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The hotel brands chosen for this essay`s study are Holiday Inn and Six Senses which are two well-known hotel brands, both part of InterContinental Hotels Group[endnoteRef:1]. Holiday Inn is a mid-range hotel brand founded in 1952 in USA. The brand expanded globally quickly and it is one of the largest hotel chains in the world with over 4.000 properties in over 100 countries and is known for its focus on affordability and accessibility, offering comfortable accommodations and convenient amenities to budget-conscious travelers. [1:  

] 

In contrast, Six Senses is a luxury hotel and resort brand that was founded in 1995. The brand quickly gained recognition for its unique design, focus on sustainability, wellness and exceptional service. Since then, Six Senses has expanded to include properties in some of the world's most beautiful and exotic locations.
This essay will expand on similarities, differences and will offer a closer analysis on their marketing endeavors in accordance with their brand values. To do so, we will use instruments like: SWOT and PESTLE analysis and different tools that confirm our initial statements.
In the following part of the essay, we will make a situational and external marketing analysis of both brands. The SWOT framework of both Holiday Inn and Six Senses in comparison reveal the following:
As strengths, Holiday Inn[endnoteRef:2] is a well-established brand that offers a consistent and reliable hotel experience across its properties worldwide. Six Senses is a luxury brand that offers unique and exclusive experiences to its guests. It focuses on wellness and sustainability and offers eco-friendly amenities and services (IHG, 2021b). [2:  

] 

Both brands are part of the InterContinental Hotels Group, which provides them with access to resources and expertise, including technology, marketing and operations support. Both brands have a global presence, which allows them to tap into different markets and cultures.
For weaknesses we have identified that Holiday Inn is perceived as a budget hotel, which may not appeal to high-end travelers and this perception may limit its ability to compete with other mid-scale and upper-scale hotel brands (Strategic Management Insight, 2021). For Six Senses we know that is a relatively new brand that may not have the same level of brand recognition as other luxury brands.
As opportunities, there is a growing demand for sustainable and eco-friendly tourism, which could be an opportunity for Six Senses to differentiate itself and attract environmentally conscious travelers (World Tourism Organization, 2021). There is potential for expansion into new markets, particularly in emerging economies, where there is a growing middle class and increasing demand for travel and tourism.
As threats, the COVID-19 pandemic has had a significant impact on the hospitality industry and may continue to do so in the future. The pandemic has resulted in decreased demand for travel and tourism, as well as increased health and safety concerns among travelers (IHG, 2020). There is intense competition that comes from both traditional hotel brands and new players in the sharing economy, such as Airbnb (Strategic Management Insight, 2021). There are political and economic risks associated with operating in different countries, which could affect the profitability of both brands. These risks include changes in government policies[endnoteRef:3], currency fluctuations, and instability in certain regions (IHG, 2021a). [3:  
] 

As for the PESTLE analysis, it reveals that both brands face difficulties in navigating the world scene. From a political point of view, the instability and government policies could affect the ability of both brands to operate in different countries. Also, changes in visa requirements and travel restrictions could impact the number of international travelers.
With regards to economy, the economic downturns and recessions could affect the disposable income of consumers and their willingness to travel like the 2008 global financial crisis which resulted in decreased demand for travel and tourism (Euromonitor International, 2020). Also, exchange rate fluctuations could impact the profitability of both brands, particularly if they operate in different countries.
From a social stand, changing consumer preferences and behaviors could affect the demand for both brands. Also, demographic changes, such as an aging population or the emergence of new market segments, could also impact the demand for travel and tourism (Euromonitor International, 2020).
Advancements in technology, bring good and bad news. Mobile applications and artificial intelligence, could improve the guest experience and increase operational efficiency for both brands, but it could also disrupt the traditional hospitality industry, particularly with the emergence of new sharing economy platforms, such as Airbnb.
Environmentally, there are some concerns, such as climate change and pollution. Changes in weather patterns or natural disasters could impact travel patterns, while the demand for eco-friendly and sustainable tourism could benefit more Six Senses (World Tourism Organization, 2021), but nonetheless both brands have committed to sustainability initiatives, such as reducing their carbon footprint and promoting sustainable tourism practices (IHG, 2021a; IHG, 2021b).
Legally, there are various regulations and requirements that both brands must comply with such as health and safety standards, labor laws, and intellectual property rights. Also, changes in laws and regulations, such as tax policies or environmental regulations, could impact the operations and profitability of both brands (Euromonitor International, 2020).
	Now, we will analyze the different brand targeting and market positioning for each brand. We call this the Marketing mix and it refers to the 7P: product, price, place, promotion, people, process and physical evidence. 
Both Holiday Inn and Six Senses offer hotel accommodations, but they differ in terms of their positioning and the types of experiences they offer. Holiday Inn is positioned as a mid-range hotel brand that offers practical and affordable accommodations, while Six Senses is positioned as a luxury hotel brand that offers unique, indulgent, and sustainable experiences.
The price of a hotel stay at Holiday Inn varies depending on the location, time of year and type of room. Generally, Holiday Inn's pricing is mid-range and affordable for budget-conscious travelers. The price of a hotel stay at Six Senses is much higher than Holiday Inn due to its luxury positioning and the premium experiences it offers, but they both have online booking and check-in options that make the process of booking more convenient for customers.
Both hotel chains have a global presence with locations in multiple countries: Holiday Inn in more than 100 countries (Holiday Inn website, "About Us") and Six Senses has hotels and resorts in destinations such as Thailand, Maldives, Fiji, and Portugal (Six Senses website, "Resorts). They both invest in design and decor to create a welcoming and comfortable atmosphere for their own guest segment. 
For promotion, both Holiday Inn and Six Senses use a mix of traditional and digital marketing channels to promote their brands and attract customers. Holiday Inn uses TV ads, print ads, billboards, and social media marketing, while Six Senses uses luxury travel magazines, online ads, social media influencers, and email marketing. But when it comes to personnel, they both invest in training and development programs to ensure that their staff provide excellent customer service and deliver on the brand promise.
The customer segments reveal two very different types of clients for these hotels: 
While the Holiday Inn is known for its affordable prices, making it an attractive option for budget-conscious travelers, Six Senses is a high-end luxury hotel brand that offers unique and indulgent experiences to luxury travelers. According to a study conducted by the hotel chain, over 75% of Holiday Inn guests said that the price was the most important factor in choosing their accommodation (IHG Annual Report 2020, page 18), while Six Senses's focus on luxury is evident in its pricing, which can be significantly higher than other hotels in the same location. According to a report by Skift, Six Senses targets "ultra-luxury travelers who value experiences and wellness over opulence" (Skift, "Six Senses Hotels' CEO on the Future of Wellness and Luxury Travel," August 30, 2018).
	The pool of clients for Holiday Inn varies from families which choose Holiday Inn for the swimming pools, kids' clubs, and family rooms to cater to families traveling with children (over 40% (IHG Annual Report 2020, page 18); business travelers (over 60% (source: IHG Annual Report 2020, page 18); conference and events.
	In contrast, the main clients for Six Senses are luxury travelers, health and wellness seekers and sustainable and eco-conscious travelers. According to a report by the Global Wellness Institute, "Six Senses is one of the most high-profile luxury wellness hotel brands" (Global Wellness Institute, "The Global Wellness Economy Monitor," October 2020, page 50).
As result of these analysis we conclude that both brands must adapt to changing consumer preferences and behaviors, as well as navigate the impacts of political, economic, technological, environmental, and legal factors on their operations and profitability. However, they also have strengths, such as their brand recognition and global presence, which provide a foundation for growth and success in the industry. Despite their different brand positioning, both Holiday Inn and Six Senses are well-established hotel brands that have built strong reputations.
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Key trends:

2019 was another year of strong growth, though interational
arivals grew below the exceptional rates seen in 2017 (+7%)
and 2018 (+6%).

« Demand was somewhat weaker for travel to advanced
‘economy destinations in different regions.

« Uncertainty surrounding Brexit, geopolitical and trade
tensions, and the global economic slowdown, weighed on
growth.

« 2019 was also the year of major shifts in the sector with the
collapse of travel group Thomas Cook and several low-cost
airlines in Europe.

« Al regions enjoyed an increase in arrivals in 2019, led by the
Middle East (+8%). Asia and the Pacific and Europe both saw
4% growth.

« Against a backdrop of global economic slowdown, tourism
spending continued to grow, most notably among the world's
top ten spenders.

« France reported the strongest increase in international
tourism expenditure among the world's top ten outbound
markets (+11%), while the United States of America led
growth in absolute terms (+USD 8 billion).




