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Although the essay will highlight the difference between these two brands, Holiday Inn and Six Senses certainly belong to the fourth largest hotel company in the world, Intercontinental Hotels Group (IHG).
IHG’s story started in 1777. After 175 years, the first Holiday Inn opened its door in 1952 in Memphis. Four years later the brand became the world’s biggest hotel brand.
Six Senses was established in 1995, in Bangkok, with the idea to “feel the purpose behind your travel”.
Nowadays the IHG consists of 18 hotel brands. 6179 destinations across the world within more than 100 countries. 345.000 colleagues working to deliver “True Hospitality for Good”. Travelers have a large range of portfolios to select from, from the luxury- to the essential categories.
The difference is going to be demonstrated between them, through social media appearance, SWOT, PESTLE, 5 C’s, marketing mix (4P’s), segmentation targeting, and positioning.




















Is the information that could be found on the internet, is it valid or fraudulent? Analytical skills and critical thinking could support finding a way out of these data. Firstly, try to browse the original website of the brand.
So how it could be possible that more than 2500 Holiday Inn and it is sister brands (HI Express, HI Resort, HI Clubs) could be found around the world? The positive sides of the company and 70 years of experience in hospitality! In addition could be the affordability, the family-friendly possibilities (kids eat free (terms and conditions are variable on locations)), or the business-friendly offers (meeting spaces). Another big advantage of this brand could be the location of nearly every large airport (Luton, Gatwick, Stansted...).
Based on the website and reviews, HI offers low-quality interior accessories, likewise room amenities, and uncomfortable beds. As a 3 stars hotel, service is kept simple. Extra activities within the hotel are limited to a bar/restaurant. From this point of employees, lower prices could bring dishonest guests. Compared to competitors the prices are slightly high (in London) and the media coverage is not as active as other hotels.
In the 21st century, several opportunities are available to announce. The type of advertisement could help to bring the type of the target audience. The case of HI is defined particularly on Facebook (and paid advertising) with 91%, Instagram 3.11%, Youtube 5.6%, and as well Twitter. (they do not operate a TikTok account). Conduct (free) advertising requires skilled and numerous staff members. In this way, products could be found for every age group. Another very important fact that could affect (negatively, or positively) the revenue is to respond to reviews. This could print a picture of the brand and be a barrier to growth.
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Does not matter which hotel or hotel brand is taken as an example, Brexit and covid caused immeasurable difficulties for the hospitality industry in the UK. Hiring and keeping a motivated, skilled staff member is an immense process. 
However, one fact could aid this problem; the benefits offered company-wise. Six Senses is an appropriate company that cares about its employees indeed. Offering mental and physical wellness “packages”, likewise free gym access, massage therapies, and so forth. Cheerful staff – cheerful guests. The definition of the Six Senses reflects this: “purpose behind travel”.
In the past few years, modern, sustainable wellness-spa hotels have grown incredibly. Six Senses as a company, is a good example. Offering high-end, quality services, and several activities focusing on the balance between body and mind. In cooperation with different organizations to be zero waste, and have their water brand.
Nevertheless, unfortunately, travelers might need to travel hours to enjoy Six Senses, since they do have only 22 properties around the world. The residences are highly rated, pricey, not accessible for everyone, and not popular as the competitors, yet. The steps, to be a well-known brand has been started with the appearance on social media. Using the most acclaimed sites, Facebook, Instagram, Youtube, TikTok, and Twitter.
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“PESTLE allows a company to form an impression of the factors that might impact a new business or industry.” How this could affect the company? 
	
	P
	E
	S
	T
	L
	E
	

	Holiday Inn
	Laws adjusted in Saudi Arabia (attract tourists)
	Family and friend rate (allows to enroll up to 6 people to employee account), “One Rewards”
	Skills Academy Program and virtual learning platform by IHG
	Simple advertising
	Disabled rooms, vegetarian, halal, kosher options, straight discrimination policy
	Well located, lot of destinations

	Six Senses
	Thailand opened fully again after covid restrictions
	Family and friend rate (allows to enroll up to 6 people to employee account). Gifts for IHG One Rewards members, free upgrades, room amenities for birthdays, anniversaries, etc…
	Skills Academy Program and virtual learning platform by IHG
	
Modern advertising on all popular social media with influencers
	Disabled rooms, vegetarian, halal, kosher options, straight discrimination policy
	All properties at a unique location
















Let’s see everything from another perspective.
Product. Holiday Inn is an augmented product. They offer more than a hostel, however, the service is basic, compared to Six Senses, which is a perceived product. The guest pays high prices to receive high-end service and quality products.
Price. Both brands are offering different packages. At HI the price for 2 adults for a night includes kids staying free and eating free (terms and conditions). In Six Senses could be several options to choose regarding the number of nights, which benefit would fit better and there is an option to choose rooms with different features and meal variations.
Promotion. HI, marketing is kept very simple. If would have a look at Six Senses, being active on different social media sites. Properties are productive (water brand, garden) to help zero waste campaign to save the world. They do offer activities, like sunset yoga classes on the beach with an instructor. As well there is an interesting story of their logo.
Place. Different destinations, different pricings. Prices are always adapted to the current country. 
People. The staff is the heart of a brand. Very important to keep the staff trained. In Six Senses there is constant training at every level as well they offer staff benefits to keep them mentally and physically healthy, taking care of their people.
Process. In general, HI does not offer new services on the market, their key is affordability in thousands of locations. Six Senses has 22 properties around the world offering unique services, maximizing the focus on guests. Luxury interior (memory foam mattress, pillows, and a choice of duve), luxury exterior (modern buildings), and 4K televisions in every room to support guests’ needs.
Physical evidence. The Holiday Inn logo is recognizable. People might not need to see the name however they could associate with the brand. The website is easy-going and easily accessible. The website of Six Senses reflects the position of this hotel on the market. Modern techniques are used to make it more luxurious, focusing on sustainability and wellness as well as focused on every detail likewise, character type, colors, smooth booking system, and customer service.
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Have a look at customer segments.
Psychographic. The position on the market determines the type of guests. The budget-friendly travelers would choose the HI since it is affordable and guests who are willing to enjoy a luxurious environment would choose the Six Senses.
Behavioral. IHG has a guest loyalty program, called “IHG Rewards Club Hotel Rewards Program”. This program gives a chance to receive exclusive newsletters, collect and use points on stay, rates and promotions, free wifi, and late checkout. The enrolment is free. (This is available as an application too.)
Geographical and demographic are demonstrated below.
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What about the targeting strategies?
The difference between HI and Six Senses is visible. The first mentioned fits into differentiated targeting (segmented targeting). On the other hand, HI is a competitive, midscale hotel brand chosen by low-budget travelers. 
Six Senses follows concentrated targeting (niche marketing) since they serve a few market segments, having exclusive products which people with high incomes can purchase only. 
See the following brands’ positions’ on the Bowman strategy clock and the perceptual positioning map.
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All information mentioned in the main body could be found on the websites of the brands and could be confirmed. Based on the knowledge, the value for the money in terms of HI could seem slightly overpriced compared to the competitors, however, this could “include” the name, the 70 years of hospitality experience. HI should improve its social media coverage, which could positively impact its revenue. This profit could be invested in staff training or advertising.
However, Six Senses is a “young brand” in the hospitality industry, and the risk they have taken to serve a few segments of the market looks worked. This could be a potentially successful company in the future of aid to reduce the ecological footprint. High-priced, high-quality, high standard, very unique brand, professionalism in every detail. Using all the available platforms to reach the largest audience possible, although financially does not accessible to everyone.
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