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A comparison of the marketing methods of the two multinational hotel brands (Six senses and Holiday Inn)

Marketing is a technique or strategy that every business uses in order to enhance their performance, customer engagement, profitability and productivity (Witell et al., 2020). In this digital world the use of internet and other digital facilities such as Artificial Intelligence (AI), robotics, Machine Learning (ML) has been highly focused by different multinational companies. The marketing techniques help businesses to advertise their products and services in market (Makrides, Vrontis and Christofi, 2019). Some of the major marketing methods that businesses commonly use include the advertisement, billboards, social media marketing, chatbots, Email marketing, direct marketing and etc. The hotel industry is highly affected by the marketing because it has wide range of audience including the tourists, businessmen, celebrities and other loyal customers (Davahli et al., 2020). In this essay the various marketing strategies of two hotels named as Six Senses and Holiday Inn are critically explained using their internal and external analysis, marketing mix and Segment Targeting and Positioning (STP).
Holiday Inn and the Six Senses both are the international hotel industries. They both improve their strategies to attract their clients and provide various kinds of services effectively. The SWOT analysis of both the brands would explain the internal analysis under which the businesses operate. The Strengths of Holiday Inn include that the brand is spread worldwide having 1200 hotels, which improves the customer satisfaction and about 100 million customers are encouraged to visit the hotel every year (Penninga and Chibili, 2019). On the other hand, Six Senses has developed their hotels globally with 22 hotels and provides the greater marketing capabilities to attract their customers (Zhang, Xiong and Lee, 2020). The weaknesses of Holiday Inn include that the business has not improved its marketing techniques for every new launch. On the contrary Six Senses has not completely implementing the sustainable activities such as reducing the plastic wastes leads to its business weakness (Derqui, 2020). For both the hotel industries increase in tourism creates the better opportunities. Especially the summer vacations and occasional holidays improve the customer engagement and tourists to stay and consume the hotel products and services. In these times the Holiday Inn and Six Senses offer the season or festival offers to attract the customers. The competitors for both the industries play an essential role for business threats. The threat causing competitors for Six Sense are “Mandarin Oriental, “St Regis”, “Four Seasons” and “The Ritz Carlton” (Aeberhard et al., 2020). Likewise, the competitors for Holiday Inn are “Marriot”, “Hilton”, “Hyatt”, “Ramada Inn” and etc. (Butters and Hubbard, 2019). 
The External analysis of both the hotel industries includes the PESTLE explanation. All the factors that affect from the outer side of the industry are known as the external factors. The Political factor is one of the most important among them. During the start of COVID-19 in first quarter of year 2020 the Holiday Inn and Six Senses were highly affected. During this time the government policies of complete lockdown and quarantine were launched due to which people could not travel so the hotel services were highly affected (Prentice, Chen and Stantic, 2020). 
Second is the Economic factor that has affected the international hotels. As the Holiday Inn and Six Senses are the global brands so their prices are higher. Some economic disruptions such as the time just after pandemic most of the people had lost their businesses that made the people unaffordable to luxurious stays in such expensive hotels (Mustapha Alhaji Ali and Fatima Shehu Liberty, 2022). This economic factor has also affected the hotel industries. Social factor in the PESTLE analysis the society, people and their relation with the business. Holiday Inn and Six Senses promote the social factor by allowing and treating all the people equally and provide them with the hospitality. Another factor is the Technological factor; this can improve the business performance. Both the hotel industries have highly focused on the implementing of innovative technologies to reduce the staff work load and provide the time efficient services to clients (Tuomi, Tussyadiah and Stienmetz, 2020). The Legal factors show the laws or regulation implemented by government for businesses such as tax deductions and government law for making the businesses eco-friendly and sustainable. Holiday Inn has been implementing the legal issues on the other hand the Six Senses has yet not established its business as plastic free. Environmental Factor in Holiday Inn and Six Senses has impacted the businesses due to lack of demand in such critical situations like pandemic. Both the hotels implemented the precautions suggested by WHO in order to keep their clients safe and healthy. 
The marketing in a business is analyzed by the marketing mix techniques. This marketing mix divided into 4ps including Price, Product, Place and Promotion. Both the hotels Holiday Inn and Six Senses provide the affordable prices for their high, level customers. Holiday Inn has maintained its price strategy by providing the affordable rates to its clients. It has different rooms ranging from $130 to $200 per night for its wide range of customers (Quadri-Felitti, 2022). Secondly the Six Senses also provide the wide range of rooms providing various facilities and price ranges for its customers. The Product within a hotel industry in marketing strategy can also include the services provided. Both the hotels Holiday Inn and Six Senses facilitate their clients with number of products and services that improve their customer satisfaction and business performance. Within a hotel industry people require comfortable environment, all the necessary facilities, and infrastructure. These hotels provide the luxurious rooms (Six Senses has 1,568 open rooms and Holiday Inn has 214,597 open rooms), swimming pools, hygienic food, basic medical care facilities for disable old age and young children, transport facilities and etc. The products and services highly encourage the visitors to visit, stay and enjoy the hotel environment (Hou and Wu, 2020). The place of these hotels is located in globally in multiple countries. In most of the countries both the hotels are located along with the sea and beach. This beach view promotes the business at great level; people are highly attracted towards the peaceful and open environment of beaches (Anak Agung Putu Agung, I Made Tamba and Ida Bagus Brata, 2020). Last element of marketing mix is the promotion. Promotions are the techniques through which businesses make other people’s, know about their products and services. Holiday Inn and Six Senses have implemented various promotional discounts, social media marketing through Facebook and Instagram, Email marketing (sending promotional emails to attract the people and show them their importance), online booking through website, AI Chatbots that help the customers to resolve their problems online and etc. These promotional strategies by both the companies have, improved their performance and customer availability.


Furthermore,  the marketing communication and the segmentation of the products are performed through Segmentation, Targeting and Positioning (STP) strategies of marketing. It enables the businesses to improve the customer interaction and know the customer requirements (Thomas, Mary Rani;George, Ginu, 2014). First is the segmentation where both the hotels Holiday Inn and Six Senses have grouped their distinct customers into international clients and national clients. The international clients include the tourists from different countries and the national clients include the people from different cities or the group of people gathered for vocational holidays or the business meetings or organizations arranging the sessions. Secondly both the hotels have categorized their targeting customers. Six Senses has highly focused on the customers looking for business meetings or professional gatherings. This is the reason they are promoting their business to professional platforms. On the other hand, Holiday Inn hotel brand has relaxing atmosphere and they have made their environment highly suitable for tourists and holiday visitors. Their sustainability and friendly environment as promoted the business in targeted market. The positioning set for the targeted in Six Senses include that they have developed Projector built meeting rooms, strong Wi-Fi stability, parking facilities specified for business groups. On the other hand, Holiday Inn has highly focused on providing the luxurious rooms, room services, sustainable and relaxing environment, events and entertaining shows to encourage people’s stay (Ahuja and Alavi, 2022).
It can be concluded that this essay has explained the information of Holiday Inn and Six Senses hotel brands. These are the multinational brands operating in number of countries. The internal analysis has explained the Strengths involving the advantages, Weaknesses involving the disadvantages, Opportunities involving the beneficial steps and Threats involving the competitors in both the hotel industries. Furthermore, the external analysis that defines the PESTLE factors for Holiday Inn and Six Senses. The external analysis has explained the government policies, economic failures, impact of technological innovation on the businesses. Additionally, this essay has performed the marketing mix of both the brands. The marketing mix had also involved the marketing techniques implemented by both hotels. Lastly the STP marketing techniques are defined which has differentiated the segmentations of customers and applied strategies by both the brand to attract their target customers are explained effectively.
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