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A Comparison of the Marketing Methods of Two Multinational Hotel Brands
Six senses and Holiday Inn

This essay aims to explore the marketing methods and strategies of the two multinational hotel brands, i.e., Six Senses and Holiday Inn. The brands are luxurious and target premium services seeking customers to provide their best facilities with several options. Holiday Inn and Six Senses Hotel belong to InterContinental Group (IHG). However, Six Senses is relatively higher in price than the Holiday Inn. Using situational analysis tools, the internal and external environment of both hotel brands would be determined and compared along with the segmentation, targeting, and positioning and how their marketing tactics communicate to their target audience.  Following the analysis, recommendations will be presented at the end to develop more effective and impressive marketing activities that will promise future growth in the hospitality market.    
 The internal and external environment in which both hotel chains operate is highly competitive and unpredictable. The brands have a strong presence in their market segments. Six Senses Hotel and Holiday Inn are two distinct hotel brands renowned for their unique characteristics (Ni, Ni and Ni Nyoman Triyuni, 2022). Six Senses Hotel is renowned for its lavishness, wellness, and sustainability offerings, while Holiday Inn is prominent for its relaxation, affordability, and convenience. In addition, both hotel brands are beneficiaries of InterContinental Hotels Group (IHG), a global network of distribution channels, loyalty programs, and operational expertise, providing them with leverage in the hospitality industry (Rachmadizal Rachmadizal et al., 2022). Despite the Six Senses brand's distinctiveness and premium appeal, its extravagant pricing approach raises several questions, especially in light of its dependence on the tourism and travel industries, which are naturally sensitive to changes and uncertainty (Sousa et al., 2021). Meanwhile, Holiday Inn needs a differentiating factor, which results in poor customer loyalty and a low-profit margin that makes it more vulnerable to competitors from other low-cost businesses. 
The brands have good opportunities for expansion due to the leverage of the InterContinental Hotel Group. The IHG firm decided to finance its development in Germany using the income from its UK hotels due to Holiday Inn UK's popularity and profitability. Similarly, Six Senses has an expansion opportunity in the emergent market by leveraging its expertise in sustainability and wellness to derive innovation in the services and offerings based on changing customer behaviour (Sung Phil Mun et al., 2019). They need to introduce smart technological systems that can facilitate their target customers from reservation to the checkout procedure. The competition Holiday Inn faces from Premier Inn, Travelodge, Ibis, Comfort Inn, and Fairfield Inn, as well as the price wars they all face, is its biggest threat. Travelodge and Ibis run at a reduced rate because of a tight low-cost policy. As for the Six Senses, the changes in sharing economy platforms and overly reliance on intermediaries on the travel and tourism demand can impact the functionality and profitability. 
The brands use a marketing mix strategy consisting of the 7 Ps in which they understand the pricing tactic should meet the target customers' needs (Jobber and Ellis-Chadwick, 2020). Since the segmentation by Six Senses is for the audience that desires a luxury experience, premium pricing with the exclusive proposition of luxury makes the hotel distinct from Holiday Inn, which is budget-friendly and caters for the customer in need of convenience and valuable services (Zhang et al., 2020). The product factor of Six Senses is diverse, with numerous amenities, including yoga, spas, organic gardens, and cooking classes (Positioner, 2023), whereas all these services are expensive and affordable to the elite group. In contrast, Holiday Inn provide quality standard services without being extra luxurious. The employed workforce in both hotels is professional and highly trained individuals. Holiday Inn's primary product differentiation approach for gaining a competitive edge was built on providing extra value, such as free kid's lodging and a high-quality breakfast selection .
The locality selection by Six Senses is naturally appealing and aesthetic that provides a unique experience to the visitors. At the same time, the Holiday Inn situates in the urban or suburban areas promising accessibility and convenience. 
As complimenting the name and logo, the Six Senses packaging strategy is unique, with the blending of natural colors symbolizing the sense of place and harmony (He et al., 2021). Contrastingly, Holiday Inn utilizes vibrant theme packaging with modern elements added to derive the familiarity essence and comfort (Researchomatic.com, 2013). Promotional activities by Six Sense and Holiday Inn are not align with the trends as the major brands are using them to promote their services and products. A broad, international, and multicultural collection of hotels are united under the Six Senses brand, and each host brings the ideals to life in their own unique manner (Kotler et al., 2020). Additionally, Six Senses invites visitors to participate in sustainability program that guarantee the survival of nearby ecosystems and people. 
The Holiday Inn brand is working with online road trip planner Roadtrippers to encourage visitors to build destination guides for an opportunity to win a trip, demonstrating the effectiveness of partnerships with independent travel websites. To offer captivating stories that complement the Journey to Extraordinary campaign, The International New York Times, Mashable, Tumblr, Nonfiction Unlimited, and MBAs Across America (MBA America) were partners with Holiday Inn (Marketingdive.com, 2017). Besides, the inexpensive hotel creates successful marketing strategies to attract guests. For example, StaySmart.com, a service provided by Holiday Inn Express, collects material from social media, images, and videos regarding guests' experiences at the hotels (Miller, 2014). Customers were encouraged to produce brief movies and contribute images to the website that demonstrate their expertise, along with the hashtag #staysmart (Retaildive.com, 2023). In contrast, Six Senses had a good reputation. Still, the brand's web presence did not accurately represent its core principles or the unique experiences that travelers understood to be unique to the locations (InterContinental Hotels Group PLC, 2019). They needed an entirely novel system that would boost digital analytics and, in the end, let visitors feel the essence of Six Senses from the very first click (Positioner, 2023).
The segmentation strategy of Six Senses Hotel is different from the Holiday Inn related to products and target customers. However, the IHG target segment includes Europe, Middle East Asia, and Africa. The target market of Holiday Inn is the middle age group consisting of business travelers and last-minute bookings. 
The target market had renewed as the strategy task with the addition of families and couples in the demographic ranging from 25 to 3 (New, 2017). Middle-class individuals are the target market of Holiday Inn because it values customers' affordability and provides cost-efficient services with convenient and practical amenities. Holiday Inn's market position has strengthened as a consequence of returning to the company's founding principles, reinforcing core values, and adjusting marketing communications to the demands of the emerging targeted market (Contributor, 2021). The business had to choose competitive features like comfort, complimentary breakfast, and unlimited Wi-Fi that could attract to younger business visitors. Holiday Inn has evolved from being an old-fashioned "everyman" motel to a "budget hotel for businessmen and families."
Contrastingly, Six Senses explicitly identifies its target market in terms of socio-demographics, emphasizing the significance of clients like families and the Millennial generation in their operations. Six Senses also emphasizes the psychographic aspects. The psychographic component is crucial to Six Senses ' market segmentation since it is based on the client's lifestyle and psychological attributes, such as neuroticism or readiness to change (blogmarketing9113BC_10.3, 2019). Six Senses creates the ideal romantic ambience and calm for couples. Geographic segmentation separates the market into different countries, states, and regions. The primary target market has changed as a result of the franchise's growth, according to Niels Jacob, who notes that "the top five countries are the UK, China, Germany, Austria, France, and the USA (Liu et al., 2020). Despite a fall in Russian business, Central Asia has seen an increase. Six Senses examines youth patterns and offers services in line with them. Additionally, they are working really hard to create sustainability initiatives that are very appealing to millennials. 
The essay highlighted the crucial points of marketing strategies and segmentation being utilized by the Six Senses and Holiday Inn hotel. The investigation of brands revealed that the brands have strong recognition in their target market and offer desired services to sustain competitiveness. There is an extensive need to revise the target customer by Six Senses as they are heavily dependent on tourists and high-income individuals, which may lead to a sudden decline in profitability in case of any uncertainty. 
While the Holiday Inn is situated in urban areas, entertaining budget-conscious customers lack customer loyalty due to limited products that may impact its stability in the competitive market. 
Moreover, the market segmentation and targeting of both brands are suitable according to their offering and positions. Despite establishing a strong position in the market, both brands need to include effective marketing and promotional activity to engage more customers, fostering the business's growth. 
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