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Comparing the marketing methods of two multinational hotel chains

Title: “Marketing comparisons of two multinational hotel businesses, named Six Senses and Holiday Inns.”
This essay is all about exploring and assessing the reasons that lie in the field of marketing concepts of two selected multinational hotel chains and the comparison will be conducted between Six Senses and Holiday Inn. Six Senses Hotel focuses on activating five crucial physical senses so that this multinational hotel business can focus on communicating a brand’s persona to its targeted guests. Holiday Inn focuses on implementing the differentiation strategy through the process of creating diverse-low-cost goods and services, especially for the customers (Rokou, 2022). On the other hand, Holiday Inn indulges in utilizing strategies that are appealing to the younger generation, especially Six Senses focuses on serving the rich older generations (Johnston et al., 2021). This report will keep comparing these brands considering situational internal or external analysis, the marketing mixes, like 7ps, and segmentation for targeting and positioning the business.
Situational analysis can be conducted internally or externally but the entire analysis can bring a sufficient view of the business (O'Fallon & Rutherford, 2011). In the case of internal analysis, Six Senses is holding a passion for wellness, community, sustainable design, and smiles. Its strengths lie in its hospitality which is never just about a place to stay but this multinational hotel wants its places and spaces so that it can support connecting and exploring what it indicates to be mentally, physically, spiritually, and emotionally happy. Its core values include local sensitivity as well as global sensitivity, responsibility and caring, crafted experiences, pioneering wellness, emotional hospitality, fun, and quirky. It believes in being a story, not a storyteller. Customer reviews of Six Senses are significant issues that are prioritized by this business efficiently but the customer service manager does not focus on exploring some negative reviews of this multinational hotel chain (Vallen & Vallen, 2018). In the UK, this multinational hotel chain can indulge in exploring biodiversity opportunities so that the business can preserve, protect, and rebuild environments and this usually ranges from coral reefs. It is quite challenging for this environment-friendly resort-based hotel to act sustainably. Besides, the increasing marketing competition keeps prioritizing modernization or globalization and technological advancement. The main strength of Holiday Inn is located at a prime location and this is envisaged as a famous tourist region as well. Its quality services are efficiently appreciated by the customers. That means the wider geographical presence is one of the most essential strengths of this business which requires strong digital capabilities and a brand portfolio. There is positive employee engagement and customer experience. But this multinational hotel lacks information security which has been affecting the business significantly. In this field, such a hotel brand has yet to be developed. On the other hand, in comparison, this multinational hotel business focuses on exploring a strong reliance on technology that has a fragmentation of the hotel market (Tesone, 2014). This hotel business has an opportunity of maximizing the number of international travelers. Unlike Six Senses, Holiday Inns can experience the drastic impacts of unprecedented events, like pandemic conditions because its brand value has yet to be established effectively. Besides, a strong effect of intermediaries can threaten the existence of this multinational hotel.
Marketing mixes, especially the 7Ps of the businesses including Six Senses Hotel and Holiday Inn are essential for exploring different marketing strategies. Six Senses Hotel’s products consist of luxury resorts, wellness spas, and five-star hotels that are offered with a unique style and this style can support exploring a genuine, personal, and environment-friendly activity (Rokou, 2022). In terms of implementing an effective pricing strategy, this business always prioritizes three major issues: customers’ demand, environment-friendly activities, and high-quality services via resorts. That is why it offers a competitive premium pricing strategy that considers both competition and quality services for the targeted customers in the market. Six Senses Hotel prioritizes different websites operated by third parties that keep working for this hotel chain and promoting responsible practices in top-tier hospitality. Its marketing teams also focus on representing innovative as well as sustainable marketing strategies. It has several social media pages. But it gives more priority to email marketing and blog marketing which can help the residents receive automatic membership and enjoy exclusive access to a beautiful ecosystem (Vallen & Vallen, 2018). Six Senses is such sort of hotel that also offers resort-based facilities where the business has 16 hotels and 25 spas in different 19 countries. Its HR follows international standards for recruiting talents from global sources. On the other hand, this multinational hotel business prioritizes environment-friendly hotel functions that are the business’s physical evidence that promotes sustainability. Its process is quiet, unique, innovative, and interesting that attracts lots of tourists for online booking in advance. Holiday Inn follows traditional services offered by the hotel business. This subsidiary hotel business in serving customers via food services, lodging, conventions, meetings, and timeshares (Horner & Swarbrooke, 2021). This hotel’s pricing strategy is a cost-based pricing strategy that is related to the organizational decision and this is the base of the price of a product on the costs of production that is appropriate in a particular market, especially which is a stable market. This has particular areas of serving customers, like the Americas, Europe, Middle-east, Asia-Pacific countries, and so on. This mainly indulges in launching the first digitally led multimedia campaign that utilizes the power of brand advocacy, especially by sharing a unique narration in a series of mobile-optimized web documentaries. It has also some quality and talented skills or human capital who have been providing their best in terms of obtaining the ultimate objectives of Holiday Inn. It has established itself in different locations which are now more than 1,950 by the end of 2021 (Horner & Swarbrooke, 2021). Its process is to serve the guests via room services in its hotels that can be found via either offline or online processes.
Market segmentation requires several aspects, including demographic, psychographic, behavioral, social, etc. Six Senses prioritizes serving the young generations who are fond of having profound interests in enjoying the beauty or charm of nature. That is why young people whose ages are between 40 and 50 pages are the major customers of this environment-friendly hotel resort. Besides, high-income people looking for premium quality services are also considered in this field (Rokou, 2022). On the other hand, Holiday Inn prioritize older generations who intend to pass their leisure time and enjoy the moment. This hotel business prioritizes the concept of traditional hotel room services and that is why it needs to maintain a cost-based pricing strategy. Geographically, this hotel business is found in some particular region meaning that only fewer people within this region can enjoy the room services offered by this hotel business (Johnston et al., 2021). On the other hand, this multinational hotel business prioritizes the middle-income earner who needs to stay in their hotel room. Pricing sometimes follows a low-cost leadership strategy.
After preparing this essay, it has been found that both multinational hotels require some particular characteristics. Such characteristics make them different from each other. They have distinct strengths that have been obtained by implementing such marketing mixes efficiently. On the other hand, weaknesses represent the demerits of some particular marketing strategies that need to be developed if those hotels intend to explore several opportunities in the market. The market requires some challenges that have been threatening the business’s existence. In this case, these hotel businesses need to explore such opportunities efficiently so that they can grab a significant market position in the future. This essay can be utilized in the future for upholding any external issues or opportunities that can support preparing external reports. The future thesis requires future-related qualitative data and information and this essay can support gathering those qualitative data and information about these two significant hotel businesses. 
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