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Six Senses and Holiday Inn are two multinational hotel brands which are the leaders in their target demographic. Both are extremely contrasting in the audiences they attract. In this paper we will be delving into the different marketing strategies which are used and comparing them against each other. With a quick glance at both chains its quite simple to see that their target audiences are on opposite sides of the wealth spectrum. Six senses seem to target the older, wealthy generation and Holiday Inn obtains clients from the working-class background. The style of hotels differs, with Holiday Inn being simple with functional designs that are continued throughout the whole chain. Prices are affordable and locations are usually near city centres but also run along the motorways. Six Senses hotels are placed in areas which some would call paradise with excellent customer service and extra detail applied to the well-being side of their customers. Their prices are a lot higher and in a completely different price range from the Holiday Inn hotel, which shows itself in how Six Senses tangible and intangible assets differ. We are comparing these two multinational hotel brands by looking into the situational internal and external analysis, the marketing mix and lastly segmentation targeting and positioning.
Firstly, we will focus on Six Senses then marry the two towards the end. Six senses offer luxury retreats in idyllic locations, some would call paradise, the brand has a built-in well-being and sustainable outlook. Intangible assets within Six Senses have always pushed the boundaries of the new service culture such as, ‘offering overnight tours in Cambodia from their hotel in Southeast Thailand, this is a one-night package that includes stay, flights from their private flight strip, visa, and a guide. “Offering this unique service which costs around $2000 is paving the way for new service culture” (Tourist Trade Gazette Oct 2010) Six Senses anticipate demand and create demand though innovations. Possibilities are endless for Six Senses as the more money their customers have to spend the more ways in which Six Senses can create the ultimate get aways. ‘Six Senses have a gaining advantage by training internally, they have developed and introduced training programs with have been rolled out by their President Mel Galetti’. By training their staff in house, which is similar to how The Ritz operate, it establishes the character for the hotel brand. Tangible assets are unparalleled within the hospitality industry, a positive attitude from staff and calming atmosphere really defines the ambiance. Galleti believes “the main challenge for Six Senses is the evolution of the company, with an added strategic approach.” The President of Six Senses seems to have a plan with ways to keep up with the customer ever growing demands, with an added innovate edge, which will distinguish Six Senses from other hotel chains within their market range. Secondly, we will delve into Holiday Inn, this multinational hotel chain offers affordability in comfortable stylish though small rooms. All facilities are family friendly.  With families in mind, they offer free nights for children under a certain age and add in cots for no extra charge, older children can cost around £15 to add depending on their age.  These hotels usually run along the motorways but also in city centres, perfect for last minute breaks away. Holidays Inn, moto is simple start, spot on. Which shows throughout their brand. Their rooms are simple, clean clutter free spaces, have great accessibility. They differ in many ways from location to the tangible and intangible assets they both have to provide. From the outlook, Six Senses supply their customers with a fantasy holiday, if you can afford to stay with them, they can make your dreams come true. On the other hand, Holiday Inn is very meek in comparison, they supply a conveyor system. You get what you pay for with the Holiday Inn which is a top contender for its price range. I feel it's unfair to compare the two, when one is high end and the other is high street. It's like compare adli to Waitrose. 
For the middle part of this essay we will explore the marketing mix of both multinational hotel brands, Holiday Inn is a contemporary residence which offers bed and breakfast, they have recently undergone a ‘mutli million-pound renovation’ to bring its brand into the 21st century. They offer their best rates if booking with them directly and with the bonus that if you ‘find another hotel cheaper, your first night is on us!’ Which seems very enticing especially for young families that are finding things tough right now. Their website is easy to navigate, and all prices are visible to see, there booking system is also remarkably simple to use. Holiday has recently launched a ‘global $100 million dollar campaign called the Stay You’ through there survey's they have found what customers enjoy about staying at Holiday Inn and the main reason they like their stay, is so they can relax and ‘take their game face off.’ This is a commendable approach as the world we live in is so fast paced. Kevin Kowalski, Senior Vice President states “Everything we do in our hotels, from our lobbies to our rooms, to our friendly and genuine service reinforces this feeling. The Stay You campaign just confirms what they love about us in a fun memorable way.” Moving forward Six Senses is a luxury holiday resorts, which is prolific in its destinations and customer service, their resorts often have spa, sports facilities. Which offer a range of different activities to keep you enticed during your break away. Six Senses accommodations differs immensely from Holiday Inns as they offer villa styled apartments and houses, most have built in private pools for that added luxurious feel. They also ‘care deeply about the environment and adapt to the cultures they have their resorts around, often relying on help from the locals to grown organic products and also cut down on the waste they produce by replanting coral and reforestation projects.” Price varies from location with Six Senses and their accommodation is usually four to eleven times the price for a Holiday Inn room. Six Senses has recently ‘unveiled The Edit by Six Senses which pulls content using hashtags from Facebook, Instagram, Pintrest, You Tube and Twitter.’ The aim is to generate customers who are considering a stay at Six Senses and will use hashtags for content, then when certain hashtags are searched, they will be directed to their own website. This is something new or may not even been done before with the concept of a holiday resort. Therefore, we can see many differences between these two brands, the one thing they do have in common is their customer satification is always at the forefront of both brands. This analyse of these two brands has been quite difficult as I've struggled with comparing them together. They are both complete opposite sides of the wealth spectrum. And that Holiday Inn is the underdog here. With the millions that has been spent to update their accommodation and run their ad campaign, I'm they will be successful. 
Finally, we will investigate into the segmentation targeting and positioning, to do this we will use simialarweb.com to compare and analyse the two multinational brands. First, we will look at the direct bookings, Holiday Inn takes the forefront with 21.95% whereas Six Senses attracts 19.19% this indicates that Holiday Inn receives more booking via their sites and via phone, this could be down to many varied reasons, one being affordability as we are in a cost-of-living crisis. Holiday Inn is used for business as well as families and local travellers. Six Senses is targeted towards the older wealthy customers while in contrast Holiday Inn obtains customers from a wider spectrum and appeals to all customers, even those that would avail themselves to stay at a Six Senses resort. Holiday Inn takes the lead once again with paid search including top referring websites such as igh.com, Holiday receives all the traffic compared with Six Senses from ads via websites, the percent total is 100%. Which it cannot get any better than that for Holiday Inn, but considering they have just launched a multi-million-pound campaign it is working.  Holiday Inn dominates once again with social traffic on Facebook with 96.44% with Six Senses 62.13% which makes me think that the customers that can afford to spend a few weeks away at Six Senses do not spend their time on social media sites. It's like that old saying about Ferraris or Rolls Royce's they do not advertise on television because their customers are not sitting around watching television. Which leads me to my final part Six Senses takes the forefront with 100% across all mainstream publishers that refer customers to selected websites on a desktop, which makes me ponder upon the idea that Six Senses customers are wealthy, older ex business tycoons and also leaders in whatever their field was, as most of the older generation do prefer the use of desktops rather than mobile phones.
In conclusion, Six Senses hosts idyllic locations with a thirst for excellence, which shows in customer reviews that I've read on trip advisor. Both hotel brands have recently up graded and started new advertisement campaigns. There are many differences between the two which are very plain to see with the price and locations that both are placed in. They also have similarities in there need and want to improve their facilities. They both take their customers want seriously and do there upmost to provide what is asked on them. Due to the cost-of-living crisis, I feel this has impacted on the Six Senses brand, as people even the very wealthy are more careful with their spending.
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