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According to Mannion (2018), the fundamentals elements, strategies and principles that are imperative in order to ensure effective marketing are known as marketing essentials and the crucial marketing essentials are market research, marketing mix, target market identification, digital marketing, integrated marketing communication (IMC) and so on. These aspects work as a foundation for generating appropriate market campaigns, attracting target consumers as well as obtaining the ultimate objectives of businesses. The essay basically focuses on comparing the marketing methods of two multinational hotel brands. The names of the given organisations are “Hotel Inn” and “Six Sense” in order to prepare the essay. One of the most well-known hotel chains is Hotel Inn which offers hospitality and accommodation services globally. The organisation concentrates on giving convenient and comfortable stays for leisure as well as business travellers. On the other hand, a luxury hospitality brand is Six Senses which focuses on wellness, sustainability and mesmeric experiences. In the following segment, different marketing methods of these brands including external components, marketing mix, segmentation, positioning strategy and so on have been compared.


An evaluation of external and internal forces that affect the overall performance and competitive position of an organisation is known as situational analysis and the two popular frameworks of situational analysis are SWOT analysis and PESTEL analysis. These frameworks have been applied to Hotel Inn and Six Senses and various elements have been determined that impact the organisations. The core strengths of Hotel Inn are plenty of resources, a global presence, strong brand recognition and reputation, a diverse target market and so forth. Besides, Six Senses’s strengths are a luxury brand position, unique locations for resorts, high quality accommodation services, a powerful appealing ability and so on (Bowie, 2017). On the other hand, lack of differentiation and limited personalised experiences are the major weaknesses of Hotel Inn. And, the weaknesses of Six Senses are limited presence, a higher pricing strategy and so on. These strengths and weaknesses have been identified by assessing the internal components of businesses. And, various external elements and environments such as political elements, economic elements, social elements, technological elements, legal elements and technological elements have been assessed in order to identify the opportunities and threats of organisations and these elements impact both organisations in the same way. However, the major forces are government regulations, political stability, changing preferences of consumers, local and international regulations, employment and labour legislation, environmental sustainability, climate change and so on that have significant impact on organisations (Bright, 2021). Due to these factors, Hotel Inn and Six Senses are getting several opportunities as well as facing some challenges. Organisations can enlarge their businesses into new emerging markets as the tendency of people to travelling is increasing day by day. Besides, they can improve their customer experience by integrating advanced technologies and these will also aid organisations in reducing costs and maximising profit levels as well. In order to attract individuals who are conscious of the environment, they can take various sustainability initiatives (Cai, 2004). Furthermore, the organisation can collaborate with conservation organisations and local communities. Apart from these, Hotel Inn and Six Senses have to deal with various common challenges including the economic downturn, increasing competition, and potential regulatory and environmental changes. Moreover, Hotel Inn focuses on convenience and affordability while Six Senses has the opportunity to target a niche market of affluent travellers who seek luxury.
According to Dangelico (2017), a foundation model of businesses is a marketing mix that contains several elements such as product, price, place, promotion, people, process and physical evidence. A range of accommodations is provided by Hotel Inn involving standard rooms and suites, and it concentrates on offering convenient and comfortable stays. In order to attract cost-conscious individuals, it offers competitive pricing and position itself as an affordable hotel brand. It maintains its quality and services strictly (Floričić, 2021). One of the main strengths of the organisation is its global presence as it has a wide range of locations in famous destinations and major cities. Besides, the organisation has a strong and diverse promotion strategy that involves a wide spectrum of elements such as loyalty programs, advertising campaigns, digital marketing and so on. It also maintains partnerships with travel agencies. The major aim of the promotional strategy is to illustrate affordability, quality and convenience, of the services in order to reach target customers (Horch, 2018). In order to provide helpful and friendly assistance as well as make sure a pragmatic experience, the organisation has trained its staff. Furthermore, Hotel Inn focuses on the efficiency of processes in order to give a smooth and consistent check-in and check-out experience. The physical pieces of evidence of the organisation are hotel properties, rooms, lobby and so on and they are kept clean and comfortable. On the other hand, the core products of Six Senses are luxury villas and suites and it also provides high-quality accommodation services and personalised experiences. Besides, the organisation offers a premium pricing strategy in order to illustrate exclusivity as well as a high-end experience (Ivanova, 2016). It has positioned itself as a luxury brand. The organisation mainly targets affluent travellers. Besides, various exclusive and picturesque locations are selected by Six Senses for their resorts. Creating a unique and immersive environment is the main aim of the organisation for its customers. In order to attract target customers, various targeted marketing offers are employed by the organisation such as digital marketing, collaboration with influencers, partnership with affluent travel agencies and so forth (Jain, 2013). Besides, the workforce of the organisation is trained and observed very strictly in order to make sure that they can provide exceptional services. Furthermore, the major priorities of the organisation are to provide seamless, luxurious and personalised services to guests. The physical pieces of evidence of the organisation are unique design elements, luxurious villas, resort properties and so on. However, the organisations follow two different pricing strategies. And, their target markets are different. Besides, their promotional strategies are not identical. Moreover, their ways of maintaining people, processes and physical pieces of evidence are quite the same (Jobber, 2020).
Another crucial framework of marketing is STP analysis which means analysing the segmentation, targeting and positioning of an organisation. Market segmentation refers to a strategy in which the mass market is classified based on certain characteristics (Smith PR & Zook ZE. 2020). Hotel Inn has segmented its market into three categories including demographic segmentation such as individual tourists, families, and so forth, psychographic segmentation such as cost-conscious travellers, and behavioural segmentation such as leisure travellers, business travellers, group travellers and so forth (Martensen, 2017). On the other hand, Six Senses has segmented its market into three categories including demographic segmentation such as affluent couples and individuals who seek unique and immersive experiences, psychographic segmentation such as well-conscious and sustainability travellers, and behavioural segmentation such as individuals who seek personalised experiences, immersive activities and luxury accommodations (Lehmann, 2019). On the other hand, targeting strategy refers to the selection of probable individuals to whom an organisation desire to sell services. The main aim of the targeting strategy of Hotel Inn is to expand the customer base by attracting cost-conscious travellers, families and business professionals. Besides, the targeting strategy of Six Senses revolves around alluring individuals who want wellness, sustainability, and luxurious and exclusive experiences. Furthermore, a positioning strategy refers to a marketing tactic that concentrates on discerning a brand from its rivals. In order to attract cost-conscious individuals, Hotel Inn offers competitive pricing and position itself as an affordable hotel brand. On the other hand, Six Senses offers a premium pricing strategy in order to illustrate exclusivity as well as a high-end experience (Kotler, 2020). It has positioned itself as a luxury brand. For each and every brand, the components of the marketing mix are product, price, promotion and physical pieces of evidence that are shaped in order to cater for the target customers. Besides, the situational analysis compiling the SWOT framework and PESTEL framework has provided insights into the external components impacting the positioning and overall strategies of brands. The STP strategies of Hotel Inn and Six Senses have been constructed in regards to the opportunities as well as challenges figured out in the situational analysis. Moreover, Brands like Hotel Inn and Six Senses can meet up the need and preferences of the respective target markets and distinguish themselves from rivals by aligning the components of the marketing mix with target segments and positioning strategies (Jung, 2017).


Marketing is an impartial portion of a business organisation and the crucial marketing essentials are market research, marketing mix, target market identification, and digital marketing. However, in the hospitality industry, two definite brands are Hotel Inn and Six Senses. They have their own unique strategies and positions in the market. Besides, their marketing mixes components such as product, price, place, and promotion are differently designed in order to cater for their respective target customers. And, their ways of maintaining people, processes and physical pieces of evidence are quite the same. Moreover, Hotel Inn focuses on convenience and affordability while Six Senses has the opportunity to target a niche market of affluent travellers who seek luxury
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