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A comparison of the marketing methods of two multinational hotel brands





[image: A picture containing text, font, logo, symbol

Description automatically generated]







·  Madalin Mihai Simion
· 2246328
· Marketing Essentials BMIH4005
· Dr. Huw Thomas
· Word count: 1583

Marketing plays a vital role in the success of any modern business, providing continuous resources and innovative ideas that help the business stand out from its direct competitors. A well-designed marketing plan aims to attract and retain as many customers as possible in a particular market segment. In this essay, the marketing strategies of two of the largest multinational hotel brands, Six Senses and Holiday Inn, will be compared using situational analysis tools. Six Senses is a luxury hotel brand aimed at more affluent generations, while Holiday Inn is a mid-range hotel brand aimed at families and business travellers. This essay will analyse the marketing mix, segmentation, targeting and positioning strategies of these brands and identify similarities and differences. In addition, the essay will make recommendations to improve marketing activities for these brands, keeping in mind the contemporary concerns of the hospitality market.
The situational analysis involves an internal and external analysis of the brands. The internal analysis examines the strengths and weaknesses of the brands, while the external analysis looks at the opportunities and threats in the market. Six Senses is known for its luxurious resorts and wellness spa’s that offer unique experiences. The brand has been successful in targeting wealthy older generations who value sustainable and eco-friendly practices. According to a report by Six Senses (2023), they are introducing reusable solutions in their kitchens to replace cling film and plastic packaging for fresh products. The brand is also actively sourcing naturally compostable materials and engaging with suppliers to find appropriate alternatives. Six Senses aims to substitute plastic items, including straws and toothbrushes, with natural materials. They also emphasize the use of reusable containers, crates, cloth bags, and bottles that can be refilled and reused. On the other hand, Holiday Inn is a mid-market hotel brand that offers affordable and convenient accommodation to families and business travellers. The brand has a global presence, around 1200 hotels worldwide, and is known for its consistent quality of service.  In terms of external factors, both brands face challenges due to the COVID-19 pandemic. Six Senses has had to adapt to changing travel restrictions and health and safety protocols, while Holiday Inn has faced a decline in demand due to travel restrictions and remote work policies. Overall, Six Senses and Holiday Inn have different strengths and weaknesses, and face different opportunities and threats in the market.

The marketing mix is an essential element of any company's marketing strategy. It is composed of seven elements, commonly known as the 7 Ps: product, price, promotion, place, people, process, and physical evidence. Kotler, Bowen, Makens, and Baloglu (2017) provide an overview which is used to structure the comparison of Six Senses and Holiday Inn's marketing mix strategies. Additionally, it provides a framework for segmentation, targeting, and positioning, which is used in the third paragraph to compare the brands targeting strategies. Six Senses and Holiday Inn have distinct marketing strategies when it comes to their marketing mix. Regarding the product element, Six Senses offers a luxurious and sustainable experience to its customers. The company focuses on wellness, sustainability, and creating unique experiences for its customers. In contrast, Holiday Inn offers a more traditional hotel experience with a focus on convenience, affordability, and family-friendliness. The price element is another area where the brands differ. Six Senses is positioned as a premium brand, offering high-end luxury accommodations and experiences, while Holiday Inn is more affordable and caters to budget-conscious customers. Boulton and Cummings (2019) provide valuable insights into Six Senses sustainability practices, which are an essential aspect of their marketing mix strategy. The authors explain that Six Senses integrates sustainable practices into all areas of their operations, including waste management, energy conservation, and community involvement, highlighting their unique selling proposition (USP) and the emphasis on sustainability as one of their competitive advantages. In terms of promotion, Six Senses (2023) focuses on creating a sustainable brand image through marketing campaigns that emphasize its eco-friendly practices and sustainable initiatives. They also focus on influencer marketing and social media to reach their target audience. Holiday Inn, on the other hand, relies more on traditional advertising methods such as television, radio commercials, print ads, and billboards. According to Harvard Business Review. (2022), traditional advertising is experiencing a resurgence and has the potential to be highly relevant and successful in today's marketing landscape due to several reasons: consumers have become overwhelmed with digital clutter, traditional advertising is seen more trustworthy and traditional media channels have proven to outperform digital channels. Regarding the place element, Six Senses has properties located in remote and exotic destinations that are often off the beaten path. The brand's focus is on offering a unique experience to its customers in these idyllic locations. In contrast, Holiday Inn has properties located in major cities and tourist destinations, catering to customers looking for convenience and accessibility. Regarding the people element, Six Senses invests heavily in training its employees to provide exceptional service to its customers. The brand also focuses on hiring employees with a passion for sustainability and wellness. On the other hand, Holiday Inn prioritizes hiring employees with a strong customer service background and a focus on providing a family-friendly atmosphere. Kasavana and Brooks (2019) provides information about the hotel front office's role in the marketing mix strategy. The authors explain that the front office staff are responsible for creating a positive guest experience and promoting the hotel's brand. Concerning the process element, Six Senses focuses on creating a seamless and personalized experience for its customers. They utilize advanced technology to enhance the customer experience, such as in-room tablets, mobile check-in, and personalized recommendations. In contrast, Holiday Inn focuses on providing a straightforward and hassle-free experience for its customers. Finally, the physical evidence element is another area where the brands differ. Six Senses places a strong emphasis on sustainable and eco-friendly design in its properties, such as using locally sourced materials and implementing energy-efficient systems. The brand also offers unique features such as outdoor showers, private plunge pools, and other luxurious amenities. In contrast, Holiday Inn offers a more traditional hotel experience, with properties featuring a more standard design and fewer luxury amenities. Overall, Six Senses and Holiday Inn have distinct marketing mix strategies. Six Senses focuses on offering a high-end, sustainable, and unique experience to its customers, while Holiday Inn prioritizes affordability, convenience, and family-friendliness. However, there are some similarities in the marketing mix of the brands, such as both brands focusing on providing exceptional customer service and utilizing technology to enhance the customer experience.

Six Senses and Holiday Inn have different target markets and customer segments. Six Senses focuses on affluent travellers who seek exclusivity, luxury, and sustainability. Their target market includes high-net-worth individuals, eco-conscious travellers, and wellness enthusiasts who are willing to pay a premium price for a luxurious and eco-friendly experience. Kim and Lee (2018) analysed the segmentation, targeting, and positioning strategies of luxury hotels and found that luxury hotels targeted affluent customers by offering exclusive services, amenities, and experiences. The study used a mixed-methods research design and analysed data from online reviews of luxury hotels in Seoul, South Korea. The authors found that luxury hotels targeted customers who valued luxury, exclusivity, and unique experiences. In contrast, Holiday Inn targets budget-conscious travellers who value affordability, convenience, and reliability. Their target market includes families, business travellers, and tourists who are looking for comfortable and affordable accommodation. Both brands have developed specific strategies to target their respective markets. Six Senses has created a unique brand image that emphasizes luxury, sustainability, and wellness. They have positioned themselves as a premium brand that offers high-end accommodation, unique experiences, and exceptional service. Holiday Inn, on the other hand, has positioned itself as a value brand that offers affordable and comfortable accommodation with convenient locations and reliable service. Ganesh and Eswari (2016) analysed the segmentation, targeting, and positioning strategies of hotel brands and found that psychographic segmentation was the most used strategy. The study used a quantitative research design and surveyed 123 hotel managers from various regions in India. The authors found that psychographic segmentation was used by most hotels, followed by demographic and geographic segmentation. In terms of targeting strategies, the study found that most hotels focused on multiple segments rather than a single segment. Additionally, the study found that most hotels positioned themselves based on their unique selling proposition and brand image.
Using the SimilarWeb. (2023) tool, we can identify the different customer segments that these brands target. Six Senses attracts visitors from high-income countries, particularly from the United States, the United Kingdom, and France. Their visitors are likely to be eco-conscious, health-conscious, and interested in luxury travel experiences. In contrast, Holiday Inn attracts visitors from a wider range of countries, including the United States, China, and Germany. Their visitors are likely to be budget-conscious, family-oriented, and interested in convenient and reliable accommodation.

In conclusion, this essay has compared the marketing methods and strategies of Six Senses and Holiday Inn, utilizing situational analysis tools such as SWOT, marketing mix analysis, and segmentation, targeting Six Senses and Holiday Inn have developed distinct marketing strategies to target their respective customer segments. While Six Senses targets the high-end luxury market, Holiday Inn targets the mid-range budget-conscious market. Both brands have successfully positioned themselves in their respective markets and developed marketing mix strategies to meet the needs and preferences of their target customers. As the hospitality market continues to evolve, it will be important for these brands to keep adapting to stay competitive and meet the changing needs of their customers.
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Ariffin and Maghzi (2012) conducted a study on sustainability and triple bottom line reporting in the hotel sector. Their research highlights the importance of sustainability in the hospitality industry and how it can positively impact the triple bottom line. By implementing sustainable practices, both brands can differentiate themselves from competitors and appeal to environmentally conscious consumers.
Ayoade (2021) examines the role of social media in the marketing of hotels and the hospitality industry. The study explores how social media platforms are used for brand awareness, customer engagement, and building relationships. Social media marketing is a key aspect of both Six Senses and Holiday Inn's marketing strategies. Both brands utilize social media to showcase their amenities, promote deals and packages, and engage with customers. Ayoade's study provides insights into how effective social media marketing can enhance customer engagement and promote brand loyalty.
Bagga and Bhatia (2020) review the impact of the COVID-19 pandemic on the hospitality and tourism sector. The study provides insights into how the pandemic has affected the industry and the measures taken by hotels to adapt to the changing landscape. Both Six Senses and Holiday Inn have had to adapt to the pandemic by implementing safety protocols, promoting local tourism, and introducing flexible cancellation policies. 
Berens and Roodt (2017) discuss the importance of segmentation, targeting, and positioning in marketing strategies. The study explores how these tools can. Six Senses targets affluent travellers seeking unique experiences, while Holiday Inn targets budget-conscious travellers seeking comfort and convenience. Berens and Roodt's study show how these tools can be used to develop effective marketing strategies that align with the needs and preferences of target customers.
Brown (2019) examines the effectiveness of email marketing in the hospitality industry. The study explores how email marketing can be used to promote hotel services, increase bookings, and enhance customer engagement. Both Six Senses and Holiday Inn use email marketing to promote their services and engage with customers. Brown's study provides insights into how email marketing can be used effectively in the hospitality industry and how it can contribute to customer loyalty.
Enz, C. A., & Siguaw, J. A. (2005) study explores best practices in hotel branding and how branding can be used to differentiate hotels and create a competitive advantage. The findings provide evidence that strong branding strategies can help hotels like Holiday Inn and Six Senses distinguish themselves from competitors. By building a strong brand identity, both brands can attract customers who are loyal to the brand and willing to pay a premium for their services.
Gao, L., & Mattila, A. S. (2020) study investigates the impact of online reviews on hotel booking decisions, focusing on Chinese travellers. The findings provide evidence that online reviews can significantly influence customers' perceptions of hotels and their intention to book. For Holiday Inn and Six Senses, managing online reviews effectively and addressing customer feedback becomes crucial in maintaining a positive reputation and attracting more customers.
Kotler, P., & Keller, K. L. (2016) provides an overview of marketing management and explores the concept of the marketing mix. It offers evidence-based insights on how Holiday Inn and Six Senses, like other hotels, can utilize the elements of the marketing mix (product, price, promotion, and place) to develop effective marketing strategies. 
Liu, C., Huang, L., & Wu, L. (2020) examines the impact of hotel loyalty programs on customer loyalty, with a focus on the moderating roles of program tiers and membership tiers. The findings provide evidence that loyalty programs, such as those offered by Holiday Inn and Six Senses, can enhance customer loyalty and retention.
Pizam, A., & Shani, A. (2009) meta-analysis study explores the determinants of hotel guests satisfaction and return. The findings provide evidence that service quality plays a significant role in enhancing customer satisfaction and loyalty in the hospitality industry. For Holiday Inn and Six Senses, providing high-quality services and addressing customer feedback becomes crucial in ensuring guest satisfaction and fostering long-term loyalty.
image2.png
Global rank ©
Feb 2023 - Apr 2023 € Worldwide
Domain

sixsenses.com

holidayinn.com

Traffic & Engagement

Total visits ©
Feb 2023 - Apr 2023 Worldwide

Domain

sixsenses.com

holidayinn.com

Rank
#125305

#123,126

Country rank © Industry rank ©
Feb 2023 - Apr 2023 %= United States In & Travel and Tourism/Accommodation and Hotels

Dom: Rank Domain Rank
sixsenses.com #130418 sixsenses.com #5614

holidayinn.com

% #
1.227M

1.553M

#42,855 holidayinn.com #604

Device distribution ©
Feb 2023 - Apr 2023 Worldwide

Domain Desktop Mobile

sixsenses.com 23.5% m— 76.5%

holidayinn.com 33.2% — 66.8%




image3.png
Marketing Channels

Channels overview ©
Feb 2023 - Apr 2023 Worldwide All traffic

@ sixsenses.com 4 holidayinn.com

1.133M 1.373M

75%

s0%

25%

0% . . — — . —
Direct Email

Referrals Social

Organic search Paid search Display ads





image4.png
Top countries ©
] Feb2023-Apr2023 & All traffic

Country Traffic Share Group traffic share split
m £ United States 20.41% mm—
w & United Kingdom 601% m .65 5545
@ Australia 403% ® 55.0% 470
O France 390% ®
% India 384% n

See more countries




image5.png
Social

Social traffic ©
7] Feb2023-Apr2023 & Worldwide &) Desktop

sixsenses.com [ holidayinn.com
Youtube

100% ® sixsenses.com

® holidayinn.com
50% L
@ . |-

@ Facebook (@ Instagram

19.62%

5.6%

© Youtube @ Pinterest

@ sixsenses.comis in the lead with 3.45% social traffic §

B Linkedin Other

B See full overview





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





