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“A comparison of marketing methods of two multinational hotel brands”
This essay is going to be written based on two multinational hotel brands; one is Six Senses and another is Holiday Inn. In this essay, these two chosen hotel brands will be compared based on situational analysis tools, segmentation, targeting, positioning, marketing communication etc. Similarities and differences between the two chosen brands in marketing strategies will be identified and based on these recommendations will be made to the two chosen brands to improve their marketing strategies for increasing future growth (Bowie, D. Buttle, F. Brookes, M & Mariussen, A., 2017).
SWOT analysis helps an organisation to identify its strengths which will facilitate its growth, weaknesses which need to be overcome to stay competitive in the industry, opportunities which will help to grow the company, and threats which will create barriers to achieving the goals of the company (Chaffey and Ellis-Chadwick, 2019). Strengths of Six Senses include a skilled workforce, focus on product innovation, high customer satisfaction, activities automation, and strong relationship with dealers. Weaknesses of Six Senses include inefficient financial planning, poor positioning, and lower profitability in the industry (Shah, 2020). Opportunities available for Six Senses are declining transportation costs, market development, and changes in customers' behaviours which will increase demand. Threats of Six Senses include rising costs of raw material, seasonal demand for service, new environmental regulations, and rising pay levels etc. In contrast, the strengths of Holiday Inn are its unique products, brand value, experienced employees, and strong financial position (Clow & Baack, 2013). Weaknesses of Holiday Inn include limited market share and increasing its penetration. Opportunities available for Holiday Inn are increasing interest of customers for new destinations and seasonal offers tailored to specific countries etc. Holiday Inn needs to face some threats which include rising costs of operations, natural disasters, and intense competition etc.
PESTLE analysis helps to identify the positive and negative effects of the environment on the hotels. Firstly political factors: if the government imposes travel van, it will hurt Six Senses and Holiday Inn (Housden, 2008). Tax reform will improve the hotel industry as Six Senses and Holiday Inn will be able to utilise their saved tax amount for building accommodations for visitors. Changes in government also can influence the hotel industry through changes in laws and regulations. Secondly economic factors: if international currencies become stronger than Pound Sterling, then people outside the United Kingdom will be attracted to visit the United Kingdom which will influence Six Senses and Holiday Inn positively (Hofacker, 2012). Six Senses and Holiday Inn can increase their sales revenue and profitability by acquiring resorts worldwide that will enable these to reach a large size of visitors. Thirdly social factors: customers want cheaper hotels and switch to Airbnb as Airbnb offers a mass selection of rooms. This enables the clients to select a suitable room instantly from a lot of available rooms and hotel offered by Airbnb is less expensive. Fourthly technological factors: Six Senses and Holiday Inn can use social media, and mobile apps instead of newspapers, billboards etc. to promote their brand to customers due to the advancement in the technology (McMullan, 2014). If clients get poor service from Six Senses and Holiday Inn, they can share it with others through social media so Six Senses and Holiday Inn should be more careful in providing services to its clients. Currently, different websites enable clients to give reviews about services and the quality of the hotel (Marketing Strategy Sponsored by European Journal of Marketing, 2018). If customers get better service, they will promote the hotel to others and if the opposite happens, clients also will share these with others. So, this advancement of technology provides both opportunities and threats to Six Senses and Holiday Inn. To increase market share, Six Senses and Holiday Inn should grab these opportunities. As clients are becoming able to give reviews about hotels, this forces hotels like Six Senses and Holiday Inn to remain competitive. Fifth legal factor; customers will stay at those locations where the crime rate is low and customers feel safe (Ghauri, 2014). So when expanding into new locations, Six Senses and Holiday Inn should be careful regarding location selection. Six Senses and Holiday Inn need to ensure the safety of guests’ properties and also guests’ otherwise they will be sued legally. When developing menus, Six Senses and Holiday Inn need to be honest regarding the calories in food, ingredients in food, and price of the foods (Lane, 2020). Finally environmental factors; in most cases, customers choose whether to stay or not at Six Senses and Holiday Inn based on the weather of the local area. To respond to this, Six Senses and Holiday Inn need to consider pricing based on the weather of the area.
Both Six Senses and Holiday Inn offer guest rooms, recreational facilities, check-in check-out, parking facilities, and food & beverages etc. Six Senses selects resort areas as places whereas Holiday Inn selects major cities as places. Both Six Senses and Holiday Inn use a website booking system, global distribution system, google ads, Facebook ads etc. Along with these direct distribution methods, they use online travel portals and travel agents (Smith & Zook, 2020). Six Senses mostly focuses on hotel websites and Google pages to promote its services to customers whereas Holiday Inn mostly focuses on Twitter channels, YouTube Channels, and Facebook pages etc. In the peak season, both Six Senses and Holiday Inn charge the highest price for their rooms whereas, in the off-season, they charge reduced rents for their rooms to attract travellers. 
A hotel cannot target the whole market and serve the whole market and here the role of segmentation comes. Before targeting a specific market, a hotel needs to segment its market first. Six Senses clearly defined its target market in terms of socio-demographic segmentation where it concentrated on families and millennial groups. Six Senses also used psychographic segmentation based on the personality traits and lifestyle of clients for example openness to change (Ryan, 2012). Six Senses also ensured serenity and a romantic atmosphere by targeting couples as couples choose Si Senses to celebrate their significant events like anniversaries, weddings etc. It also segmented its market based on geographic segmentation for example Central Asians, Americans, and Chinese tend to travel with families so this is another target group of Six Senses. In contrast, the market segmentation of Holiday Inn is demographic for example it segmented its market based on income and it targets mid-level income earners. In terms of psychographic segmentation, Holiday Inn offers its accommodations by targeting leisure, less price-sensitive, and more selective visitors. In terms of geographic segmentation, Holiday Inn is situated on interstates, airport locations and major highways. Holiday Inn competes with other hotels by offering unique and distinctive customer experiences which enabled it to be the better choice for customers (Kotler and Kartajaya, 2017). Holiday Inn positions itself in the mind of customers by setting high standards and making investments in luxurious parts. Holiday Inn also hosted some influential people which enabled it to position its brand. This proper effective positioning enabled Holiday Inn to ensure its presence in the major cities and endorsements of providing service to influential people of the world.
The marketing communication strategy of Six Senses is internet marketing whereas that of Holiday Inn is public relations. To communicate with audiences, Six Senses use search engine optimisation (SEO), sponsorships, blogs, EDM etc. Using internet marketing enables Six Senses to respond to audiences commenting on YouTube videos and social content. Holiday Inn hosts influential people to communicate with its audiences through them (Kotler et al., 2020). Holiday Inn also launches a digital multimedia campaign by using the power of brand advocacy through sharing unique narratives in the form of web documentaries with its guests. Holiday Inn also uses Google ads and Facebook it's to communicate its strategies to the target audience.
This essay contains a comparison of two multinational hotels like Six Senses and Holiday Inn. To remain competitive in the industry, Six Senses needs to improve its positioning strategy, cut costs, and minimise pay to employees (Jobber and Ellis-Chadwick, 2020). Market segmentation of Holiday Inn is demographic for example it segmented its market based on income and it targets mid-level income earners Six Senses clearly defined its target market in terms of socio-demographic segmentation where it concentrated on families and millennial groups whereas Holiday Inn segmented its market based on income and it targets mid-level income earner.
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