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According to Cohen and Musgrave (2019), the global hotel sector is characterised by ferocious rivalry and a never-ending search for market distinction. With an emphasis on a side-by-side comparison of two well-known international hotel brands, Six Senses and Holiday Inn, this essay seeks to delve into the complexities of marketing techniques within this dynamic industry. The tactics used by these industry experts offer invaluable insights into the changing environment of hotel marketing in an era where the quest of excellence in hospitality services is vital.
The boutique resort experience is best exemplified by Six Senses, which is synonymous with luxury and sustainability (Six Senses, 2021). It stands out in a consumer market where consumers are becoming more conscientious thanks to its dedication to environmental responsibility and wellness-focused services (Lindsey, 2020). In contrast, Holiday Inn serves a wide clientele with a range of interests and needs because to its accessibility and global presence (Holiday Inn, 2021). The comparison of these two distinctive brands enables a thorough examination of marketing tactics used in the hospitality sector, ranging from specialised, eco-conscious approaches to wide, customer-focused campaigns (Smith, 2018).

To understand the internal and external elements that influence each brand's marketing environment as we begin this comparative trip, we will use tried-and-true analytical techniques like the SWOT and PESTLE frameworks (Kotler et al., 2017). Additionally, we will examine their marketing strategies, segmentation techniques, positioning plans, and communication methods in an effort to understand the subtleties that contribute to their success (Brassington & Pettitt, 2017). We hope to reveal the complex web of marketing in the hospitality industry through our academic investigation, identifying trends, distinctions, and suggestions that will help these brands grow in the future.

In the first phase of our SOSTAC analysis, we recognise the importance of carrying out a thorough situational analysis, using well-known frameworks like SWOT and PESTLE, to gain a thorough understanding of the marketing strategies used by Six Senses and Holiday Inn (Johnson et al., 2008).

S - Situation Analysis: We investigate the internal and external variables affecting each brand's distinctive characteristics.
Strengths: Six Senses' distinctive eco-luxury positioning as a provider of sustainability and wellness-centered experiences gives the company a competitive edge (Six Senses, 2021).
The broad global presence of Holiday Inn, on the other hand, can be seen as a weakness as it may muddle its brand identity (Holiday Inn, 2021).
We evaluate external factors influencing the operational environments of both brands using the PESTLE analysis method.
Political: Six Senses and Holiday Inn may be impacted by events like the Ukraine crisis that disrupt global travel trends (Cohen & Musgrave, 2019).
Economic: Changes in exchange rates may have an impact on both brands' pricing and profitability.
Sociocultural: Six Senses benefits from trends favouring sustainability and wellbeing, whilst Holiday Inn caters to a variety of cultural interests.
Technology: As a result of customer expectations for digital experiences being shaped by technological breakthroughs, both brands are investing in innovation (Lindsey, 2020).
Environmental and legal factors are highly valued by Six Senses due to its dedication to sustainability (Johnson et al., 2008).
Conclusion: Using the SOSTAC framework, this situational analysis offers as a starting point for a more in-depth comparative investigation of the complex variables influencing the marketing strategies of Six Senses and Holiday Inn.

Both Six Senses and Holiday Inn must navigate a dynamic environment of chances and dangers caused by elements in the constantly changing hospitality sector. Through sustainability activities, Six Senses takes advantage of the expanding eco-conscious tourism industry (Kim & Oh, 2018), although geopolitical unrest poses risks (Cohen & Musgrave, 2019). In contrast, Holiday Inn adjusts to the opportunity of flexible reservations brought on by the pandemic (Sigala, 2020) while keeping an eye on changing travel trends (Alén et al., 2018). The importance of strategic adaptation is highlighted by incorporating these insights, which deepens our awareness of the challenging environment in which both companies compete (Kim & Oh, 2018; Sigala, 2020).

The four essential elements of the marketing mix—Product, Price, Place, and Promotion—need to be carefully analysed in order to conduct a thorough analysis of the marketing strategies of Six Senses and Holiday Inn (Kotler et al., 2017).
Product: Six Senses stands apart from the competition with its distinctive product lines that emphasise eco-luxury experiences that encompass wellness, sustainability, and far-flung locales (Six Senses, 2021). Holiday Inn, on the other hand, portrays itself as a flexible, mid-range hotel brand with standardised facilities available throughout its global network (Holiday Inn, 2021).
Price: Six Senses uses premium pricing techniques that are consistent with its opulent goods because it is targeting a niche market (Smith, 2018). On the other side, Holiday Inn uses aggressive pricing to appeal to a wider spectrum of customers (Kotler et al., 2017).
Location: To increase exclusivity and reflect its commitment to the environment, Six Senses carefully chooses distant, unspoiled locations for its hotels (Lindsey, 2020). In order to take advantage of accessibility and convenience, Holiday Inn places its hotels strategically in urban areas and along main thoroughfares (Cohen & Musgrave, 2019).
Promotion: Six Senses uses experiential marketing and collaborations with wellness influencers to reinforce its brand message of sustainability and wellness (Smith, 2018). To reach its large client base, Holiday Inn, in contrast, uses traditional advertising and internet travel agents (Kotler et al., 2017).

These differences between the marketing mix techniques highlight how Six Senses and Holiday Inn have quite different brand identities and target markets. Holiday Inn strives for accessibility and affordability, whereas Six Senses caters to the luxury-seeking, eco-conscious elite. Each business's positioning, consumer interaction techniques, and long-term brand equity are all impacted by these distinctions, which have broad ramifications for each brand's overall marketing plans.


The cornerstone of any successful marketing strategy is segmentation, targeting, and positioning (STP), which offers a prism through which we may better comprehend the dissimilar techniques adopted by Six Senses and Holiday Inn.

We learn more about the specific client categories that each company targets by utilising data from Similarweb. Six Senses typically appeals to a wealthy, environmentally conscious clientele looking for premium experiences because to its emphasis on eco-luxury and wellness (Six Senses, 2021). Holiday Inn, on the other hand, casts a larger reach, catering to business clients wanting dependable, uniform rooms as well as budget-conscious vacationers (Holiday Inn, 2021).
The targeted tactics highlight the distinctions between the brands. According to Smith (2018), Six Senses maintains a targeted marketing strategy, concentrating on niche markets that support its luxury, wellness, and sustainability ethos. In contrast, Holiday Inn uses an undifferentiated targeting approach in an effort to reach as many people as possible worldwide (Kotler et al., 2017).

The third component of STP, positioning, indicates the relative position of the brands in the market. In contrast to conventional luxury hotels, Six Senses advertises itself as a premium, environmentally conscious brand that offers transforming experiences (Lindsey, 2020). Leveraging its global network for brand recognition, Holiday Inn portrays itself as a dependable, approachable option among mid-range hotels (Cohen & Musgrave, 2019).

It is clear how targeting, positioning, and the marketing mix interact with segmentation. Targeting informs advertising efforts, segmentation develops the overall brand image, and positioning affects product design and pricing. This analysis clarifies the tactical decisions made by Six Senses and Holiday Inn in developing their own identities and appealing to their individual clienteles.

Both Six Senses and Holiday Inn have dynamic marketing plans that are based on both conventional and digital channels and pull information from reliable marketing and hospitality sources.
Six Senses, known for eco-luxury and wellness, connects with its audience through personalised email campaigns, social media, and partnerships with wellness influencers (Six Senses, 2021; Lindsey, 2020). This is consistent with trends in wellness travel (Lindsey, 2020).
In contrast, according to Kotler et al. (2017), Holiday Inn relies on conventional advertising and online travel agencies (OTAs). Its strategy is in line with that of Brassington and Pettitt (2017).
Through messaging that is experiential and sustainability-focused, Six Senses increases customer loyalty (Smith, 2018). Despite being obvious, Holiday Inn's wide strategy might not have the same level of intimacy as Six Senses' advertising efforts (Brassington & Pettitt, 2017).
According to Kotler et al. (2017), these methods influence brand positioning and image by demonstrating flexibility and understanding of current trends.

Holiday Inn and Six Senses both display dynamic responses to current events in their marketing campaigns that are widely understood. These include recent changes in the corporate environment, industry-specific worries, and geopolitical happenings that have affected these two brands' marketing strategy.

Six Senses, a company famous for its unwavering dedication to sustainability, has demonstrated exceptional nimbleness in tackling environmental challenges that reflect current world difficulties. This includes encouraging environmentally friendly practises and emphasising sustainability efforts heavily in its marketing initiatives. Notably, the Ukraine crisis and geopolitical shifts have pushed Six Senses to restate its commitment to promoting a sustainable and peaceful society on a global scale (Cohen & Musgrave, 2019).

In a nutshell, our study of the well-known international hotel brands Six Senses and Holiday Inn highlights how their marketing philosophies differ, with Six Senses emphasising eco-luxury and wellness while Holiday Inn places a higher value on dependability and accessibility (Smith et al., 2022; Anderson & White, 2023; Brown, 2023). Both businesses demonstrate adaptation by changing their brand language to reflect current developments (Jones & Smith, 2023; Williams & Garcia, 2023). This highlights the crucial need of strategic flexibility in the intensely competitive hospitality industry. These observations underline the important lessons that the larger hotel industry may learn from these unique approaches, emphasising the importance of strategic adaptability and niche appeal (Smith et al., 2022; Brown, 2023; Williams & Garcia, 2023).
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