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Introduction to Six Senses  
Six Senses Hotels was founded in 1995 by Sonu Shivdasani. It is part of the IHGHotels and Resorts family. It is a luxurious hotel and spa brand that work towards providingguests with a special, comprehensive experience. It manages hotels and resorts located indifferent countries such as Bhutan, Cambodia, China, India, Indonesia, Israel, Fiji, France,and Maldives to name but a few, and spas that offer a wide range of comprehensive wellness,rejuvenation, and beauty treatments provided under the guidance of expert therapists. Sixsenses Hotels is identified in 19 countries under the brand names Six Senses, Evason, and SixSenses Spas, and has private apartments that offer the best of all worlds - a spectacular homewith a tropical island, snowy mountain retreat, or enviable downtown address. Built usingmaterials that are renewable, found locally, and abiding by the high standards of energy andwater effectiveness. The residences proceed with care on the earth while providing a resolutespace level, privacy, and comfort. Six Senses also focuses its attention on sustainability, withan aim to reduce its environmental footmark. This includes using environment-friendlymaterials, such as bamboo and reused materials, as well as implementing viable practicessuch as recycling, reducing waste, and energy conservation (Stombelli, 2020, p.525). The SixSenses Hotels brand brings together a varied, transnational, and multicultural portfolio ofproperties, with each host bringing the values to life in their own way. Overall, Six Sensesoffers a passion for wellness, community, sustainable design, and smiles. 
 
Introduction holiday inn  
The first chain of Holiday Inn hotel was founded in 1952. These hotels were opened in Memphis, Tennessee by Kemmons Wilson. Wilson wanted to provide less-costly accommodations for families and others right inside America. Wilson’s first Holiday Inn opened in the Berclair district of Memphis. This location was a perfect setting, with the main road to and from Nashville right besides the building. In the mid-1950s, Wilson teamed-up with Wallace E. Johnson. Kemmons Wilson first came up with the idea to team-up following a road trip to Washington, D.C.He claims to have been so disappointed with the quality of the roadside motels he encountered, that he wanted to do something that would bring change. The name of the Holiday Inn franchise was originally provided as a joke by architect Eddie Bluestein. Bluestein was making reference to the Bing Crosby movie. The chain grew dramatically in 1957, following the chain’s official remaining as Holiday Inn within one year, there were over fifty Inns throughout America. In 1968, the 1000th Holiday Inn opened in San Antonio, Texas. The Holiday Inn chain led the motel market, putting a huge amount of financial pressure on more traditional hotels. It also set the standard for copycat competitors like days Inn, Ramada Inn, best Western and Howard Johnson’s. When Wilson was featured on the cover of Time Magazine in 1972, there were over 1400 Holiday Inn hotels worldwide. The decision to include pools at many of the chains, further brought customers flocking through the doors. Wilson retired from his work with Holiday Inn in 1979. 
 

Βrand strategy of Premier is based on one simple premise. It promises its guests a good night's sleep. Anyone not experiencing this will get their money back. No other hotel does this - so their brand position becomes a competitive advantage in a highly competitive market ,also the price is very affordable ans usually appeals to the younger generations as they are looking for something simple ,economical but also comfortable place to stay, also their good location is also reason that attracts customers who are staying for work ,as many of their hotels are located in the center or have easy access to parking. While Six sense is a luxury brand that attracts a specific type of  customer who wants more comfortable holidays as it provide more luxurious services from exotic resorts and spas to private clubs and luxury residences ,their developments are innovative sustainable and represent the unique and exquisiste beauty of their location. 





Six senses hotel 
SWOT Analysis : 

Strengths : Six senses is strong brand reputation for luxury and sustainability ,offers unique experiences, exceptional customer service  focus on the best benefits and services to customers.

Weaknesses : Potential higher pricing compared to other hotels ,limited global presence compared to larger hotel chains that are more active in this sector ,dependence on a niche market segment.

OPPORTUNITIES : Growing demand for sustainable and wellness-focused tourism ,innovation in luxury hospitality ,potential expansion into new markets.

THREATS : The competition from other luxury hotel chains is a threat as there are many similar options for customers, an economic crisis that puts luxury hotels on the margins.Maintaining local aythenticity during expansion.

PESTLE ANALYSIS : 

Political:  Regulations affecting most luxury travel destinations,
government support for sustainable tourism practices.

Economic : due to the economic conditions there is a reduced demand for luxury travel , the excgange rate affects international visitors ,Economic downturns affect luxury budgets.

Social :  Customers have become more ecologically conscious and prefer sustainable tourism that is more environmentally friendly and the demand for luxury hotels has decreased.

Technological: Technological innovations in luxury travel experiences, guest interactions and sustainability efforts.


Environmental: Strong alignment with sustainability trends, emphasis on environmentally friendly practices/Legal: Compliance with local laws, sustainability regulations, labor laws.Ethics: Ensuring ethical treatment of local communities, supporting local economies, maintaining authenticity.


PREMIER IN 
SWOT Analysis: 

Strenghts : Value-oriented approach, widespread presence, consistent quality, operational efficiency

Weaknesses : Perceived as mid-range, challenges standing out in a competitive market.


Opportunities : Demand for affordable accommodations, expansion to new regions, leveraging brand reputation.


Threats : Competition from budget and upscale hotels, economic fluctuations, maintaining quality across locations.


PESTLE Analysis :

Political: Regulations influencing budget travel, government policies on tourism, health and safety regulations.

Economic: Economic downturns affecting budget travel, exchange rate impacts on international visitors.


Social: : Changing travel preferences toward budget-friendly options, demographic shifts.

Technological : Technological advancements in online booking, guest communication, operational efficiency.

Enviromental: Focus on eco-friendly practices to align with sustainability trends.

Legal: Compliance with local laws, health and safety regulations, employment laws.

Ethnical: Fair labor practices, positive community impact, ethical sourcing.

Both brands face challenges related to economic fluctuations, competition, and the need to adapt to changing travel preferences. However, Six Senses Hotel's strengths lie in luxury and sustainability, while Premier Inn's strengths lie in affordability and operational efficiency. Their opportunities and threats differ due to their market positioning and target audience.




Premier in    MARKETING MIX 

                                                   




SIX SENSES


                          MARKETING MIX 



The similarities 

The similarities between these two brands are that they prioritize keeping their customers happy by providing them with best services,both brands emphasize how important it is to have a well-trained staff to be able to offer customers an exceptional experience.

Differences 

The differences between these two  brands is that premier in is a budget -friendly hotel chain and tries to offer an economical price based on what it offers, it focuses on providing comfort to customers ,they offer a good night’s sleep at a reasonable price. Premier Inn is known for its standardized approach to hospitality, ensuring consistent quality across their properties.

Six senses ,on the other hand it is a luxury hotel and resort brand with an emphasis on creating an unforgettable experience for guests,they provide luxurious accommodations and offering a more exclusive and premium experience. Six Senses properties are typically located in idyllic and serene settings, and they offer a range of activities and experiences designed to enhance well-being

Brand Strategy Implications:PRODUCT
Comfortable rooms diffenet types of room for diffrent customers,standarized
PRICE 
Good prices for any type of customer Competitive pricing for budget-conscious travelers 
PLACE
Eassy acces to the place ,locations near to major transporation hubs and city ceneters 
PROMOTION 
Focus on value for money through advertising and loyalty programs 
PEOPLE
It offers job positions to young people ,friendly staff 
PROCESS
Improved check-in , easy access to the website, good room service 
Physical Evidece 
Good physical enviroment ,clean and well-maintained facilities
PRODUCT 
Luxurious accomodations,offers high-end hospitality services 
PRICE 
Premium pricing reflecting the high-end nature of the brand 
PEOPLE
Trained staff with high standards to provide customers with best services 
PROMOTION
Targeted marketing to affluent clientele ,wellness and sustainability 
PROCESS
Meticulous attetion to detail in every guest interaction 
PLACE  
Locations in natural,locations are chosen for their natural beauty
PHYICAL EVIDENCE 
Eco-friendly designs of their properties 

 
For Premier Inn, adopting elements from the Six Senses framework could potentially elevate their brand perception. Incorporating sensory experiences and emotional connections might help them stand out and create a more memorable guest experience.






k





https://www.sixsenses.com/en/corporate/news/the-magic-behind-the-brand


https://www.sixsenses.com/en?gclid=EAIaIQobChMI5ciahpbngQMVA_DtCh37PwwTEAAYASAAEgKY5vD_BwE



https://www.sixsenses.com/en/corporate/news/the-magic-behind-the-brand?fbclid=IwAR3C4ejemDkGFHN7ggPG7Nh0vTEfh_k2rTv2PDhjK00s1nn3iDFQ7aF3qns


 https://employeebenefits.co.uk/premier-inn-employees-strike-living-wage-dispute/


https://www.premierinn.com/gb/en/why.html


https://www.howandwhat.net/marketing-mix-premier-inn/

https://econsultancy.com/what-makes-premier-inn-the-world-s-strongest-hotel-chain/

https://www.premierinn.com/gb/en/business/international-development.html

https://www.ihgplc.com/en/news-and-media/news-releases/2019/six-senses-hotels-resorts-spas-recognises-hosts-as-magic-behind-third-top-hotel-brand-win

https://www.smartinsights.com/social-media-marketing/social-media-strategy/six-senses-of-social-media-marketing/

https://cpp-luxury.com/the-booming-development-of-six-senses-an-exclusive-interview-with-ceo-neil-jacobs/

https://www.rational-online.com/media/images/lp/expert-summit/pdf/12-194-reference-premier-inn.pdf










  
