
A Comparison Of The Marketing Methods Of Two Multinational Hotel Brands



Author name: 	Jayson Anthony Luba 
Student number:	 2245377
The Module Title:	Marketing Essentials BMIH4005
Module Tutor: 	Scott James
[bookmark: _GoBack]Word count: 		1591


Many hotel chains have established themselves in the market. Six Senses and Holiday Inn are two significant hotels with their own unique brand identities. In contrast to Holiday Inn, which focuses on providing family-friendly solutions in convenient locations, Six Senses offers luxury experiences in exotic locations. These will be compared in this essay. 
As most of us experience travelling during our lifetimes, we are generally unaware of the intensive work that goes into these activities behind the scenes. The Situation, Objectives, Strategy, Tactics, Action and Control Planning system is used for Hotels playing a crucial role in the tourism sector because they offer a temporary solution for travellers. 
Hotels play a crucial role as temporary accommodations, providing employment and contributing to the local economy. Yet, they face challenges in meeting evolving customer demands, in a dynamic environment.

For us to gain a deeper understanding of the strengths and weaknesses of these hotel chains they must do a Strengths, Weaknesses, Opportunity, and Threats analysis. (Kasperkevic, J. (2015). How the hotel industry views its disruption. The Guardian).
Holiday Inn has the strengths established brand, extensive network, and strong customer loyalty, with the weaknesses of standardised experience with the limited upscale offering. The opportunities for market expansion, and technological advancements, with the threats of intense competition, change customers’ preferences.
Six Senses’ strengths are unique and is a luxurious experience with exceptional service and a sustainability focus. Their weaknesses limit their presence with higher price points. The opportunities of growing with wellness and tourism is a luxury travel segment growth. Their threats of economic downturns for the competition from a luxury brand. 
The first part is the strengths. Six Senses has a strong brand identity that embodies luxury. It provides luxury in unusual and exotic locations. It has some flaws of its own, such as having fewer properties than other major hotel chains (Grant, R. M. (2019). Contemporary strategy analysis: Text and cases edition (10th ed.) Wiley). 
It has the potential to expand its market if they open more hotels in more exotic places. But in the future, competition from other high-end hotels with similarly sustainability-focused branding could be a serious threat. 
An established company with great recognition, Holiday Inn. It is widely available and reasonably priced in many places. It is weaknesses is that it might not be attractive to tourists looking for luxurious experiences. They can expand their potential by taking advantage of reasonably priced travellers. The competition from other mid-range hotel chains can be a threat in the future. (Kotler, P., Keller, K.L., & Sivaramakrishnan, S. (2017). Marketing Management (15th ed.). Pearson Education).
PESTLE is a method used to analyze brands by considering political, economic, social, technological, legal and environmental factors that have  impact.  This analysis to Six Senses and Holiday Inn. Six Senses a brand focused on ecotourism, faces potential risk due to political factors. Governments may lack policies supporting ecotourism, which could hinder Six Senses’ operations. Holiday Inn, being present in multiple markets, is exposed to higher risk in the hotel industry during times of political unrest. (Hassanien et al., 2020, p. 118).
Economic factors play a crucial role in analyzing brands. For Six Senses, the potential impact of the world economy on the travel sector poses a significant risk. Holiday Inn, with a focus on the middle-class market, faces the risk of a downturn in the economy leading to reduced travel demand among this target demographic (Hassanien et al., 2020, p. 122).
The social component is an area that Six Senses should consider, as changes in travel trends can affect its target market. If more customers opt for experiential travel rather than traditional sightseeing, Six Senses may need to adapt its brand to align with these emerging trends. (Hassanien et al., 2020, p.129) On the other hand, population growth could provide opportunities for Six Senses to expand its customer base and adapt to other changes. 
PESTLE also addresses technological aspects. Technological advancements can have a significant impact on Six Senses in terms of digital marketing and enhancing the guest experience. For instance, Six Senses can leverage recent developments in artificial intelligence and big data analytics to improve their operations. (Hassanien et al., 2020, p. 132-135)
The same is true for Holiday Inn. The constantly evolving new technologies can contribute to enhancing the guest experience, but they will require investments, which might be more difficult for Holiday Inn. 
The legal aspects are also very important in the hotel industry. The health and safety laws of the nations in which Six Senses conducts business may be more complicated and various. The same is true for Holiday Inn, so changes in the law or new safety rules may have a significant impact on both (Hassanien et al., 2020, p.139).
The final stage of the PESTLE analysis section is the environmental part. Environmental concerns, such as new laws requiring businesses to use less energy or to be more environmentally friendly, may affect Holiday Inn (Hassanien et al., 2020, p.144)
Nowadays, environmental concerns can have a big impact on how a hotel operates. As a luxury company that focuses on sustainability, Six Senses is required to think very carefully about the environmental impact of its operations and to engage in heavy self-reflection on the subject. 
	PESTLE- factor
	Impact on Holiday Inn
	Impact on Six Senses

	Political
	The stability of the political environment affects business operations, and changes in regulations may impact hotel operations
	Stable political environments are important for luxury resorts, changes in regulations may impact hotel operations


	Economic
	Fluctuations in exchange rates and global economic conditions impact revenues, high cost of operations in major cities
	Luxury resort markets are less susceptible to economic downturns, but high operating costs still impact profitability

	Sociocultural
	Cultural and lifestyle trends influence travel and hotel choices, increased demand for wellness-focused experiences
	Emphasis on sustainability and eco-tourism, increased demand for unique, authentic experiences

	Technological
	Technological advancements in the hospitality industry require investment in new technologies
	Technology can enhance guest experiences, but over-reliance on technology may negatively impact guest experience

	Legal
	Compliance with employment laws and regulations, changes in safety regulations
	Compliance with local laws and regulations, changes in environmental regulations

	Environmental
	Focus on sustainable practices, energy efficiency, and green initiatives
	Emphasis on sustainability and eco-tourism



The marketing mix an important aspect for a business’s marketing strategy, thus consisting of seven Ps: product, price, promotion, place, people, process, and physical evidence. Marketing strategies for Holiday Inn and Six Senses are based on these elements. 
Holiday Inn offers a range of products, including standard rooms, suites, and family rooms, as well as meeting and event spaces. They focus on sustainability. Six Senses, on the other hand, emphasizes luxurious experiences in exotic locations and comes at a higher price compared to Holiday Inn. 
Both Holiday excels in promotion, utilizing platforms, like Facebook, Instagram and other social media channels. They have well-crafted social media strategies to target their desired audience.
Holiday Inn has a wide global presence, with hotels in over 100 countries, often located near airports, tourist attractions and city centres. Six Senses, however, focuses on specific geographic areas such as Fiji or Bhutan, offering unique experiences in exotic places. 
Both hotels prioritize customer service and provide extensive training to their staff. Six Senses goes a step further by employing local staff to support sustainable development and integrate with the surrounding environment. 
Both brands prioritize efficiency in check-in, check-out and event planning services, but they differ in terms of luxury and elegance. Holiday Inn have a uniform appearance, while Six Senses adopt a refined vibe that reflects local culture. Despite their different customer bases, both brands emphasize efficiency and customer service. However, they diverge in terms of product, pricing and geographic reach. Holiday Inn aims to expand its global presence while maintaining its luxury brand image and commitment to sustainability. 
Using SimilarWeb (as per Appendix 1-4 of this essay SimilarWeb 2023.) the target market of each brand can be determined based on website traffic. Six Senses primarily caters to wealthy individuals interested in luxurious travel. They focus on providing sustainable luxury experiences and appeal to younger generations through social media platforms, like Instagram Facebook and Twitter. 
On the other hand, Holiday Inn targets families and budget-conscious travellers. They offer inexpensive lodging and have a loyalty program. Their main clientele consists of middle-class families going on vacation or business trips, often with their children. 
The positioning strategies of these brands are closely tied to the marketing mix and context analysis. By identifying the target market, they can modify various elements of the marketing mix to better meet future customer needs and preferences. 
The Bowman’s strategic clock in Appendix 5 and the positioning position map in Appendix 6 show where the two brands Holiday Inn and Six Sense are best suited according to their unique characteristics.
The differences and similarities between Holiday Inn and Six Senses, as well as their advantages and disadvantages, are revealed by a comparison. While Six Senses provides sustainable luxury in exotic places, Holiday Inn concentrates on providing family-friendly travelling. According to the marketing mix analysis, Holiday Inn prioritized value and location while Six Senses prioritized service and comfort. Both brands were able to stand out from their rivals in their intended audience thanks to these strategies. The analysis revealed the distinctive marketing approaches and brand positioning of Holiday Inn and Six Senses, and it also sheds light on potential areas for development and improvement. The effectiveness of these tactics and the effects of outside, for example, invisible factors like the COVID-19 pandemic can be further studied in future research. 
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Appendix 1. Similar Web Geography 2023. Traffic share by country
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Appendix 2. Similar Web Geography 2023. Traffic share by country 
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Appendix 3. Website Performance 2023. Top referring websites


[image: ]
Appendix 4. Website Performance 2023. Social traffic
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