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“A comparison of the marketing methods of two multinational hotel brands”
In the fiercely competitive hospitality sector, using effective marketing tactics is crucial for attracting and retaining customers and gaining market share. Holiday Inn, established in 1952 by Kemmons Wilson and headquartered in Atlanta, Georgia, is an American hotel chain with a broad presence. In contrast, Six Senses is renowned in the hospitality industry for its luxurious resorts and spas spanning over 20 countries, offering distinct and memorable experiences. In this essay, the marketing strategies and techniques of these two renowned hotel brands will be compared and scrutinised (Kenneth E. Clow, 2013). The examination will employ situational analysis methods, including the marketing mix, segmentation, targeting, and positioning, along with an exploration of marketing communications to analyse how Holiday Inn and Six Senses effectively market and promote their products and services.
For analysing the internal factors of Six Senses and Holiday Inn, the SWOT framework is well-suited which highlights the strengths, weaknesses, opportunities, and threats of these brands. High-quality services, uncommon selling propositions, and brand reputation at its resorts and spas stand out as significant strengths for the Six Senses Hotel (Micah Solomon, 2016). Conversely, Holiday Inn's major strengths lie in its extensive global presence, affordability, consistent service qualities, visibility due to excellent advertising, and standardised amenities through which it has gained competitive advantages in the market and strengthened its position (Grewal and Levy, 2017). While limited presence in the industry and higher price of services are major weaknesses that Six Senses face in competing with larger hotel chains, on the contrary, Holiday Inn’s weakness includes its limited market share, failure in performing better than competitors, complexities in providing quality service consistently etc. As the interest of people in sustainable tourism is growing, to fill up the preferences of individuals, expand into new locations, and start partnering with environmentally conscious organisations, Six Senses has the chance to modify its service (Hooley et al., 2017). However, increasing demand for mid-sized hotels, expanding to untapped locations, travelers’ search for new destinations, and country-specific seasonal offers are the opportunities for Holiday Inn. Because of increasing terror activities, de-growth in the tourism industry, rising operations costs, increasing competition, economic downturn, and changes in the preferences of customers, both Six Sense and Holiday Inn are being affected adversely (Walker, 2017). For analysing external factors affecting these two major hotel brands, the PESTLE tool is the best as it provides the optimum result which stands for Political, Economic, Sociocultural, Technological, Legal, and Environmental factors. Changes in government policies, stability in the political environment, the tourism industry in those countries where Six Senses and Holiday Inn are being operated, environmental practices, and regulations related to the labour force have significant impacts on the operation of these two renowned brands. Adapting to and respecting the local political and regulatory landscape is vital for building and maintaining a positive brand image, ensuring the well-being of the workforce, and contributing to the overall sustainability and success of the business in each operating country. Individual customers' decisions to allocate resources for travel and their preferences are influenced by the stability of the economy, growth rate of the economy, demand for affordable hotels, exchange rate etc. (Richter, 2012). Social factors like awareness for sustainability in tourism, changes in the preferences of customers for luxury travel, and changes in demand for traveling affect Six Senses Hotel. Because of the rising focus on cultural immersion and traveling experience, Holiday Inn is also being impacted due to changes in customers' preferences and trends in traveling (Madsen and Grønseth, 2022). Technological factors like increasing use of online platforms for booking hotels, and digital marketing to reach customers help these businesses to provide customers with the convenience of making reservations and this accessibility enhances customer experiences and helps to efficiently perform other activities. Lastly, domestic and foreign laws and regulations related to employment and environment are part of the legal factors through which the daily operations of Six Senses and Holiday Inn are being impacted. To make wise strategic decisions and explore the dynamic hospitality industry, both Six Senses and Holiday Inn have to consider these internal and external aspects carefully. Now, we will be discussing the 7Ps of the marketing mix for both Six Senses and Holiday Inn hotels (Philip Kotler, 2020). Six Senses provides differentiated experiences to its customers like spa, and organic dining which are typically different from traditional hotel experiences whereas Holiday Inn is focused on providing comfortable accommodations at affordable prices suited for travelers and businesses through its hotel amenities. As Six Senses offers unique experiences to its customers, it charges premium pricing to reflect this value-added service whereas Holiday Inn charges mid-range prices to make its accommodations affordable to a large customer base (Clarke, 2018). To provide easy access to famous tourist places, city centers, business districts etc, Holiday Inn offer its services in suburban and urban locations. On the contrary, to provide a refreshing and immersive experience to customers, Six Senses offers its service in those locations which are famous for natural beauty. To become connected with ecologically sensitive customers, both Holiday Inn and Six Senses utilise social media, advertisements on TV, digital marketing etc. (Kotler, 2017). As the target of Six Senses is luxury customers, it provides training to its staff regarding superior customer service along with making them informed about the initiatives of the resort whereas Holiday Inn focuses on educating its staff regarding reliable and friendly services so that they can fulfil the needs and requirements of diverse customer groups like business travelers, families, and budget-friendly travelers etc. The system through which Six Senses and Holiday Inn provide their services to their customers is regarded as the process (Lee, 2021). The main focus of Six Senses is providing a personalised and seamless experience to its customers whether Holiday Inn focuses on providing uniform services like quick check-in and check-out. STP analysis may help Six Senses and Holiday Inn to segment the market based on some criteria and then target particular customer segments. Considering psychographic characteristics, Six Senses adopts a targeted approach by segmenting its market based on the preferences of individuals seeking luxurious and eco-friendly experiences (Hassanien and Dale, 2019). In contrast, Holiday Inn employs a broader demographic segmentation strategy, catering to the needs of customers seeking comfortable and reasonably priced accommodations which helps it to reach diverse customer segments, including business travelers, families, and budget-friendly travelers (Ghauri, 2014). Six Senses positioned itself as a leading luxury hotel brand while Holiday Inn positions itself as an affordable, reliable accommodation provider for travelers through providing reliable and affordable consistent service to its customers. While Six Senses places a significant emphasis on sustainability, incorporating eco-friendly initiatives and advocating responsible tourist practices, there's an opportunity for the brand to enhance its impact by strengthening strategic brand partnerships to amplify the brand's message and extend its reach. Additionally, tailoring wellness programs and services to individual preferences and exploring untapped luxury travel markets would further strengthen Six Senses' position in the industry (Alan Clarke, 2007). Holiday Inn could benefit from increased investment in digital marketing strategies, harnessing the power of customer reviews to establish trust, and leveraging unique features to distinguish itself in the hotel industry. Implementing these measures would not only contribute to capturing more market share but also foster stronger relationships with customers for both companies.
To survive in this very competitive landscape of the hospitality sector, both brands are efficiently adapting their marketing activities in local as well as international areas. Six Senses has strategically positioned itself as a luxury brand, emphasizing exclusive experiences, while Holiday Inn targets a broader market segment, focusing on reliable and affordable accommodations. Through a breakdown of the marketing mix elements, it becomes evident that Six Senses' success is attributed to its luxury offerings, sustainable practices, and personalized services (Elziny, 2019). In contrast, Holiday Inn leverages its global network, convenient locations, and value-for-money proposition to attract a diverse array of business and leisure travelers. The analysis also highlights the significance of social media and digital marketing alongside traditional advertising methods in attracting new customers. They have positioned themselves in the hospitality industry using their unique value proposition which is supported by their products, prices, place, promotion and other marketing mixes.
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