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The purpose of this project is to compare the marketing strategies used by Six Senses and Holiday Inn hotels. Holiday Inn is more convenient and less expensive than Six Senses, which is a luxury brand offering upscale wellness experiences. The study will examine how each of them markets, sets pricing, selects venues, and sells their goods. The objective is to observe how each brand interacts with its target market and employs marketing techniques that are appropriate for both their target market and themselves.
A Comparative Analysis of Two Hotel Brands' Marketing Strategies
A company's marketing mix consists of four basic components: location, pricing, promotion, and product (Ferrell et al., 2021). At Six Senses, a memorable and distinct experience is highly valued. Offering visitors exclusive wellness experiences in breathtaking locations, Six Senses is renowned for its luxurious and eco-friendly amenities. 

Families, business travellers, and those on a tight budget are all seeking for affordable places to stay. Six Senses has a clear target market that includes high net worth people, affluent travellers, and health enthusiasts that value eco-friendly and immersive travel. In order to meet the demands of a wide range of customer groups, including families, business travellers, and vacationers looking for reasonably priced yet opulent lodging, Holiday Inn has expanded its targeting approach. Six Senses provides rich, all-inclusive wellness experiences in immaculate, luxurious environments. The overall well-being of visitors is prioritised as it promotes its exclusive offers and emphasises its dedication to sustainability. Holiday Inn positions itself as a respectable and useful hotel chain that provides cosy accommodations with a focus on affordability, accessibility, and a variety of facilities.(Parvez and others, 2018)

This demonstrates the application of powerful brand awareness and efficient SEO tactics. On the other hand, search engines like Google send direct traffic to the Holiday Inn website, while online travel companies like Booking.com and Expedia send referral traffic as well. This implies having a comprehensive marketing plan and web presence (Lukanova & Ilieva, 2019).


The primary market for Six Senses consists of affluent individuals that prioritise extraordinary experiences, personalised attention, and environmentally conscious practises. Conversely, Holiday Inn serves low-cost travellers and families seeking affordable accommodations with little facilities (Six Senses,nd). The usage of offline marketing methods is another difference. To advertise its premium services, Six Senses employs a range of offline and online marketing strategies, such as billboards, print advertisements, and special events. Conversely, Holiday Inn primarily use digital marketing techniques to draw in its intended clientele (Holiday Inn,nd)
Considering the current issues facing the hotel industry, Six Senses and Holiday Inn would wish to think about the following suggestions as they create and improve their marketing plans: The first step is to build marketing initiatives that are specifically targeted. Both companies may do this by quickly appealing to and meeting the specific needs and preferences of their target market (Rafahat, 2022).Ads may be made for Holiday Inn's family-friendly features and rewards programme as well as for Six Senses' eco-friendly policies and wellness-focused experiences. Stress the importance of customer engagement as well. Both companies may do this by creating engaging experiences that invite communication and feedback from their intended clientele (Krizanova et al., 2019). For example, Holiday Inn may plan interesting events and activities to attract guests and build brand recognition. Six Senses and Holiday Inn attract different types of guests with distinct strategies. Six Senses is known for its luxury suites, spa treatments, and wellness programmes. This brand targets luxury customers by charging extra for better services. It carefully selects beautiful, often distant locales to attract individuals seeking unique, quiet experiences away from the crowd.

Holiday Inn, on the other hand, targets a wider audience with affordable, comfortable accomodation. This brand operates hotels in large cities, near airports, and on key transit lines for business and leisure visitors who want convenient access and basic amenities.

Luxury, exclusivity, sustainability, and tailored experiences draw eco-conscious tourists to Six Senses. Holiday Inn's marketing is more traditional. Ads, PR, and reward programmes help it reach more people and raise brand awareness.

Six Senses combines digital marketing, high-end travel company alliances, and influencer collaborations to make people feel they must go and build demand. However, Holiday Inn uses digital and conventional marketing to attract a diverse customer base.

Both brands use segmentation, targeting, and positioning to reach their markets. Six Senses is popular with wealthy people who want healthy, eco-friendly vacations. Holiday Inn targets a wider audience, including budget visitors and business travellers who desire practical, comfortable rooms.

Brands need marketing communications to express their story and reach their target audience. Six Senses employs influencers, social media, and digital channels to promote their unique products. Their marketing emphasises wellness and environmental protection and highlights their unique events.

Holiday Inn, however, markets to customers using traditional and online channels. Search engine marketing and social media efforts dominate their internet advertising. Reward programmes stimulate repeat purchases and corporate involvement.

Similarweb helps determine a brand's digital footprint by analysing website traffic and audience engagement. Similarweb reports that Six Senses receives many direct hits, organic searches, and premium travel site referrals. This indicates a strong internet presence and interest from their target demographic.

Six Senses and Holiday Inn both use digital marketing to reach customers. SEO, social networking, and collaborations with online ticket agencies help both brands reach more customers.

They have diverse company identities, so their digital marketing techniques differ. Six Senses promotes its exclusivity and elegance by partnering with celebrities, telling compelling stories for affluent customers, and using high-quality photographs. Holiday Inn advertises its inexpensive, convenient, and family-friendly offerings online.

Six Senses must maintain and improve its premium brand status. They must partner with luxury travel agents and lifestyle brands to support one other's services. In the competitive luxury industry, Six Senses can use cutting-edge digital marketing techniques like augmented reality tours and virtual reality experiences to showcase their luxury products.

Holiday Inn wants cheaper and more accessible hotels. It can strengthen its marketing by collaborating with travel agencies and family-friendly partners. It may reach more family visitors by executing influencer marketing campaigns and offering family offers with kid-friendly activities and services.

Six Senses and Holiday Inn leverage digital channels, yet their niche markets and strategies differ. Six Senses targets a limited group of high-end tourists seeking unique experiences, whereas Holiday Inn targets a bigger group seeking value and convenience. The hotel sector uses many methods.


Six Senses can also engage guests by asking them to post photos and stories on social media. This strategy promotes user-generated content and fosters a community around the brand's luxury and sustainability principles.

Both Six Senses and Holiday Inn can utilise their marketing to demonstrate their commitment to diversity, inclusion, and sustainability, which are current hotel industry issues. These issues are becoming increasingly relevant as people become more aware of and worried about their travel choices' ethical and environmental impacts.

Showing how both brands are solving modern concerns will attract more compassionate customers. Six Senses might highlight their eco-friendly methods and how they preserve their destinations' natural beauty. It could suggest that Holiday Inn emphasises their diverse workforce and simple access to their buildings to make their places welcoming to all customers.

Both firms can demonstrate their awareness of social change and desire to improve the hotel sector by employing these topics in their marketing. This technique boosts their brand and aligns with a growing consumer that appreciates ethical and environmentally friendly travel.


To sum up, Six Senses and Holiday Inn utilise distinct marketing approaches that are customised for their own target audiences and brand positioning. The hotel Six Senses offers excellent digital marketing strategies that come together to project an aspirational image that appeals to wellness aficionados and high net worth individuals. In contrast, Holiday Inn prioritises comfort, affordability, accessibility, and convenience in order to appeal to a broader range of travellers, including families, business travellers, and those on a tight budget.As can be observed, both businesses use distinct marketing approaches and possess excellent communication skills. They make use of digital platforms to interact with their target market and advertise their products. Additionally, by developing focused marketing campaigns, promoting client interaction, and tackling current hotel industry concerns, both firms might bolster their marketing efforts.. 
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