BMIH4005





Tittle: A comparison of the marketing methods of two multinational hotel brands.
Student Name: Claudia Butnariu
Student ID Number: 2239415
Module Title: Marketing Essentials BMIH4005
Lecturer’s Name: Scott James
Word Count: 1623


Introduction
This essay compares the marketing approaches and plans of two well-known international hotel brands, Six Senses and Holiday Inn. Effective marketing is essential for brand success and attracting target consumers in today's fiercely competitive hotel business (Jobber and Ellis-Chadwick, 2020). With a focus on wellness and sustainability, Six Senses is well known for its opulent offerings. On the other hand, Holiday Inn offers mid-range lodging with a focus on comfort and affordability, catering to a wider market segment. The essay can determine the parallels and contrasts between Six Senses' and Holiday Inn's marketing techniques. It is projected that Holiday Inn will adopt tactics that appeal to younger generations, utilising social media and digital marketing, while Six Senses would focus its marketing on luxury and experiential marketing to appeal to older, wealthier generations.  The essay will give a quick history of Six Senses and Holiday Inn while underlining their competitive positions. Along with analysing each brand's use of the factors of product, price, place, and promotion, it will also look at its target market and positioning tactics.

Discussion
Starting with an internal evaluation, Six Senses demonstrates a number of attributes that support its success. The company's emphasis on wellness and sustainability is in line with rising consumer desire for environmentally and hygienically responsible experiences (sixsenses, 2023). In the market for luxury hospitality, Six Senses gains a competitive edge by highlighting these special selling qualities. On the other side, Holiday Inn has a solid reputation as a reliable and approachable brand, which is one of its strengths. A wide range of consumers looking for dependable mid-range lodgings are drawn to its extensive network of properties and standardised service offerings. Moving on to the external analysis, the PESTLE framework makes it possible to evaluate the bigger aspects affecting Six Senses and Holiday Inn (Ryan, 2012). Regarding political aspects, both companies deal with difficulties brought on by geopolitical events, such as shifting travel laws and security worries. Recent occurrences like the Ukraine crisis may have interrupted travel trends and affected consumer perceptions of particular locations. Additionally, economic variables like changes in exchange rates and disposable income levels can affect how much money consumers spend on travel and lodging. Compared to Holiday Inn's larger client base, Six Senses may be more vulnerable to economic disorder because it serves wealthier sectors. The sociocultural environment is a major factor in determining how these brands advertise themselves. Their target audience and messaging are impacted by shifting consumer preferences and demographic shifts. Younger generations, for instance, are looking for more individualised and unique travel experiences, which might motivate Six Senses to invest in digital marketing and social media involvement (sixsenses, 2023). On the other hand, Holiday Inn, which caters to families and travellers on a budget, might concentrate on highlighting accessibility and convenience through conventional marketing means. For Six Senses and Holiday Inn, technological improvements bring both opportunities and challenges. The growth of review and booking services on the internet has changed how travellers find and book hotels. To engage customers in the digital arena and use technology to improve the guest experience, both brands must modify their marketing methods. Emerging technologies like virtual reality and artificial intelligence can also offer creative marketing channels for these firms to highlight their distinctive offerings (Bowie et al., 2017). Regulations and environmental sustainability are being given more weight in the hospitality sector. The dedication of Six Senses to sustainability is in line with the expanding global interest in environmental preservation. Travellers who are concerned about the environment appreciate the brand's efforts to reduce its ecological impact and participate in community development programmes. Despite taking steps in the right direction, Holiday Inn may encounter distinct difficulties given the size of its operations and wider clientele (Iacobucci et al., 2019).
Six Senses markets itself as a luxury brand that offers upscale lodgings, spa services, and immersive wellness experiences. By focusing on sustainability and a wholistic approach to well-being, the brand sets itself apart. Holiday Inn, on the other hand, concentrates on offering mid-range lodging with a big emphasis on comfort and convenience. Their product line appeals to a wider demographic, including families and travellers on a tight budget. Six Senses places itself at a premium level in terms of pricing, reflecting the luxury and exclusivity of its products. This pricing strategy fits with the brand's target market of comfortable travellers looking for uncommon experiences (Kotler et al., 2020). Holiday Inn, in comparison, uses a more reasonable pricing strategy to entice price-conscious guests looking for value from their accommodations (Glenday, 2019). Place refers to the brands' operational locations and distribution routes. For their customers' immersive and unforgettable experiences, Six Senses chooses magnificent and exotic places including pristine coastal locales and remote mountain resorts. Holiday Inn, being a more well-known brand, has more sites around the world, including urban areas, tourist hotspots, and essential business travel places. Promotion includes all of the brands' marketing communication tactics. To interact with their target audience, Six Senses uses a combination of digital marketing, social media campaigns, and content marketing (Roschk and Hosseinpour, 2020). They emphasise experiential marketing and storytelling while showcasing their eco-friendly programmes and distinctive wellness experiences. Holiday Inn, on the other hand, uses a mix of conventional advertising, online incentives, and loyalty programmes to promote its value proposition and draw clients. Both companies place a high priority on providing exceptional customer service in terms of people and procedures. Six Senses makes sure that all of their employees are knowledgeable, enthusiastic, and skilled at offering individualised experiences. Their procedures are made to give visitors a smooth and opulent stay. Similar to other hotels, Holiday Inn values having staff members who are knowledgeable and capable of providing dependable service across all of their locations (hiwinchester, 2023). Last but not least, physical evidence describes the observable components that influence the consumer experience. In order to create a sense of harmony with the environment, Six Senses places a strong emphasis on the use of sustainable and natural materials in the design of its properties. They frequently have amazing vistas, opulent facilities, and stunning architecture in their residences. In order to give visitors a relaxing and convenient stay, Holiday Inn places a strong emphasis on offering accommodations that are comfortable and well-equipped (Darmawan and Grenier, 2021). The analysis of the marketing mix, which highlights the distinctive value propositions and target markets of each brand, confirms these hypotheses.
Using the SimilarWeb tool, it can be seen that Six Senses largely appeals to wealthy and eco-aware travellers. The company draws a specialised group of affluent customers that value sustainability and wellbeing. According to the data, Six Senses focuses on more affluent market segments as evidenced by the fact that the majority of visitors to their website are from high-income nations. Holiday Inn, on the other hand, caters to a wider customer base, including families, business travellers, and careful people (Rohm et al., 2019). A variety of consumers looking for value can stay in the brand's inexpensive and welcoming rooms. It is certain that Six Senses and Holiday Inn prioritise various client categories when comparing their marketing tactics. High-end travellers who appreciate luxury, sustainability, and wellbeing are the target market for Six Senses. Their marketing strategies are intended to get wealthy people's attention who are looking for unusual and immersive travel experiences (Ghauri, 2014). Holiday Inn, on the other hand, takes a more all-encompassing stance, focusing on families, business travellers, and budget-conscious people. Their marketing techniques place a strong emphasis on the accessibility, comfort, and dependability of their lodging. Understanding Six Senses and Holiday Inn's relative positions in the market and how they set themselves apart from rivals requires a close examination of their positioning strategies. Six Senses positions itself as a luxury company that provides unique experiences while putting a strong emphasis on wellness and sustainability. The brand distinguishes itself from other luxury hotel companies with its emphasis on premium lodgings, exclusive amenities, and immersive experiences. Holiday Inn, on the other hand, advertises itself as a reliable and approachable mid-range brand. They stand out from the competition by offering dependable quality, practicality, and affordability, appealing to a wider customer base. The marketing mix and situational analysis can be used to support the conclusions from the segmentation, targeting, and positioning study. The product offerings, price tactics, and distribution channels indicated in the marketing mix study are in line with the targeting strategies and client segmentation. The situational analysis gives context for understanding the positioning decisions made by the companies and their responses to outside influences by taking into account elements like shifting customer preferences, geopolitical events, and economic conditions (Dost et al., 2019).

Conclusion
In conclusion, the comparison of the marketing approaches and plans employed by Six Senses and Holiday Inn reveals the two companies' unique philosophies and niche markets. Different approaches to product positioning, pricing, distribution, and promotion are shown by the analysis of the marketing mix. Similar to this, the analysis of customer segmentation, targeting techniques, and positioning reveals the companies' efforts to target particular market segments and set themselves apart in the cutthroat hospitality sector. The analysis supported the premise, which suggested potential distinctions in the brands' targeting approaches. Holiday Inn aimed for a wider client base seeking reasonable and comfortable lodgings, whereas Six Senses targeted wealthy and ecologically aware travellers seeking luxury and wellness experiences. The situational analysis, marketing mix, segmentation, targeting, and positioning of Six Senses and Holiday Inn were all covered in this essay. The results shed light on the brands' positioning strategies, consumer categories, and marketing tactics. Future research could look deeper into the precise marketing communications and digital marketing tactics used by these firms and examine how new trends and pressing issues have an impact on their marketing initiatives.
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