inflation and so on. Economic factors like economic recession, high-interest rates, and high unemployment rates can affect the hotel business of Six Senses and Hotel Inn. New social trends, culture, and education rates can impact the travelling and hotel business (Patterson and Balderas, 2020). Technological advancements and the utilisation of digital marketing and social media marketing are positive facts for Hotel Inn and Six Senses. Environmental factors have a huge role in the hotel industry. Natural disasters, bad weather, and Covid-19 like environmental issues have a huge influence on the hotel industry and these two companies as well (Jones and Comfort, 2020). Local government and international legislation related to the travel and tourism industry may also directly impact the Hotel Inn and Six Senses.
The 7ps marketing mix is a useful marketing strategy for any type of business (Jobber & Ellis-Chadwick, 2016). This section will discuss and differentiate the marketing mix of Holiday Inn and Six Senses. Sustainable, luxurious resorts and wellness-related services are Six Sense’s products. The price of the Six Senses package and services are too high. Regarding the place of the 7ps marketing mix, Six Senses hotel has a limited global presence with remote locations from the city. Six senses promote sustainable and luxurious services-related information. All the employees of Six Senses are well-trained and have special training in spa and yoga services which ensures better services and accommodations. All the processes of the Six Senses booking system emphasise customer preferences and are always ready to provide sustainable and quality services. Six Senses has well online experience in terms of booking and payment systems (Liébana-Cabanillas et al., 2015). Sustainable accommodation experiences and luxury services are the core features of it. In terms of 7ps marketing of Hotel Inn, mid-range accommodation facilities with some basic amenities is the part of it is the product. The price of the Hotel Inn services are in mid ranges and has a competitive price strategy with the close competitors. Hotel Inn is usually situated in urban areas around the world. To promote the Hotel Inn services used both traditional and digital marketing which focused on affordability rather than luxury. All the employees not Hotel Inn ready to provide quality hospitality and accommodation services. It offers both online and offline check-in-out options for better flexibility (Lee et al., 2021). In terms of physical evidence, Hotel Inn always offers basic amenities and comfortable room services for both economy and business guests. So, the 7ps marketing mix of Holiday Inn and Six Senses are quite different and they followed different promotion ways to reach their targeted customers. Six Senses and Hotel Inn mainly differentiate by their accommodation services and amenities. For example, Six Senses offer luxurious accommodation facilities with wellness facilities whereas Hotel Inn is only offering basic accommodation services and amenities. In terms of marketing, both are quite following the same strategies. Services prices and locations of these two hotels are also different. Six Senses charges premium cost and Hotel Inn charge basic costs (Yang et al., 2016). So, the assumption is clear that Hotel Inn is a mid-range type of hotel and has a wide range of customer groups. Another hand, Six Senses is famous for high-quality accommodation services with spas, yoga, and mid-training facilities.
Segmentation, targeting, and marketing are analysed of Holiday Inn and Six Senses conducted through a similar web tool. As per similar web tool data, the United States, United Kingdom, Vietnam, India, and Germany are the top visitors or clients of Six Senses. Female clients or online visitors of Six Senses are male 51.7% and female 48.27%. Most of the online website visitors of the Six Senses age range were between 25-34 years. Six Senses hotels and spas usually target high-end customers who prefer unique and luxurious accommodation facilities and amenities (Heo and Hyun, 2015). So it is based on concentrated marketing. Also, these hotels are positioned as luxurious and unique service providers. Other hands, the United States, the United Kingdom, Canada, and Thailand are the main geographical areas interested in or using Holiday Inn. Female visitors or clients are more than male visitors and the majority percent of the visitor’s age between 25-34 years. Paid search is the primary distribution channel of Hotel Inn. This hotel is followed Differentiated marketing targeting strategy for affordable and high-level customers. Overall, Holiday Inn focused on affordability, and a wide customer base, and used paid marketing strategies while Six Senses emphasises luxurious and personalized services for a specific group of customers (Kolb, 2017). Also, Holiday Inn is based on differentiated marketing and Six Sense utilises concentrated marketing for their targeted customer group. Comparatively other competitors like Four Seasons, and Premier Inn focuses on every category of travellers or customers for their marketing and segmenting.
As per the thesis statement, Six Senses is a luxurious and personalized hotel that targets mainly young and high-end customers while Holiday Inn is a mid-range type hotel which focused on both business and economy-class customers group. Overall, internal weaknesses and strengths are different from each other due to two different categories of hotels. Six Senses is a luxurious type hotel which also offers resort accommodations, spas, and meditation, fitness, and yoga facilities (Silva, 2018). Another hand, Hotel Inn is a regular type of hotel with basic amenities. Future studies should emphasise the relationship between services and the branding of hotels.
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