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[bookmark: _Toc135421588]Introduction
In today's competitive hospitality industry, effective marketing methods are crucial for multinational hotel brands to differentiate themselves and attract customers (Wei et al., 2020). This paper aims to compare the marketing methods of two renowned multinational hotel brands, Six Senses and Holiday Inn. By conducting a SWOT analysis, exploring the PESTLE factors, examining the marketing mix, and analyzing segmentation and targeting strategies, we can gain valuable insights into the unique approaches of these brands. This research will shed light on the strengths, weaknesses, opportunities, and threats each brand faces, as well as their positioning, pricing, promotion, and target audience.

[bookmark: _Toc135421589]SWOT Analysis of Six Senses and Holiday Inn
[bookmark: _Toc135421590]Six Senses
[bookmark: _Toc135421591]Strengths
· Six Senses is known for its focus on sustainability, wellness, and luxurious experiences. This unique positioning sets it apart from other hotel brands.
· Six Senses resorts are often situated in exotic destinations, offering guests a secluded and immersive experience.

[bookmark: _Toc135421592]Weaknesses
· Six Senses operates a relatively small number of properties compared to larger hotel chains, limiting its market reach (Singh and Jaiswal, 2021).
· The brand's focus on luxury experiences results in higher price points, which may deter price-sensitive customers.
Opportunities
· As eco-tourism and sustainability gain prominence, Six Senses is well-positioned to cater to the increasing demand for environmentally conscious travel experiences.
· Six Senses has the opportunity to expand its footprint in emerging markets where luxury travel and wellness tourism are on the rise (Sigala et al., 2021).

[bookmark: _Toc135421593]Threats
· The luxury hotel segment is highly competitive, with established players and new entrants vying for market share. Six Senses must stay ahead by continuously innovating and differentiating itself.
· During economic downturns, luxury travel may be affected as customers cut back on discretionary spending.

[bookmark: _Toc135421594]Holiday Inn
[bookmark: _Toc135421595]Strengths
· Holiday Inn is a well-established hotel brand with a strong international presence, providing a wide range of accommodation options in various locations.
· Holiday Inn enjoys high brand recognition and familiarity among travelers, making it a trusted choice for both business and leisure travelers.

[bookmark: _Toc135421596]Weaknesses
· Holiday Inn's positioning as a mainstream hotel brand may limit its appeal to travelers seeking unique or luxury experiences.
· The brand's consistent standards across properties may create a perception of uniformity, lacking the personalization and distinctiveness offered by boutique hotels.

[bookmark: _Toc135421597]Opportunities
· By embracing technology and digital platforms, Holiday Inn can enhance guest experiences, streamline operations, and reach a broader audience (Sigala et al., 2021).
· Incorporating sustainable practices and wellness offerings can attract eco-conscious and health-conscious travelers.

[bookmark: _Toc135421598]Threats
· Economic downturns and fluctuations can impact travel and discretionary spending, affecting the demand for accommodations, including those offered by Holiday Inn (Li et al., 2019).
· The rise of alternative accommodations, such as vacation rentals and home-sharing platforms, presents a threat to traditional hotel chains like Holiday Inn.

[bookmark: _Toc135421599]PESTLE Analysis of Six Senses and Holiday Inn
[bookmark: _Toc135421600]Political
Regulations and policies related to the hospitality industry can impact the operations of both brands. Political stability and geopolitical factors can influence the attractiveness of certain locations for hotel development.


[bookmark: _Toc135421601]Economic
Economic conditions, such as GDP growth, inflation rates, and exchange rates, can impact consumer spending on travel and accommodation (Kim and Han, 2022). Economic downturns can affect the demand for luxury travel (Six Senses) and budget-friendly options (Holiday Inn).

[bookmark: _Toc135421602]Social
Changing demographics and lifestyles influence consumer preferences and demand for specific types of hotels and experiences. Trends in wellness and sustainability are driving consumer expectations for hotel brands like Six Senses.

[bookmark: _Toc135421603]Technological
Advancements in technology impact various aspects of the hotel industry, including online booking systems, guest services, and marketing channels (Kim and Han, 2022). Technology can enhance operational efficiency and guest experiences for both Six Senses and Holiday Inn.

Legal
Compliance with local and international laws and regulations, such as labor laws and health and safety standards, is essential for both brands. Intellectual property rights protection is important for maintaining brand reputation.


[bookmark: _Toc135421604]Environmental
Environmental sustainability and conservation are crucial factors for Six Senses, aligning with the brand's positioning and customer expectations. Climate change and natural disasters can affect the operations and attractiveness of hotel locations for both brands.

[bookmark: _Toc135421605]Marketing Mix
[bookmark: _Toc135421606]Product
[bookmark: _Toc135421607]Six Senses
Six Senses focuses on providing luxurious and sustainable experiences to its guests. Their properties are often located in exclusive destinations, emphasizing privacy and immersion in nature (Kim and Han, 2022). The brand promotes wellness, offering spa treatments, yoga retreats, and organic cuisine. Six Senses aims to create a unique and personalized experience for each guest, with attention to sustainability and environmental stewardship.

[bookmark: _Toc135421608]Holiday Inn
Holiday Inn offers a diverse range of accommodations, catering to different market segments and budgets (Hu et al., 2021). They provide reliable and standardized hotel experiences with consistent service quality across their properties worldwide. The brand focuses on meeting the needs of both business and leisure travelers, providing convenient amenities and facilities.

[bookmark: _Toc135421609]Differences
The primary difference lies in the positioning and target market. Six Senses targets luxury travelers seeking exclusive and sustainable experiences, whereas Holiday Inn aims to cater to a broader range of customers, including business travelers and families. Six Senses emphasizes unique and personalized experiences, while Holiday Inn focuses on consistent service and reliability.

[bookmark: _Toc135421610]Price
[bookmark: _Toc135421611]Six Senses
Given its luxury positioning and unique offerings, Six Senses tends to have higher price points compared to other hotel brands in the market. The brand targets affluent travelers willing to pay a premium for exclusive experiences and sustainability.

[bookmark: _Toc135421612]Holiday Inn
Holiday Inn offers accommodations at various price points to cater to different segments of the market (Gallego et al., 2019). They provide options for budget-conscious travelers, as well as upgraded rooms and services for those seeking more comfort and amenities.

[bookmark: _Toc135421613]Differences
The pricing strategy of Six Senses reflects its luxury positioning, targeting high-end customers. In contrast, Holiday Inn adopts a more diverse pricing approach to appeal to a wider customer base, including both price-sensitive and value-seeking customers.




[bookmark: _Toc135421614]Place
[bookmark: _Toc135421615]Six Senses
Six Senses properties are strategically located in exclusive and picturesque destinations, often surrounded by nature and offering seclusion and privacy. Their resorts are typically situated in exotic locations, such as tropical islands or mountainous landscapes.

[bookmark: _Toc135421616]Holiday Inn
Holiday Inn hotels are widespread, with properties located in various urban, suburban, and resort destinations worldwide. The brand aims to provide convenient accommodations in key locations, including city centers and near transportation hubs.

[bookmark: _Toc135421617]Differences
The location strategy differs significantly between the two brands. Six Senses emphasizes exclusive and exotic locations, targeting travelers seeking secluded and immersive experiences (Gallego et al., 2019). In contrast, Holiday Inn focuses on accessibility and convenience, positioning its properties in diverse locations to cater to different types of travelers.

[bookmark: _Toc135421618]Promotion
[bookmark: _Toc135421619]Six Senses
Six Senses promotes its brand through various channels, including digital marketing, social media, and partnerships with sustainability and wellness influencers (Datta et al., 2021). Their marketing efforts highlight the brand's commitment to sustainability, luxury, and personalized experiences.
[bookmark: _Toc135421620]Holiday Inn
Holiday Inn utilizes a mix of traditional and digital marketing channels to reach its target audience. They engage in advertising campaigns, loyalty programs, and partnerships with travel agents and online travel agencies. The brand emphasizes the reliability, consistency, and value offered by its properties.

[bookmark: _Toc135421621]Differences
While both brands employ digital marketing and partnerships, Six Senses focuses more on promoting its unique positioning and sustainable practices, leveraging influencers in the wellness and sustainability space (Crouch and Louviere, 2020). Holiday Inn, on the other hand, emphasizes its reliability, consistency, and value to appeal to a broader customer base.

Brand Strategy Implications
The differences in the marketing mix of Six Senses and Holiday Inn highlight their distinct brand strategies. Six Senses focuses on creating a niche brand that appeals to luxury travelers seeking unique and sustainable experiences. Their brand strategy revolves around exclusivity, personalization, and environmental consciousness (Crouch and Louviere, 2020). On the other hand, Holiday Inn adopts a more mass-market approach, targeting a broader range of customers with a reliable and consistent hotel experience.
These differences in brand strategy have implications for various aspects, including target market selection, pricing, and marketing communications. Six Senses can capitalize on its exclusivity and sustainability to maintain a premium positioning, attracting high-end customers who value personalized experiences and environmental stewardship. Holiday Inn's strategy allows it to capture a larger customer base by providing accommodations at different price points and emphasizing reliability and convenience.

[bookmark: _Toc135421622]Segmentation and Targeting Comparison
[bookmark: _Toc135421623]Segmentation
[bookmark: _Toc135421624]Six Senses
Six Senses primarily targets the luxury travel segment, focusing on affluent travelers seeking exclusive and sustainable experiences. Their customers are typically individuals or couples who value wellness, privacy, and environmental consciousness (Chang and Chen, 2020). They may prioritize unique destinations, personalized service, and high-quality amenities.

[bookmark: _Toc135421625]Holiday Inn
Holiday Inn adopts a broader segmentation approach, targeting various customer segments. They cater to business travelers seeking convenient and reliable accommodations, families looking for comfortable and family-friendly hotels, as well as price-conscious travelers who value affordability without compromising on quality.

[bookmark: _Toc135421626]Similar Web Tools/Variables
Both brands may consider similar segmentation variables, including demographics (age, income, occupation), psychographics (lifestyle, values), and travel preferences. They may also analyze customer behavior and preferences through factors such as booking channels, length of stay, and purpose of travel (business, leisure, family).

[bookmark: _Toc135421627]Comparison of Targeting Strategy Tools
[bookmark: _Toc135421628]Six Senses
Six Senses employs a more focused and niche targeting strategy, aiming to attract luxury travelers with a specific set of preferences and values. They may use tools such as customer profiling, luxury travel publications, and partnerships with sustainability and wellness influencers to target their desired audience (Sigala et al., 2021). Their marketing mix aligns with this strategy by emphasizing luxury, exclusivity, and sustainability.

[bookmark: _Toc135421629]Holiday Inn
Holiday Inn adopts a mass-market targeting strategy, aiming to appeal to a wide range of customer segments (Gallego et al., 2019). They utilize tools such as market research, customer feedback, and loyalty programs to understand and cater to the needs of various customer groups. Their marketing mix focuses on accessibility, convenience, and value for money.

[bookmark: _Toc135421630]Conclusion
In conclusion, the comparison of the marketing methods of Six Senses and Holiday Inn highlights the diverse approaches employed by these multinational hotel brands. Six Senses differentiates itself through its focus on luxury, sustainability, and personalized experiences, targeting affluent travelers seeking exclusivity. On the other hand, Holiday Inn adopts a mass-market strategy, catering to a broader range of customers with its reliable and convenient accommodations. The analysis of their SWOT factors, PESTLE influences, marketing mix elements, and segmentation and targeting strategies provides a comprehensive understanding of their brand strategies.
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