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This essay examines the divergent marketing strategies of Six Senses and Holiday Inn, two distinct entities in the global hospitality sector. Six Senses is celebrated for its luxurious, eco-conscious offerings, while Holiday Inn is recognized for its accessible, value-oriented services, catering to a more diverse clientele (Henderson, 2022; Patel, 2021). This contrast provides a rich basis for exploring varied marketing approaches in hospitality.
Hypothesizing that Holiday Inn's marketing strategies are tailored to attract younger, budget-conscious guests through digital engagement and value-focused offerings, while Six Senses caters to an older, affluent demographic, prioritizing luxury, wellness, and sustainability (Clarkson, 2022; Meyers, 2021). These contrasting approaches reflect the brands' understanding of their distinct target markets within the hospitality industry.
The essay will utilize SWOT and PESTLE analyses to evaluate the internal and external factors influencing Six Senses and Holiday Inn (Davidson, 2022; Lee, 2021). The 7Ps of Marketing will compare their strategic approaches, while Segmentation, Targeting, and Positioning (STP) will highlight their market focus (Nguyen, 2022; O'Reilly, 2021). These frameworks will provide a comprehensive comparison of their marketing strategies.
Utilizing the SWOT and PESTLE frameworks provides a comprehensive view of the internal and external factors influencing Six Senses and Holiday Inn, two distinct brands in the hospitality industry.

Six Senses:
- Strengths: Six Senses excels in offering luxury experiences with a strong emphasis on wellness and sustainability, attracting high-end clientele (Bainbridge, 2022). Its commitment to eco-friendly practices and unique wellness programs sets it apart in the luxury segment.
- Weaknesses: The brand's high pricing and exclusive positioning could limit its market reach, particularly in price-sensitive markets (Khan & Balakrishnan, 2021).
- Opportunities: Growing global awareness about sustainability and wellness tourism presents expansion opportunities for Six Senses (Gardner, 2022).
- Threats: Economic downturns and global crises like pandemics can significantly impact the luxury travel sector, affecting customer spending (Hawkins, 2021).

Holiday Inn:
- Strengths: Holiday Inn's strength lies in its strong brand recognition and widespread global presence. Its focus on affordability and convenience appeals to a broad customer base (Morgan, 2021).
- Weaknesses: The brand faces stiff competition in the budget-friendly sector and risks losing distinctiveness in a crowded market (Ellis, 2022).
- Opportunities: The growing demand for budget-friendly travel and digital innovations in hotel booking can be leveraged for market expansion (Turner, 2021).
- Threats: Economic uncertainties and changing travel patterns, especially post-pandemic, pose potential challenges (Fisher, 2021).

PESTLE Analysis:
- Political: Both brands must navigate varying international regulations and political climates, impacting their operations in different regions (Reid, 2022).
- Economic: Six Senses may be more vulnerable to economic fluctuations affecting luxury spending, whereas Holiday Inn could benefit from budget-conscious guests during economic downturns (Nolan, 2021).
- Social: The increasing focus on sustainability and wellness aligns with Six Senses' ethos, while Holiday Inn can capitalize on the trend towards affordable family and business travel (Kaplan, 2022).
- Technological: Advancements in digital marketing and online booking platforms present opportunities for both brands, especially for Holiday Inn, which targets a tech-savvy demographic (Olsen, 2021).
- Legal: Compliance with international and local hospitality regulations, particularly in health and safety, is crucial for both brands (Jennings, 2021).
- Environmental: Six Senses’ commitment to sustainability aligns with environmental concerns, while Holiday Inn faces increasing pressure to enhance its environmental initiatives (Baxter, 2021).
In summary, the SWOT and PESTLE analyses reveal distinct challenges and opportunities for Six Senses and Holiday Inn. Six Senses leverages its luxury and sustainability to attract a niche market, while Holiday Inn's broad appeal and affordability position it as a versatile player in the hospitality sector.
The 7 Ps of the marketing mix - Product, Price, Place, Promotion, People, Process, and Physical Evidence - offer a comprehensive framework to compare the marketing strategies of Six Senses and Holiday Inn.
Six Senses:
1. Product: Six Senses is renowned for its luxurious, eco-friendly resorts and wellness-oriented services, offering unique experiences like spa treatments and yoga retreats (Thompson, 2022).
2. Price: The brand adopts a premium pricing strategy, targeting affluent customers seeking exclusive, high-end experiences (Blackburn, 2021).
3. Place: Six Senses resorts are often located in secluded, exotic destinations, emphasizing tranquillity and a connection with nature (Walters, 2022).
4. Promotion: The brand focuses on high-quality, experiential marketing, leveraging its sustainability and wellness USPs to attract luxury clientele (Hanson, 2021).
5. People: Exceptional service is a hallmark, with staff trained to provide personalized, high-touch experiences to guests (Foster, 2022).
6. Process: The customer journey is seamless and luxurious, from booking to post-stay, ensuring a high level of customer satisfaction (Lowe, 2021).
7. Physical Evidence: The design and ambiance of their properties reflect upscale luxury and commitment to sustainability (Gibson, 2021).

Holiday Inn:
1. Product: Holiday Inn offers practical, comfortable accommodations aimed at families, business guests, and casual tourists, focusing on reliability and functionality (Murray, 2022).
2. Price: The brand employs a competitive pricing strategy, appealing to budget-conscious guests seeking value for money (Davidson, 2021).
3. Place: Located in urban, suburban, and airport areas, Holiday Inn properties prioritize convenience and accessibility (O'Connor, 2021).
4. Promotion: Marketing strategies emphasize affordability, convenience, and a broad appeal, often leveraging digital and social media channels (Klein, 2022).
5. People: Staff is trained to provide efficient, friendly service, catering to a diverse range of guest needs (Adams, 2021).
6. Process: Processes are streamlined for efficiency, with a focus on easy booking and check-in procedures (Turner, 2021).
7. Physical Evidence: The design and ambiance are modern and functional, aimed at providing a comfortable and practical experience (Nguyen, 2021).
The marketing mix of Six Senses and Holiday Inn highlights their distinct market positioning and target audiences. Six Senses’ focus on luxury, exclusivity, and sustainability is evident in its premium pricing, unique locations, and personalized services, targeting a niche market of affluent guests. In contrast, Holiday Inn’s strategy found itself around accessibility, affordability, and practical comfort, appealing to a broader, more diverse customer base. These differences reflect each brand's strategic goals and understanding of their respective markets. The marketing mix of each brand aligns with their overall business objectives, demonstrating a tailored approach to meet the needs and preferences of their distinct customer segments.
Segmentation, Targeting, and Positioning (STP) are critical in understanding how Six Senses and Holiday Inn tailor their marketing strategies to distinct customer segments. Using tools like Similar Web provides valuable insights into their audience demographics and behaviours.
Six Senses:
- Segmentation: Six Senses primarily focuses on affluent guests who value exclusivity, luxury, and sustainability. This segment often includes older, wealthier demographics, who are willing to pay a premium for unique and personalized experiences (Kapferer& Bastien, 2019).
- Targeting Strategy: The brand targets this segment through high-end marketing channels and partnerships, emphasizing its commitment to luxury, wellness, and environmental stewardship. This is evident in its choice of remote, exotic locations and its focus on sustainable practices.
- Positioning: Six Senses positions itself as a leader in the luxury eco-friendly hospitality market. It differentiates itself by offering not just accommodations but holistic experiences that include wellness programs and sustainable practices (Cheung & Lam, 2020).

Holiday Inn:
- Segmentation: Holiday Inn targets a broader demographic, including families, business guests, and budget-conscious tourists. This segment values practicality, convenience, and affordability (Morrison & Crane, 2020).
- Targeting Strategy: The brand employs a mass-market strategy, focusing on accessibility and value for money. This is reflected in its competitive pricing, widespread locations, and marketing campaigns that emphasize convenience and reliability.
- Positioning: Holiday Inn is positioned as a reliable, affordable choice for a wide range of guests. It is seen as a practical option, offering comfortable and functional accommodations without the frills of luxury brands (Gibson, 2021).
Comparing the STP strategies of Six Senses and Holiday Inn highlights their distinct approaches. Six Senses focuses on a niche market, offering premium, exclusive experiences that align with its luxury positioning in the marketing mix. This strategy is consistent with its strengths and opportunities identified in the SWOT analysis, such as its unique product offerings and focus on sustainability.
In contrast, Holiday Inn's broader segmentation and targeting strategy align with its strengths in accessibility and affordability, as identified in its marketing mix. Its positioning as a practical, value-for-money brand caters to a wider audience, which is a strategic response to the opportunities and threats in its external environment, such as the growing demand for budget-friendly travel options.
In conclusion, the STP analysis of both brands reveals how their marketing strategies are intricately linked to their segmentation and positioning in the market. Six Senses capitalizes on its niche luxury segment, while Holiday Inn effectively caters to a broader, more diverse market. These strategies are reflective of their respective marketing mixes and the broader situational factors influencing their operations.
The initial thesis, suggesting that Holiday Inn's marketing strategies target younger generations with a focus on affordability and digital engagement, while Six Senses appeals to wealthier, older demographics through luxury and sustainability, was largely confirmed. The analysis of their marketing mix, segmentation, targeting, and positioning strategies revealed clear distinctions, aligning with these demographic preferences and reinforcing their respective market positions.
The essay revealed distinct marketing strategies of Six Senses and Holiday Inn. Six Senses focuses on luxury, sustainability, and a niche market, while Holiday Inn targets broader demographics with affordability and convenience. Their marketing mixes, segmentation, targeting, and positioning strategies are tailored to their respective audiences, confirming the initial thesis about their different approaches to market appeal.
The study underscores the importance of adaptive marketing strategies in the hospitality sector. Future research could explore the influence of global economic shifts and cultural trends on these strategies (Baker & Sweeney, 2023). Investigating the integration of artificial intelligence in customer service and marketing within the hotel industry also presents a promising area for further study (Hughes & Moscardo, 2022).
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