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The following report provides a comparative analysis of two prominent hotel brands: Six Senses and Holiday Inn. Despite operating in the same industry, these brands cater to distinct market segments, offer different value propositions, and employ unique strategic approaches. Six Senses is a luxury resort and spa brand known for its commitment to sustainability and wellness, while Holiday Inn is a global brand providing affordable, reliable, and family-friendly accommodation. The study undertakes an internal and external analysis of both brands, identifies their marketing mix strategies using the 7Ps, and explores their customer segments and targeting strategies. Through a comprehensive examination of these aspects, the research illuminates the similarities and differences between Six Senses and Holiday Inn, offering valuable insights into their strategies, operations, and market positioning.
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Six Senses and Holiday Inn are two globally recognised hotel brands, each with its unique characteristics and strategies. This essay presents an internal and external analysis of both brands, highlighting their similarities and differences.
Internally, Six Senses, renowned for its commitment to sustainability and wellness, provides high-end luxury accommodations primarily in exotic locations (InterContinental Hotels Group, 2019). Its value proposition is grounded in creating unique and personalised experiences for its guests, with a strong focus on wellness and sustainability. Contrastingly, Holiday Inn, a brand of the InterContinental Hotels Group (IHG), is recognised for its mass-market appeal, offering affordable, reliable, and family-friendly accommodations (IHG, 2021). Its competitive advantage lies in its global presence, customer loyalty, and consistent service quality.
Externally, both brands face similar macro-environmental factors like fluctuating economies, changing customer preferences, and technological advancements (Porter, 1980). However, they strategically respond to these factors differently. Six Senses is more responsive to the growing demand for sustainable and wellness tourism (Mak, Wong, & Chang, 2017). In contrast, Holiday Inn capitalises on its broad market appeal, focusing on maintaining its position as a reliable choice for both business and leisure travellers.
Despite these differences, both brands share a common commitment to innovation and customer satisfaction. Six Senses innovates through its integration of wellness and sustainability, offering guests unique experiences like yoga retreats, organic dining options, and eco-friendly practices (Six Senses, 2021). On the other hand, Holiday Inn continually innovates to enhance its customer experience, from upgrading its room designs to incorporating advanced technology for seamless check-in processes (Holiday Inn, 2021).
In terms of competitive landscape, both brands operate in highly competitive global hospitality markets, but their target segments differ significantly. Six Senses competes with luxury brands such as Aman Resorts and Four Seasons, whereas Holiday Inn's main competitors are more budget-friendly brands like Marriott’s Fairfield Inn and Hilton's Hampton Inn (Bieger, Wittmer & Witt, 2011).
The digital landscape also plays a significant role in shaping these brands' strategies. Both Six Senses and Holiday Inn have embraced digital transformation, yet their approaches reflect their distinct brand identities. Six Senses has an aesthetically appealing website and active social media presence that highlight its sustainability and wellness focus, effectively engaging a more affluent and conscious consumer base (Six Senses, 2021). Holiday Inn, on the other hand, leverages digital platforms to provide convenience and functionality. This is evident in its mobile application, which simplifies bookings and provides express check-ins, appealing to its wide demographic of travellers who value efficiency (Holiday Inn, 2021).
Operationally, the brands also differ. Six Senses operates smaller, often remote resorts, which requires a distinct management style and supply chain strategy, focusing on local sourcing and resource conservation (Six Senses, 2021). Holiday Inn, with its vast global network, employs standardised operations and supply chains to maintain consistency and efficiency across properties (InterContinental Hotels Group, 2021).
Despite these differences, both brands share the challenge of managing cultural diversity, both in terms of guests and staff, due to their international operations. They have taken initiatives to cultivate an inclusive environment. Six Senses, for instance, offers local experiences to immerse guests in the host culture (Six Senses, 2021). Holiday Inn provides cultural sensitivity training for staff to better serve diverse clientele (Holiday Inn, 2021).
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The marketing mix, often referred to as the 7Ps – Product, Price, Place, Promotion, People, Process, and Physical Evidence – offers a useful framework to compare and contrast the strategies of Six Senses and Holiday Inn.
Product: Six Senses offers luxury accommodation with a focus on wellness and sustainability. Each property is designed to blend in with its natural surroundings and incorporates local cultural elements (Six Senses, 2021). In contrast, Holiday Inn offers comfortable, family-friendly accommodation with a consistency in quality and service across its properties (InterContinental Hotels Group, 2021).
Price: Reflecting its luxury positioning, Six Senses operates at a high price point targeting affluent customers who value unique experiences (InterContinental Hotels Group, 2019). Holiday Inn, on the other hand, provides affordable accommodation options targeting a wide range of customers, including families and business travellers (InterContinental Hotels Group, 2021).
Place: Six Senses properties are located in unique, often remote, locations around the world, such as private islands and nature reserves (Six Senses, 2021). Holiday Inn has a global presence with hotels in urban, suburban, and airport locations, providing accessibility and convenience for travellers (InterContinental Hotels Group, 2021).
Promotion: Six Senses uses a storytelling approach, highlighting its commitment to sustainability and wellness through its website and social media channels (Six Senses, 2021). Holiday Inn's promotional activities focus on its reliability and value, using traditional marketing channels and loyalty programs (Holiday Inn, 2021).
People: Both brands prioritise excellent customer service. Six Senses staff are trained to provide personalised services (Six Senses, 2021), while Holiday Inn emphasises friendly and efficient service (Holiday Inn, 2021).
Process: Six Senses emphasises bespoke experiences, where each guest's stay is personalised (Six Senses, 2021). Holiday Inn, with its standardised approach, offers streamlined processes from booking to checkout (Holiday Inn, 2021).
Physical Evidence: Six Senses resorts are distinct, reflecting the local environment and culture (Six Senses, 2021). Holiday Inn properties provide consistent, recognisable, and reliable accommodations (Holiday Inn, 2021).
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Six Senses and Holiday Inn cater to distinct customer segments, utilising differentiated targeting strategies to meet the unique needs of their respective clientele.
Six Senses primarily targets affluent customers who value unique experiences, wellness, and sustainability. This demographic typically comprises high-income individuals, couples, or families seeking luxury accommodation and experiences that promote well-being and ecological balance (InterContinental Hotels Group, 2019). The brand's targeting strategy is niche marketing, focusing on these specific customer needs and preferences. By offering personalised services, wellness programs, and sustainable practices, Six Senses effectively caters to this segment. Further, it enhances its appeal through experiential marketing, creating memorable experiences that align with its customers' values and aspirations (Six Senses, 2021).
In contrast, Holiday Inn caters to a broader market, targeting families, business and leisure travellers who prioritise affordability, convenience, and reliable service. This customer base encompasses a wide demographic spectrum, from budget-conscious families to corporate travellers seeking cost-effective yet comfortable accommodation (InterContinental Hotels Group, 2021). The brand employs a mass marketing strategy, aiming to appeal to this diverse customer base by offering consistent, high-quality service at affordable prices. Holiday Inn's loyalty program, IHG Rewards, is a key part of its targeting strategy, designed to retain customers by offering benefits such as free nights and exclusive rates (Holiday Inn, 2021).
While both brands cater to different customer segments, they share a customer-centric approach, focusing on understanding and meeting their customers' needs. However, their targeting strategies differ significantly. Six Senses' niche marketing strategy allows the brand to focus on providing highly personalised, high-end experiences to a relatively small but affluent customer base. On the other hand, Holiday Inn's mass marketing approach enables it to cater to a wider demographic, focusing on delivering value and consistency.
The customer segments and targeting strategies of Six Senses and Holiday Inn reflect their unique brand identities and market positioning. Six Senses appeals to the luxury and wellness market, while Holiday Inn appeals to a broader demographic seeking value and reliability in their accommodation choices.
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This research has provided a comprehensive comparison between Six Senses and Holiday Inn, two distinct yet influential players in the global hospitality industry. While Six Senses leverages its commitment to wellness and sustainability to appeal to a niche, affluent market, Holiday Inn positions itself as a reliable, affordable option catering to a broad demographic. Their marketing mix strategies further underscore these differences. However, both brands exhibit a shared commitment to customer satisfaction, innovation, and cultural inclusivity, demonstrating the importance of these elements in the hospitality sector. Despite their contrasting strategies and target markets, Six Senses and Holiday Inn's success underscores the diversity within the hospitality industry, highlighting that different approaches can thrive in response to varied consumer needs and preferences. This study offers valuable insights for understanding different strategies within the hospitality industry and the importance of aligning business practices with target market needs.
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