



The term Marketing is a essential part of any business, it acts as a substantial position in determining the success of the organisation. It is the progression of recognising, predicting and sustaining customer demands through the establishment, elevation and allocation of products and services. In the hospitality industry, marketing is particularly important, as it helps hotels to differentiate themselves from their contenders and attract customers to their establishments. ‘Within the hotel and hospitality industry, competition is one of the biggest challenges for individual hotels to contend with. Hotel marketing is essential, as it is how hotels can promote their property, highlight their unique features, ensure it stands out from rivals, and establish the benefits of staying there’. (Unknown Author 2023) The hotel industry is highly competitive, hotels must use effective marketing strategies to stand out from their competitors. The marketing strategies used by hotels vary depending on the type of hotel, the target market, and the location of the hotel. However, there are some common marketing strategies that are used by most hotels, such as social media marketing. There are different types of social media that hotels use to promote their business such as Twitter, Facebook and Instagram this helps to attract new customers and to engage with them. The Hotels use social media to stage and promote their facilities and share customer reviews and feedback. ‘For hotels, social media can not only help to promote the business, but it can also create a strong online presence’. (E Zee Editorial Team 2020). In this Essay I am going to compare the marketing methods and tactics of two multinational hotels which are Six Senses and Holiday Inn, while both hotels are leaders in the hospitality industry, they differ in their target audience and marketing strategies.

In the marketing industry they follow the 5ps which are promotion, price, product and people and People. ‘The 5 Ps of Marketing – Product, Price, Promotion, Place, and People – are key marketing elements used to position a business strategically. The 5 P’s of Marketing, also known as the marketing mix, are variables that managers and owners control to satisfy customers in their target market, add value to their business, and help differentiate their business from competitors.’(CFI Team 2023) The Term Product states to the hotel's physical and insubstantial offerings, including the quality of the rooms, amenities, and services. Price refers to the cost of the hotel's offerings and how they are priced relative to competitors. ‘Pricing is one of the key determiners of a customer’s decision. Especially if you have accessible competitors, a customer will often vet all options before choosing one. So, a marketing strategy needs you to correctly price your product while not only considering what your customers can pay but also considering what your competitors are charging’. (Nilangan Ray 2021) Place refers to the hotel's location and accessibility, as well as the convenience of its facilities to guests. ‘Place refers to where, to whom, how and when you should sell the products to register the maximum profit. In the place, you also have to consider the right marketing channels and other ways of getting the product to your targeted customers’. (Unknown Author 2022) Promotion refers to the hotel's marketing and advertising efforts, including social media, email marketing, and loyalty programs. ‘After you know where and when to promote a product, it’s time to turn ideas into action. Promotion may include digital and traditional advertising — from online ads to radio and television commercials — as well as email & social media marketing, search engine optimization and more. Mapping out the customer journey helps brands zero in on the customer motivations, key events and potential areas of friction inherent in the buyer’s journey. The goal is to optimize each and every touchpoint to maximize return on investment’. (ActionIQ Team 2023) People refer to the hotel's staff and their ability to supply outstanding customer service and establish a welcoming and a positive atmosphere for guests. All these factors work together to shape the guest experience and influence their decision to book a stay at a particular hotel. 

Six Senses is a comfort hotel group that operates inside several countries worldwide. ‘Six Senses is an award-winning and very unique hotel group, that offers exceptional guest experiences in remote and exquisite locations, such as majestic mountains, coral-fringed bays, romantic valleys and inspiring city districts’ (Unknown Author 2021). Six Senses hotel marketing strategy is centred around sustainability and wellness, and it aims to provide customers with an unforgettable experience that is both eco-friendly and rejuvenating. ‘After distinguishing the target groups, we can characterize marketing strategy, designed for millennials, families, and couples. According to the offers, values, and target groups of the hotel, their strategy refers to differentiated and concentrated (Niche) marketing. Millennials tend to be extremely open-minded, very curious, influenced by sustainability, always interested in getting new experiences as well as seeking for intellectual development.  Six Senses reflect on the tendencies in young people and provide correlated services. (Unknown Author 2019) Six Senses marketing strategies includes the price, promotion, product and place. The product aspect of Six Senses marketing tactics is driven on providing customers with an exceptional and extraordinary experience that is centred around sustainability and wellness. ‘We are working with a great team of experts on continuously evolving our presence and content across the key social media channels. We have created an online learning hub which is now in its fifth year, allowing selected participants from each Six Senses resort to elevate their multi-media content creation skills, while ensuring that they convey the ethos and vision of our brand and meet commercial objectives’. (Neil Jacobs 2019) The hotel's rooms and facilities are designed to provide customers with a sense of tranquillity and relaxation, and the hotel's staff is trained to provide personalized service that meets the needs and wants of each customer. ‘All new hosts undergo orientation training, in which they receive an induction to all of the company brand philosophies and resort initiatives. This includes a presentation on sustainability and a tour of the resort operations, and an introduction to all marine biology initiatives including our three partner NGO’s’. (Unknown Author 2023). Six Senses is a hotel chain that stands out from its competitors by offering a sustainable and wellness-focused experience that is unmatched. The hotel's marketing strategy is centred around these two key themes, and the hotel's marketing mix reflects this focus. The product aspect of the marketing mix is designed to provide customers with a unique and unforgettable experience that is centred around sustainability and wellness. The hotel's rooms and facilities are designed to promote relaxation and rejuvenation, and the hotel's staff is trained to provide personalized service that meets the needs and wants of each customer. Additionally, the hotel's dedication to sustainability is contemplated in its use of eco-friendly materials, its focus on reducing waste and energy consumption, and its support for local communities.

In terms of price, Six Senses is positioned as a premium hotel chain that offers customers a luxury experience that is worth the price. The hotel's prices are higher than those of its competitors, but the hotel justifies this by offering customers a unique and sustainable experience that is unmatched by other hotels. Six Senses' promotion strategy is centred around social media and influencer marketing. ‘The design of the site is centred on the concept of empathy, a visual and verbal communication to captivate users and take them on a personal journey of discovery. They can search for specific information about the destination or use the site to gain inspiration for their future travel ambitions. Creating a one-to-one customer experience contributes significantly to engaging people for longer on the site. This is whether they have already stayed at a Six Senses property, are planning to, or simply escaping from a dull and rainy day into the sunny skies and azure waters brought to life through the photography’. (Unknown Author 2019) The hotel uses social media to showcase its facilities and services, and it partners with influencers to promote its brand to a wider audience. Additionally, Six Senses' place strategy is focused on operating in locations that are known for their natural beauty and sustainability. The hotel's locations are carefully chosen to provide customers with a unique and memorable experience that is in line with the hotel's brand identity.



One of the key strengths of Six Senses marketing strategy is its concentration on sustainability and wellness for the customers. The hotel's dedication to sustainability is contemplated in its use of environmentally friendly resources, its emphasis on reducing waste and energy consumption and its support for local communities. Furthermore, Six Senses on wellness is reflected in its facilities and services, which are designed to promote relaxation and rejuvenation. The hotel's marketing messages highlights the importance of sustainability and wellness, this has helped to assist to distinguish the hotel for its participants and to help draw customers who are looking to have a unique and sustainable involvement.


On the other hand, Holiday Inn is a hotel chain that is focused on providing customers with affordable accommodation that is comfortable and convenient. ‘Providing leisure guests, business customers and families with great places to stay since it opened the doors of its first hotel in 1952, Holiday Inn is an award-winning global icon, with more than 1,000 hotels and an ever-expanding pipeline of properties around the world’. (Unknown Author 2023) The hotel's marketing strategy is centred around providing customers with value for their money, and it aims to attract customers who are looking for a budget-friendly option. ‘The Look Again campaign reinforces the strengths of todays Holiday Inn and prompts guests to Look Again to see how the iconic brand they think they know has continued to evolve to meet their needs, said Mark Snyder, senior vice president of Brand Management for Holiday Inn Hotels and Resorts in the Americas’. (Michael Milligan 2006) Holiday Inn's marketing strategy includes the price, product, place and promotion. ‘The 'We’re There' campaign strives for authenticity by communicating the role played by both brands in connecting people worldwide since the opening of the first Holiday Inn in Memphis back in 1952 right through to the present day. The brand operates a family of nearly 4,000 venues worldwide’. (John Glenday 2019) The product aspect of Holiday Inn's marketing strategy is focused on providing customers with a comfortable and convenient stay that meets their basic needs. The hotel's rooms and facilities are designed to provide customers with a comfortable and functional stay, and the hotel's staff is trained to provide efficient service that meets the needs and wants of each customer. In terms of price, Holiday Inn's marketing strategy is focused on providing customers with affordable rates that are competitive with other budget-friendly hotels in the market. The hotel's pricing strategy is designed to appeal to customers who are looking for a budget-friendly option, while still providing a comfortable and convenient stay. In terms of promotion, Holiday Inn's marketing strategy is determined on reaching customers through a variation of routes, including social media, email marketing and advertising. The hotel's promotional messages emphasize the hotel's affordability and convenience, while also highlighting the quality of its rooms and facilities. Finally, in relations of place, Holiday Inn's marketing strategy is focused on providing customers with convenient locations that are accessible and easy to find. The hotel's properties are in key locations such as airports, city centres and tourist destinations, making them an ideal choice for customers who are looking for a convenient and budget-friendly stay. By focusing on the product, price, promotion, and place, Holiday Inn has been able to establish itself as a leading budget hotel chain, providing customers with a reliable and affordable accommodation option that meets their basic needs.

In terms of segmentation, targeting, and positioning, Six Senses targets customers who are looking for a luxury experience that is centred around sustainability and wellness. The hotel's positioning is focused on providing customers with a unique and unforgettable experience that is eco-friendly and rejuvenating. On the other hand, Holiday Inn targets customers who are looking for affordable accommodation that is comfortable and convenient. The hotel's positioning is focused on providing customers with a budget-friendly option that meets their basic needs. This difference in positioning is reflected in the hotels' marketing communications, with Six Senses emphasising the unique features of its properties, such as its eco-friendly design and focus on wellness, while Holiday Inn emphasizes its convenience and affordability. In terms of segmentation, Six Senses targets customers who are willing to pay a premium for a luxury experience that aligns with their values, while Holiday Inn targets customers who are looking for a budget-friendly option. By targeting specific segments of the market and positioning themselves accordingly, both hotels have managed to distinguish themselves from their participants and attract customers who are looking for a specific type of experience. Eventually, the success of their marketing strategies is reflected in their ability to attract and retain customers, while maintaining effectiveness and growth. 

In conclusion Six Senses and Holiday Inn are two global hotels with different marketing approaches. Six Senses strategy focuses on sustainability and well-being, while Holiday Inn's strategy emphasises inexpensiveness and accessibility. Both strategies target different segments of the market and highlight each hotel's unique selling points. Six Senses' sustainability and wellness focus appeals to environmentally conscious customers who value their health and well-being, while Holiday Inn's affordability and convenience focus appeals to customers seeking a comfortable and affordable stay. ‘Explore Holiday Inn hotels in United Kingdom and see why our child-friendly hotels are perfect for family holidays, anniversaries or weekend getaways. No matter what brings you and your family to United Kingdom, there's a Holiday Inn® brand hotel that has something special to offer. All of our family-friendly hotels in United Kingdom provide a distinct experience built to make your travels better’. (Unknown Author 2023). Despite their marketing differences, both hotels share the common goal of attracting and retaining customers. Six Senses offers luxurious and eco-friendly resorts with wellness activities, while Holiday Inn offers comfortable and convenient stays. These experiences reflect each hotel's brand and contribute to their success in the hospitality industry.
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