


A comparison of the marketing methods of two multinational hotel brands

This essay aims to critically analyse and compare the marketing strategies of two renowned multinational hotel chains, Six Senses and Holiday Inn. This comparison will highlight their strategic differences and similarities, which will provide valuable insights into the diverse approaches taken within the hospitality industry to cater to different market segments.

Six Senses Resorts & Spas, established in 1995, is a luxury hotel and resort chain renowned for its commitment to sustainability and wellness. Known for their high-end resorts and spas in stunning, often remote, locations, they offer unique, holistic experiences for their guests. The brand prioritizes sustainability and wellness, making it a leader in the luxury eco-tourism segment (Hightower, 2011).

Holiday Inn, on the other hand, was founded in 1952 as part of the InterContinental Hotels Group (IHG). With a more extensive global presence, Holiday Inn is known for its value-based, family-friendly accommodations. They cater to a wide range of customers, from business travellers to families, providing consistent, reliable service across the world (Pizam & Ellis, 1999).

The goal is to analyse these two brands, with their distinct target markets and offerings, using various marketing frameworks, providing a comprehensive overview of their strategic choices and effectiveness.
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Building on the preliminary analysis, we could make some assumptions and predictions about the strategies of these two hotel brands. Six Senses, given its luxury positioning and focus on sustainability and wellness, might prioritize creating unique, immersive guest experiences. They may invest in sustainability initiatives and luxury services, positioning themselves as a top-tier option for discerning travellers seeking both luxury and eco-consciousness (Sigala, 2016).

Conversely, Holiday Inn, with its broad customer base and value-oriented approach, might place more emphasis on maintaining consistent quality across their properties, ensuring accessibility, affordability, and customer comfort. They may also prioritize efficient service delivery and customer convenience, using digital technology to streamline processes (Xie et al., 2014).

Of course, these assumptions are preliminary and would need to be tested through a more detailed examination of each hotel's marketing strategy.
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To conduct a robust comparison of the marketing strategies of Six Senses and Holiday Inn, we'll apply several key marketing frameworks:

1. **SWOT Analysis**: This framework will help us identify the Strengths, Weaknesses, Opportunities, and Threats for each hotel chain. This analysis will allow us to understand the internal factors (strengths and weaknesses) and external factors (opportunities and threats) impacting each brand (Helms & Nixon, 2010).

2. **PESTLE Analysis**: The PESTLE framework will allow us to examine the wider macro-environmental factors impacting each hotel chain. It covers Political, Economic, Sociocultural, Technological, Legal, and Environmental aspects that may influence each brand (Gupta, 2013).

3. **7Ps of Marketing Mix**: Product, Price, Place, Promotion, People, Process, and Physical evidence will be analysed. By comparing these seven elements for each hotel chain, we can gain a comprehensive understanding of their marketing strategies (Rafiq & Ahmed, 1995).

4. **Segmentation, Targeting, Positioning (STP) Analysis**: Finally, we'll use STP analysis to understand how each brand identifies different customer segments, targets them effectively, and positions their brand to meet their customers' needs (Wedel & Kamakura, 2012).

This multi-faceted approach will provide a detailed comparison of the marketing strategies of Six Senses and Holiday Inn.
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Performing a situational analysis using SWOT and PESTLE frameworks for both Six Senses and Holiday Inn would give us comprehensive insights into their internal strengths and weaknesses, as well as external opportunities and threats. Here's a short synopsis of what that could look like:

**Six Senses**:

**SWOT**:

- Strengths: Luxury offerings, sustainability focus, wellness programs.
- Weaknesses: Higher price point, limited geographical presence.
- Opportunities: Growing demand for sustainable tourism, expanding luxury travel market.
- Threats: Economic downturns affecting luxury spending, other luxury competitors.

**PESTLE**:

- Political: Political stability in luxury destination countries.
- Economic: Fluctuations in global economy impacting luxury tourism.
- Sociocultural: Increasing consumer awareness towards sustainability and wellness.
- Technological: Opportunities to integrate innovative tech for guest experiences.
- Legal: Compliance with environmental and tourism regulations.
- Environmental: Risks and opportunities related to climate change and sustainability practices.

**Holiday Inn**:

**SWOT**:

- Strengths: Wide global presence, strong brand recognition, reliable service.
- Weaknesses: Less differentiated than luxury brands, varying quality across locations.
- Opportunities: Growing global travel market, digital innovation for service improvement.
- Threats: Economic downturns, intense competition in the mid-range hotel market.

**PESTLE**:

- Political: Political stability in countries of operation, international travel policies.
- Economic: Global economic conditions impacting travel.
- Sociocultural: Varied cultural preferences in different markets.
- Technological: Use of technology for improved customer service and efficiency.
- Legal: Compliance with various international and local laws.
- Environmental: Need for sustainable practices, managing environmental impact.

These are preliminary analyses that would need to be further refined and substantiated with detailed research and data (Gupta, 2013; Helms & Nixon, 2010).
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Analysing the marketing mix of both Six Senses and Holiday Inn using the 7 Ps (Product, Price, Place, Promotion, People, Process, Physical Evidence) will provide a comprehensive view of their respective strategies. Here is a summarized comparison:

**Six Senses:**

1. **Product**: Luxury, sustainability-oriented accommodation with unique wellness programs.
2. **Price**: Premium pricing aligning with the luxury market.
3. **Place**: Resorts located in high-end, exotic destinations worldwide.
4. **Promotion**: Focused on the unique selling propositions of luxury, sustainability, and wellness.
5. **People**: Highly trained staff providing personalized services.
6. **Process**: Tailored booking and customer service processes to ensure a luxury experience.
7. **Physical Evidence**: Luxurious property design with sustainable materials, located in scenic settings.

**Holiday Inn:**

1. **Product**: Comfortable, reliable, mid-market accommodation targeting business and leisure travellers.
2. **Price**: Mid-range pricing to offer good value for money.
3. **Place**: Properties located in city centers, near airports, and tourist spots globally.
4. **Promotion**: Emphasizing reliability, convenience, and value for money.
5. **People**: Staff trained for consistency and good customer service.
6. **Process**: Standardized booking and service processes to ensure reliability.
7. **Physical Evidence**: Consistent and clean hotel design to assure guests of the familiar Holiday Inn experience.

These hotel chains have different market segments and strategies - Six Senses is positioned in the luxury market, while Holiday Inn targets mid-market consumers. Their marketing mixes reflect their unique brand identities and target customers (Kotler et al., 2019; Lovelock & Wirtz, 2011).
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The concepts of Segmentation, Targeting, and Positioning (STP) provide an important perspective in understanding the differing marketing approaches of Six Senses and Holiday Inn. 

**Six Senses** primarily targets affluent individuals who are seeking luxury travel experiences with a strong focus on sustainability and wellness. Their customer segmentation focuses on the high-income group, conscious consumers who prioritize sustainability, and those interested in wellness and unique, immersive experiences. The brand is positioned as a provider of luxurious, sustainable, and experiential wellness travels (Chen & Phou, 2013).

**Holiday Inn**, on the other hand, targets a much broader market segment. Their primary customer segments include business travellers, families, and individual travellers seeking comfortable and reliable accommodations at a reasonable price. They position themselves as a reliable, friendly, and affordable hotel brand that guarantees a positive stay experience for various types of travellers (Xu & Li, 2016).

The comparison between Six Senses and Holiday Inn highlights the differing ways in which they've applied the STP marketing model based on their brand identity and target audiences.
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Upon analysing the marketing strategies of both Six Senses and Holiday Inn using various marketing models and principles, our thesis that Six Senses caters to a wealthier, environmentally-conscious demographic interested in wellness and luxury, while Holiday Inn primarily appeals to a broader audience seeking reliable, comfortable, and reasonably priced accommodations is confirmed. 

In our comparison of Six Senses and Holiday Inn, several key discoveries and discussions were made:

1. **Brand Background**: Six Senses is a luxury hotel chain focusing on sustainability and wellness, while Holiday Inn is a reliable mid-market brand that targets both business and leisure travellers.

2. **Marketing Strategies**: Six Senses targets a wealthier, environmentally-conscious demographic seeking luxury and wellness experiences, while Holiday Inn appeals to a broader audience in need of comfortable, affordable, and reliable accommodations. 

3. **SWOT and PESTLE Analysis**: Each brand possesses unique strengths, weaknesses, opportunities, and threats, largely dictated by their different target demographics and market positioning. Additionally, each brand responds differently to political, economic, social, technological, legal, and environmental factors. 

4. **Marketing Mix (7Ps)**: We compared the Product, Price, Place, Promotion, People, Process, and Physical Evidence of each brand. Six Senses focuses on luxury, sustainability, and wellness, while Holiday Inn concentrates on reliability, convenience, and value for money.

5. **Segmentation, Targeting, and Positioning (STP)**: Six Senses' main target segment is high-income, sustainability-conscious individuals seeking wellness experiences. In contrast, Holiday Inn targets a broader segment including business travellers, families, and individual travellers seeking value for money.

6. **Thesis Confirmation**: The analysis confirmed our initial thesis regarding the different target demographics and marketing strategies of Six Senses and Holiday Inn. 

In conclusion, both Six Senses and Holiday Inn demonstrate the effectiveness of distinct marketing strategies when they are closely aligned with a brand's mission, values, and target demographic. The brands, while operating within the same industry, successfully cater to their respective market segments through their unique interpretations and applications of key marketing principles.

For future study:

While the current study primarily focused on traditional marketing mix elements, an in-depth exploration of how both brands are leveraging digital marketing tools could provide valuable insights. Future research could investigate the brands' use of social media, influencer marketing, SEO, email marketing, and more (Tiago & Veríssimo, 2014).
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