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Comparison of The Marketing Methods of Two Multinational Hotel Brands:

Marketing has been a crucial component of success for all hotel chains worldwide due to the hospitality industry's intense competition and growth. All hotel chains must have a marketing strategy in place if they want to attract and retain guests, strengthen their brand, and boost revenue. Two international hotel industries, Six Senses, and Holiday Inn, are significant players in the industry. Six Senses offers unique and personalized experiences to its customers and focuses on sustainable practices and wellness. In contrast, Holiday Inn is a mid-range hotel that provides comfortable and affordable accommodation to its guests and utilizes technology and innovative services to appeal to its customers. This essay aims to compare the marketing methods of these two different hotel brands using situational analysis tools (SWOT and PESTLE), marketing mix, segmentation targeting, positioning (Bowman’s Strategic Clock), and marketing communications.  The comparison will clearly show their similarities and differences, potential future growth, and recommendations for improving their marketing strategies.

The essay will compare the marketing methods of these two hotel brands by utilizing their situational analysis tool. Situational analysis gathers data on the internal and external surroundings to determine the firm's current strengths, weaknesses, opportunities, and dangers as well as to direct its goals and objectives (Monash University, 2023).

 SWOT analysis is a situational analysis tool that will use to identify the strengths, weaknesses, opportunities, and threats of two hotel brands, “Six Senses and Holiday Inn” below: -
According to the website of Six Senses and Holiday Inn, both brands have some common strengths in that they have established strong brand reputations in their respective markets and have a loyal customer base that contributes to repeat business. However, a weakness of Six Senses is their high prices, which is a strength for Holiday Inn as they provide service at affordable prices. A strength for Six Senses is their eco-friendly and sustainable practices (Six Senses, 2023); however, on the contrary, this is a weakness for Holiday Inn as they focus on family-friendly accommodation with medium prices. Six Senses is creating opportunities by expanding into new geographical locations and markets, developing strategic partnerships with other luxury hotel brands, and innovating new sustainability initiatives, while Holiday Inn is capitalizing on the trend of travelers seeking new destinations and creating country-specific seasonal offers to attract a broader customer base and increase revenue (mba Skool Team, 2020). Six Senses faces threats of growing demand in South and North America and rising competition from new entrants offering similar concepts (Team 10.3, 2019). In contrast, Holiday Inn faces threats of increasing operational costs, declining tourism, and intense global and local hotel competition (mba Skool Team, 2020).

PESTLE analysis is another situational tool to identify the difference in external factors between two brands. A PESTLE study looks at a company's Political, Economic, Social, Technological, Legal, and Environmental (PESTLE) elements as well as any current or potential market conditions that might affect its direction, performance, and position in the market. It allows one to look at organizational challenges and build strategies to address them (Wood, 2022). The political stability of a country is essential for the growth and success of the hotel industry, with unpredictable events like Brexit and political unrest having a negative impact. Tax reforms can benefit luxury hotels like Six Senses, allowing them to invest in more accommodations (FRUE, 2019). The Covid-19 pandemic has hit the industry hard, with brands like Holiday Inn reporting significant losses (Makortoff, 2020). The acquisition between Six Senses and Holiday Inn presents a valuable opportunity for both brands to expand into renowned destinations (Inter Continental Hotels Group, 2023). Six Senses invests in socio-cultural factors like helping farmers and fishermen, education, disaster relief, and public institutions renovations ( Six Senses, 2023); while Holiday Inn supports cultural diversity and travel amidst changing demographics, lifestyle shifts, and epidemic aftermath like Zika Virus (Inter Continental Hotels Group, 2023). Both brands use social media to spread news and reviews, but negative reviews can harm their reputation. Crime rates challenge brands to comply with truth-in-menu laws while providing safe food. Health and safety regulations are crucial to prevent unforeseen events for both brands. Six Senses' sustainable business practices and Holiday Inn’s green engagement can help prevent pollution of the environment.

Marketing Mix can also be used to compare the marketing methods of Six Senses and Holiday Inn, as both hotel brands cater to different markets. Any business or brand uses the 7 Ps (Product, Price, Promotion, Place, People, Packaging, and Process) of marketing as a framework for their marketing planning and as a crucial tactic to effectively sell to their target market (Intuit Mailchimp, 2023). When it comes to luxury and sustainable resort experiences, Six Senses and Holiday Inn are two premium brands that focus on different aspects of the 7 Ps of marketing. Six Senses boasts unique and secluded locations worldwide and prioritizes customer service with highly trained staff and wellness experts. Meanwhile, Holiday Inn has a broader network of hotels in urban and suburban areas and is known for its friendly and efficient service culture. Both brands have different price points, with Six Senses being more expensive and Holiday Inn offering more affordable options. Six Senses promotes its brand through marketing campaigns and partnerships highlighting its wellness experiences and eco-friendly practices. At the same time, Holiday Inn uses a mix of traditional and digital strategies to promote its brand. Both brands prioritize customer service, but Six Senses emphasizes highly trained staff and wellness experts, while Holiday Inn focuses on providing standardized amenities and branding across its properties. Six Senses also incorporates sustainable practices in packaging and extras, while Holiday Inn focuses on efficiency and standardized processes to ensure a consistent guest experience. Overall, these premium brands appeal to their target audiences through their unique approaches to the 7 Ps of marketing (Six Senses, 2023) (Holiday Inn, 2023).

 Six Senses and Holiday Inn follow different market segmentations to get their audiences. Six Senses targets high-end travelers interested in luxury services and eco-friendly practices, while Holiday Inn targets families, budget-conscious consumers, and business travelers seeking affordable.
Six Senses and Holiday Inn have different market segmentation strategies. Demographically, Six Senses attracts a higher percentage of male visitors (49.19%) aged 25-34, while Holiday Inn has a higher rate of female visitors (53.48%) aged 25-34. Geographically, Holiday Inn obtains 80% of its visitors from the United States, whereas Six Senses receives 83.4% of its business from France. Six senses are also good in the United Kingdom (54.5%). Six Senses through desktop devices made up 24.7% which is lower than Holiday Inn (32.2%). In contrast, Mobile devices comprised 75.3% for Six Senses and 67.8% for Holiday Inn (similarweb, 2023)

 According to the hotel’s offers, values, and target groups, Six Senses follows a differentiation and Concentrated targeting strategy. It positions itself as a premium luxury hotel aiming to differentiate itself from competitors. Its concentrated marketing strategy emphasizes sustainability and distinctive wellness and spa experiences. However, on the contrary, Holiday Inn follows only a differentiation/ segmented marketing strategy as they target the mid-price segment of customers in the global holiday market. It positions its product as unique, comfortable, and affordable, aiming to engage budget-conscious customers and business travelers (Inter Continental Hotels Group, 2021)

The Positioning Strategy for Six Senses and Holiday Inn can be utilized by analyzing Bowmen’s Strategic Clock. Six Senses adopts a differentiation strategy, positioning itself as a luxury brand focusing on sustainability and wellness. They offer unique amenities like eco-friendly practices, personalized services, and upscale wellness facilities, charging premium prices for exclusive experiences. In contrast, Holiday Inn follows a hybrid strategy, positioning itself as a mid-range brand balancing affordability and quality. They provide unique, comfortable experiences at affordable prices. While Six Senses emphasizes luxury and sustainability, Holiday Inn offers better experiences without the luxury price tag (Parker, 2020).

Six Senses and Holiday Inn have different communication strategies, focusing on luxury and exclusivity, while Holiday Inn aims to provide affordable accommodation and create a welcoming atmosphere. Moreover, Six Senses is in the lead with 57.14% organic search to get their target customers, while Holiday Inn is in the information with 39.45% paid search (similarweb, 2023). On the other hand, Holiday Inn communicates with their customers through Facebook (91.29%), which is higher than Six Senses (36.08) (similarweb, 2023). Six Senses uses experiential and visual communication to build a strong brand image, while Holiday Inn promotes its brand through advertising, digital marketing, public relations, and customer engagement.

Finally, when marketing two different hotel brands, it's crucial to understand their unique selling points and target markets. Six Senses should focus on luxury and sustainability with visually stunning campaigns and partnerships with sustainable travel influencers. They should also leverage social media to connect with potential guests. Meanwhile, Holiday Inn should promote affordability and convenience for families and business travelers through targeted campaigns and loyalty programs. Digital marketing tactics like SEO and paid search advertising can also be effective. Both brands can increase brand awareness and attract new guests using traditional and digital strategies.

The essay compares the marketing methods of Six Senses and Holiday Inn using situational analysis tools, marketing mix, and segmentation strategies. Both hotel brands have unique approaches to meet the needs and preferences of their target customers. The hospitality market faces various challenges, such as changes in the business environment, trends, geopolitical events, and industry changes. Extensive situational analysis, a compelling marketing mix, and a targeted segmentation strategy are critical to the success of international hotel brands. By focusing on customer needs and preferences, Six Senses and Holiday Inn can offer value-for-money experiences, attract new customers, and retain loyal guests.
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Appendices

Appendix 1: SWOT Analysis
· SWOT Analysis is a series of questions and analyses that can provide a brand’s strengths and weaknesses, the opportunities it has in its market, and the threats it might face.
https://www.spaboom.com/what-is-a-swot-analysis/
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Appendix 2: PESTLE Analysis
· Comparison chart of PESTLE analysis for Six Senses and Holiday Inn
Pestel Analysis – Conceptboard (no date). Available at: https://app.conceptboard.com/board/3igb-hpr6-0hz0-1zio-b5of.
How To Do A Pestle Analysis In 6 Steps (no date b). Available at: https://www.cascade.app/blog/how-to-do-a-pestle-analysis.
Frue, K. (2022b) “PESTLE Analysis for Hotel Industry,” PESTLE Analysis, 24 November. Available at: https://pestleanalysis.com/pestle-analysis-for-hotel-industry/#Political_factors_The_government_holds_extensive_power_over_the_hotel_industry.
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Appendix 3: Graphs
https://www.similarweb.com/
· Demographically, Six Senses attracts a higher percentage of male visitors (49.19%) aged 25-34, while Holiday Inn has a higher percentage of female visitors (53.48%) aged 25-34.
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· Geographically, Six Senses receives most of its traffic from France (83.4%), and Holiday Inn gets from the United States (80.6%).	
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· Six Senses through desktop devices made up 23.5%, lower than Holiday Inn (33.2%). In contrast, Mobile devices comprised 76.5% for Six Senses and 66.8% for Holiday Inn.
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· Six Senses is in the lead with 57.14% organic search to get their target customers, while Holiday Inn is in the information with 39.45% paid search.
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· Holiday Inn is communicating with their customers through Facebook (91.29%), which is higher than Six Senses (36.08)
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Appendix 4: Bowmen’s Strategic Clock 
· Positioning strategy of Six Senses and Holiday Inn according to Bowmen’s Strategic Clock
Parker, B. (2020b) “Bowman’s Strategic Clock: Give Your Product the Market Position it Deserves,” Business Strategy Hub [Preprint]. Available at: https://bstrategyhub.com/bowmans-strategic-clock-give-your-product-the-market-position-it-deserves/
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· Position 3 for Holiday Inn 
· Position 4 for Six Senses

image2.png
p E T l E

Poltieal Economic Technological Legal Environmental
™ - + Taxation » ‘
+Polttical stabilty + Internet Connectivity + Natural disasters
L + Unemployment rafes i .
+ Travel restrictions e + Degree of automation + Climate changes
+ Government elections iaon + Rate of technological change + Weather patiems
+ Diplomatic relafions. : . + R&D lfcycles + Resource availabilty
+ Economic recession
Six Senses: Six Senses:
) Six Senses: + Embraces digital platforms , social + Emphasizes sustainabilly
Six Senses:

+ Analyses GDP growth, inflation
rates, and exchange reates in
target markets.

+ Understands consumer spending
patterns and adjust pricing

practices, environmental
conservation, and waste-
responsible tourism.

+ Implements eco-friendly
initiatives, energy-efficient

media, and innovative
technologies to enhance quest
experiences.

+ Provides online booking options,
personalized recommendations,

+ Monitors govemment policies and
orders affecting the brands.

+ Keeps track of travel bans, visa
policies, and political stability in
various regions of operafions.

shategles accordingly. and digtal Interactions. measures, and waste
management strateges.
Holiday Inn: = i :
Y Holiday Inn: il Holiday Inn Holiday Inn:

+ Stays updated on government
policies related to the travel and
hospitality sector.

+ Adapts to changes in travel
restrictions and visa requirements
to ensure smooth operations

+ Utilizes technology to streamline
‘operations, enhance customer
engagement, and improve
efficiency.

+ Incorporates digital tools for
seamless bookings, travel
planning, and customer support.

+ Monitors ecanomic indicators to + Promotes environmentally friendly

practices and encourages
responsible travel behaviours.

+ Engages in infiafives to reduce
carbon footprint and support local
conservation efforts.

assess the impact on travel
demand.

+ Adjust pricing, promational offers,
and travel packages based on
economic conditons.





image3.png
Gender Distribution © M+

60%
. s3.48% ® sixsenses.com
= = @ holidayinn.com
a0%
20%

0%
Male Female




image4.png
Age Distribution © o+

o @ sixsenses.com

& holidayinn.com
l I [ | . m B
i o i o

1824 65+




image5.png
Traffic share by country ©

Feb 2023 - Apr 2023 All traffic +
Search.
Country (107) Traffic Share & Competitive Traffic Share
1 € UnitedStates 20.41% m
2 & United Kingdom 6.01% 1 46.6% 53.4%
3 @ Austalis 403% 1
4 () France 390% 1

5 % India 384% 1 55.6% 4445




image6.png
Device distribution ©
] Feb2023-Apr2023 § Worldwide

Domain

sixsenses.com

B holidayinn.com

Desktop Mobile
23.5% m—————— 76.5%

33.2% ——————— 66.8%




image7.png
Marketing Channels

Channels overview ©

Feb 2023 - Apr 2023

@ sixsenses.com

1.133M

75%

50%

25%

3

Direct

@ holidayinn.com

1.373M

Al traffic

Email

Referr:

Social

organi

Paid si

Displa

8 See full overview




image8.png
oocial

Social traffic ©
Feb 2023 - Apr 2023 Worldwide

@ sixsenses.com @ holidayinn.com

100%

i I
o .

@ Facebook

Desktop

@ Instagram

© Youtube

@ Pinterest

@ sixsenses.comis in the lead with 3.45% social traffic

3 Linkedin

Other

A See full overview




image9.jpeg
BOWMAN'’S CLOCK

Differentiation

High
Hybrid

Focused Differentiation

Perceived Value

to the Customer | Low price Risky High Margins

Low Price/Low Monopoly Pricing

Added Value
Loss of Market Share
Low >
Low Price. High





image1.png
OPPORTUNITY





