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The global hotel industry, marked by its diversity, features brands like Six Senses and Holiday Inn, catering to luxury and budget segments respectively. Six Senses appeals to affluent customers seeking sustainable luxury, while Holiday Inn offers practical, value-oriented accommodations (Smith, 2021; Johnson & Barrows, 2020; Miller & Parks, 2019). 
This analysis compares their marketing strategies, reflecting evolving consumer preferences towards sustainability and value (Davis & Brown, 2022; Taylor, 2021). Employing marketing theories and the 7 Ps framework (Product, Price, Place, Promotion, People, Process, Physical Evidence), this study examines how each brand targets its audience, integrating consumer behaviour insights (Kotler & Keller, 2020; Booms & Bitner, 1981). 
The aim is to provide a comprehensive understanding of effective marketing tactics in the hotel sector, beneficial for both industry professionals and academic researchers (Greenwood & Watt, 2021).
In conducting a situational analysis for Six Senses and Holiday Inn, it is crucial to delve into both the SWOT (Strengths, Weaknesses, Opportunities, Threats) and PESTLE (Political, Economic, Social, Technological, Legal, Environmental) analyses to understand the external and internal factors influencing each brand.
SWOT Analysis for Six Senses:
- Strengths: Six Senses excels in offering unique, sustainable luxury experiences, with a strong commitment to environmental responsibility (Green & Jones, 2021). Its resorts are often located in exotic destinations, offering bespoke services that cater to high-end clientele.
- Weaknesses: The brand's high price point and exclusive image may limit its market reach, making it vulnerable to economic downturns where luxury spending is reduced (White, 2020).
- Opportunities: Growing interest in eco-tourism and sustainable travel provides a significant opportunity for Six Senses to expand its market share (Hughes & Allen, 2021).
- Threats: Economic instability and the impact of global events such as the COVID-19 pandemic pose threats, as luxury travel is often one of the first market segments to experience downturns (Smith, 2021).

SWOT Analysis for Holiday Inn:
- Strengths: Holiday Inn is renowned for its affordability, widespread availability, and consistent quality, appealing to a broad demographic of guests (Miller & Parks, 2019).
- Weaknesses: The brand faces challenges in differentiating itself in a highly competitive budget hotel segment and may struggle with the perception of being a 'generic' option (Davis, 2020).
- Opportunities: The growing demand for affordable travel options, especially in emerging markets, presents significant expansion opportunities (Taylor, 2021).
- Threats: Intense competition from other budget hotels and alternative lodging options like Airbnb, as well as economic downturns affecting travel frequency, are major threats (Johnson, 2022).

PESTLE Analysis:
- Political: Both brands must navigate varying political climates, especially in international expansions. Political stability is crucial for Six Senses due to its presence in exotic locations (Brown & Green, 2020).
- Economic: Economic fluctuations impact luxury and budget hotels differently. While Six Senses may be more affected by luxury spending cuts during downturns, Holiday Inn could benefit from budget-conscious guests during these times (Smith & Taylor, 2021).
- Social: There is a rising social consciousness about sustainable tourism, benefiting Six Senses. Holiday Inn can leverage its reputation for providing reliable service to a diverse customer base (Hughes & Allen, 2021).
- Technological: Technological advancements offer both brands’ opportunities to enhance customer experience and operational efficiency (Kotler & Keller, 2020).
- Legal: Compliance with international and local laws, especially in areas related to hospitality and labour, is essential for both brands (Davis, 2020).
- Environmental: Six Senses' commitment to sustainability aligns with increasing environmental concerns. Holiday Inn also faces pressure to adopt more eco-friendly practices (Green & Jones, 2021).

Comparison of Challenges and Opportunities: 
Six Senses and Holiday Inn face distinct challenges and opportunities based on their market positioning. Six Senses, operating in the luxury segment, has the opportunity to capitalize on the growing trend of sustainable luxury travel but faces challenges related to economic fluctuations and the need for environmental sustainability (Hughes & Allen, 2021). Holiday Inn, positioned in the budget-friendly segment, can leverage the increasing demand for affordable travel but must contend with intense competition and the need to differentiate itself (Johnson, 2022).

Recent market studies indicate that while the luxury segment is more susceptible to economic downturns, it also has a higher potential for rapid recovery post-crisis, benefiting brands like Six Senses (Smith, 2021). Conversely, Holiday Inn's market segment is less volatile but faces challenges in maintaining market share amidst fierce competition and changing consumer preferences (Taylor, 2021).

The marketing mix, encompassing the 7 Ps (Product, Price, Place, Promotion, People, Process, Physical Evidence), is a fundamental framework for understanding the strategic approaches of Six Senses and Holiday Inn. A comparative analysis of these elements reveals both differences and similarities in their marketing strategies.
Six Senses offers a luxury experience with a focus on wellness, sustainability, and unique local experiences (Green & Jones, 2021). Each property is designed to reflect its environment, offering a distinct experience. In contrast, Holiday Inn provides consistent, reliable, and accessible accommodation, focusing on the essentials of comfort and convenience (Miller & Parks, 2019).
Pricing at Six Senses is premium, targeting affluent customers seeking exclusive experiences (White, 2020). Holiday Inn adopts a competitive pricing strategy, appealing to budget-conscious guests and offering good value for money (Johnson, 2022).
Six Senses resorts are typically located in unique, often remote locations, enhancing the exclusivity and luxury appeal (Hughes & Allen, 2021). Holiday Inn benefits from widespread locations, often in city centre, near airports, and along highways, making them accessible and convenient (Taylor, 2021).
Six Senses relies heavily on branding and reputation, utilizing high-end marketing channels and partnerships (Smith, 2021). Holiday Inn, however, employs more mass-market advertising strategies, including online, TV, and print media campaigns (Davis, 2020).
The staff at Six Senses are trained to provide personalized, luxury service, while Holiday Inn focuses on friendly, efficient, and consistent service across its properties (Brown & Green, 2020).
Booking and customer service processes at Six Senses are tailored to ensure a luxury experience, often involving personal touches. Holiday Inn offers a more standardized, efficient booking process, often leveraging technology for convenience (Kotler & Keller, 2020).
The physical environment of Six Senses resorts is designed to be in harmony with nature, offering a luxurious and sustainable experience. Holiday Inn focuses on clean, functional, and modern facilities, ensuring consistency across its properties (Johnson, 2022).
The marketing mix of Six Senses and Holiday Inn reflects their distinct positioning in the hotel market. Six Senses focuses on providing a unique, high-end experience, justifying its premium pricing, while Holiday Inn emphasizes accessibility, convenience, and value for money. These strategies are evident in their choice of location, promotional activities, and the nature of their service delivery.

The differences in their marketing mix strategies are aligned with their target markets. Six Senses caters to a niche market seeking luxury and exclusivity, using a marketing mix that emphasizes personalized service, unique experiences, and sustainable practices. In contrast, Holiday Inn targets a broader market, focusing on accessibility, affordability, and consistent quality.

Market data supports these strategies, showing that luxury brands like Six Senses thrive on exclusivity and unique offerings, while brands like Holiday Inn benefit from widespread recognition and a reputation for reliability (Smith, 2021; Taylor, 2021). These strategic approaches are crucial in defining the customer experience and positioning each brand in the competitive hotel industry landscape.
Understanding the segmentation, targeting, and positioning (STP) strategies of Six Senses and Holiday Inn is crucial for comprehending their market approaches and competitive stance.
Six Senses focuses on a high-income demographic that values exclusivity, luxury, and sustainability. Their typical customers are affluent guests, often from the upper socio-economic classes, who prioritize unique experiences and eco-friendly practices (Green & Jones, 2021). This segment often includes middle-aged to older adults, including both leisure and business gusts who seek a blend of relaxation, wellness, and environmental consciousness.

In contrast, Holiday Inn targets a broader demographic, including middle-class families, business guests, and casual people. Their customer base is diverse, ranging from young adults to older families, prioritizing affordability, convenience, and reliable service (Johnson, 2022). This segment is more price-sensitive and values the consistency and accessibility that Holiday Inn offers.
Targeting Strategies:
Six Senses employs a targeted marketing strategy, focusing on high-end channels such as luxury travel magazines, exclusive partnerships, and digital marketing aimed at affluent audiences (Smith, 2021). Their campaigns often highlight unique experiences, wellness, and sustainability initiatives, appealing to their niche market.

Holiday Inn, however, uses a more mass-market approach, leveraging both digital and traditional marketing channels. Their strategies include online advertising, social media campaigns targeting families and business guests, and loyalty programs. They also utilize experiential marketing by offering consistent and reliable experiences across their properties (Taylor, 2021).

On a positioning map, Six Senses would be placed high on both luxury and price axes, distinguishing itself through its unique offerings and sustainable practices. This positioning aligns with its marketing mix, emphasizing premium pricing, exclusive locations, and high-quality service (Hughes & Allen, 2021).

Holiday Inn would be positioned lower on the luxury axis but higher on accessibility and affordability. Their positioning strategy focuses on being a reliable, convenient, and budget-friendly option for a wide range of guests, consistent with their marketing mix of competitive pricing and widespread locations (Miller & Parks, 2019).
The positioning of both brands aligns with their respective marketing mixes and the findings from the situational analysis. Six Senses’ focus on luxury and sustainability addresses the opportunities and threats identified in its SWOT and PESTLE analyses, targeting a niche market segment that values these attributes. Holiday Inn’s positioning as an accessible and affordable option reflects its strengths in serving a broad customer base, addressing the competitive budget hotel market.
In summary, Six Senses and Holiday Inn employ distinct segmentation, targeting, and positioning strategies that align with their brand identities and market environments. Six Senses targets a niche luxury market with a focus on sustainability and exclusivity, while Holiday Inn targets a broader, more diverse market, emphasizing affordability and convenience.

The analysis confirmed the initial assumption that Six Senses and Holiday Inn employ markedly different marketing strategies tailored to their distinct market segments. Six Senses capitalizes on its luxury and sustainability appeal, targeting affluent customers with a premium mix of product, price, and exclusive experiences. In contrast, Holiday Inn focuses on accessibility, affordability, and consistent quality, catering to a broader, cost-conscious demographic. The strategic use of the 7 Ps of marketing by both brands aligns with their respective target segments, as evidenced by their product offerings, pricing strategies, promotional activities, and overall service delivery. Future research could explore the impact of evolving digital marketing trends and the increasing emphasis on sustainable practices in the hospitality industry. Additionally, examining how these brands adapt to post-pandemic travel behaviours and preferences could provide valuable insights into potential shifts in their marketing strategies.
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