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Introduction
Effective marketing tactics are essential for the success and expansion of international hotel brands in the competitive hospitality sector (Khatter, 2023). The marketing strategies used by Six Senses and Holiday Inn, two well-known international hotel brands, are compared in this essay. By examining the marketing mix (the 7Ps), segmentation, targeting, positioning, and marketing communications of these organizations, we hope to learn more about how they promote their goods and services. SWOT and PESTLE analyses, two situational assessment tools, will serve as the foundation of our analysis as we explore each party's internal and external positions, problems, opportunities, and points of differentiation. In addition, we'll talk about current issues like how these firms' marketing strategies are affected by recent geopolitical developments and changes in the business climate. Finally, considering the constantly changing dynamics of the hospitality industry, this investigation aims to not only highlight the similarities and contrasts between their marketing approaches, but also to offer suggestions for potential future expansion.
[bookmark: _Toc148429136]Situational Analysis
[bookmark: _Int_KQorgCdK]Beginning with a SWOT analysis, the essay moves on to a situational study of Six Senses and Holiday Inn's marketing strategies. The premium and sustainability focused Six Senses has a strong dedication to eco-friendly practices, while Holiday Inn, with its wide-ranging global presence, has a strong distribution network (Da Cunha, Correia and Da Vital Costa, 2021). Holiday Inn may struggle to maintain a consistent luxury image across its numerous facilities, while Six Senses may struggle with a smaller worldwide reach than its rival. Contrasting marketing strategies can be a result of these variations in SWOT profiles (Varadarajan, 2020). As we go on to the extrinsic variables, a PESTLE study enables us to evaluate the elements of the political, economic, social, technical, environmental, and legal influences on these brands. Uncertainties have been brought on by recent geopolitical events, such as international conflicts and trade disruptions. For instance, trade disagreements may affect both businesses' expansion goals (Chou et al., 2020). Additionally, while both must adapt to stay relevant, the continual development of technology, from booking platforms to contactless check-ins, creates opportunities and risks for both. An environmental element to consider is the global trend towards sustainability and eco-consciousness, which fits well with Six Senses' philosophy but may provide difficulties for Holiday Inn's enormous network (Σακάς et al., 2022). The rapidly evolving hospitality industry offers both companies chances for service delivery innovation, but they must also handle the dangers associated with economic downturns and changes in consumer preferences (Anning-Dorson and Nyamekye, 2020), as is clear from looking at the challenges and opportunities. The need for adaptation has been heightened by current worries in the hospitality industry, particularly in the wake of the global pandemic and shifting travel regulations. These worries add an additional level of complication because brands must guarantee guest safety while offering distinctive experiences. Considering this, the situational analysis proves that Six Senses and Holiday Inn operate in a complicated context where their internal strengths and weaknesses, together with external opportunities and threats, define their marketing strategies (Li, Larimo and Leonidou, 2020). 
[bookmark: _Toc148429137]Marketing Mix (7Ps)
An important framework for examining the essential elements of a brand's strategy is the marketing mix (Koç and Ayyıldız, 2021). The emphasis on luxury, sustainability, and one-of-a-kind experiences at Six Senses is well known. They provide high-end services with a focus on wellness and environmental awareness. The Holiday Inn, on the other hand, caters to a wider demographic and offers a variety of lodging options, from low-cost to luxurious (Li, Larimo and Leonidou, 2020). From business travelers to families on vacation, their product line serves a variety of clientele. Their distinctive tactics are built on this diversity in product offerings. Due to its distinctive services and emphasis on sustainability, Six Senses markets itself as a luxury brand and frequently commands higher prices. Holiday Inn uses a more aggressive pricing approach to appeal to a wider spectrum of customers due to its greater variety of properties. Their respective target markets and profit margins are directly impacted by this variation in pricing methods. Another crucial factor is location or distribution (Anning-Dorson and Nyamekye, 2020). Six Senses' attention to providing a distinctive, isolated, and luxurious experience is consistent with their selectiveness in selecting exclusive, remote sites for their properties. Holiday Inn, in contrast, places an emphasis on accessibility and worldwide reach by carefully locating properties in urban and well-known travel locations and serving a wide variety of travelers. Promotional techniques highlight other contrasts (Ho et al., 2021). Six Senses frequently uses specialized marketing channels, such as eco-aware travel discussion boards and upscale lifestyle magazines. They emphasize communicating the dedication of their brand to luxury and sustainability (Ho et al., 2021). To target its many consumer demographics, Holiday Inn, on the other hand, uses a wide variety of promotional strategies, such as internet marketing, loyalty programs, and alliances with travel companies. Six Senses places a strong emphasis on providing individualized service and educating its workers about wellness and sustainable living. Holiday Inn prioritizes training its workers to be able to meet a wide range of traveler demands because of its diverse client base (Chou et al., 2020). Their brand visuals are consistent with this distinction in people management. Processes and tangible evidence that are related to the customer's experience differ as well. Six Senses makes investments in innovative health and environmental practices to improve the guest experience and maintain uniformity among properties (Varadarajan, 2020). Holiday Inn, on the other hand, streamlines its procedures to guarantee effectiveness and uniformity across its wide network of hotels. Considering this, the marketing mix study shows how Six Senses and Holiday Inn distinguish themselves in terms of the following: product, pricing, place, promotion, people, procedures, and tangible evidence (Ndame, 2023). These contrasts directly affect both brand strategies, with Holiday Inn adopting a more adaptable strategy and appealing to a wider client base while Six Senses focuses on luxury and sustainability and targets a niche market. These tactics are consistent with the presumptions made about the market positioning of each brand, reflecting the distinctive market segments they serve, and the promises made by each brand (Ho et al., 2021).
[bookmark: _Toc148429138]Segmentation, Targeting, Positioning
Understanding the key aspects of segmentation, targeting, and positioning (STP) for Six Senses and Holiday Inn is crucial. It is important to identify different customer segments (Chandran and Bhattacharya, 2021). Six Senses caters to affluent tourists looking for distinctive wellness experiences, often in far-flung and exotic settings. Most of their clients are concerned about the environment and are willing to pay more for sustainable luxury. Holiday Inn, in comparison, takes a more comprehensive approach, segmenting its customer base into groups like business travelers, family vacationers, and visitors on a tight budget to ensure a wider market reach (Ntounis et al., 2021). These brands' targeting techniques reflect the different customer segments they serve (Mody, Suess and Lehto, 2019). Six Senses is extremely picky about who it targets, hoping to attract a privileged clientele looking for a secluded and environmentally friendly vacation. To appeal to this demographic, they place strong emphasis on experience and personalized marketing. Holiday Inn has a more open-minded stance and employs a variety of targeted techniques to meet the varying needs of various consumer groups. To target different market segments, they use loyalty programs, business travel packages, and family-friendly services. The marketing mix and situational analysis can both be directly related to positioning (Schlegelmilch, 2022). Utilizing its distinctive wellness experiences and dedication to sustainability, Six Senses markets itself as a luxury brand. It fills a specialized market niche where few rivals can match its combination of luxury and sustainability (Ndame, 2023). This approach is consistent with their premium prices, exclusive settings, and individualized services in their marketing mix as well as the current concern of eco-consciousness in the hospitality sector. Holiday Inn, on the other hand, markets itself as a flexible, mid-range to upscale brand that supplies reliable quality throughout a worldwide network (Kim, Lee and Kim, 2020). Their broad distribution and aggressive pricing serve their diverse clientele, supporting their positioning. It also addresses accessibility and flexibility concerns, especially as travel evolves (Ndame, 2023). Situational analysis and marketing mix are closely tied to STP analysis outcomes. Six Senses' luxury positioning includes high prices, unique surroundings, and personalized services. This supports their situational research, which suggested supplying a niche premium market. Holiday Inn's broad distribution, aggressive pricing, adaptive targeting, and constant quality positioning are complimentary to their strategies (Ho et al., 2021). This complements the situational analysis, which highlighted adapting to a changing market with various client wants. Six Senses and Holiday Inn differentiate through client segmentation, targeting, and positioning, according to STP study. They can service multiple customer segments and navigate the shifting hospitality scene because their positioning complements their marketing mix and situational analysis (Khatter, 2023).
[bookmark: _Toc148429139]Conclusion
The two well-known international hotel companies, Six Senses and Holiday Inn, have their promotional techniques thoroughly compared in this essay. The analysis comprises situational analysis, an evaluation of the marketing mix, and strategies for segmenting, targeting, and positioning the market, highlighting the differences and similarities in their approaches to the market. Six Senses stands out in comparison to Holiday Inn because of its focus on luxury and sustainability, target market specialization, and distinctive locations. Holiday Inn has a broad market reach, competitive pricing, and flexible targeting. These strategies demonstrate their capacity for change in the hospitality industry and are consistent with their unique brand positioning. The situational analysis also demonstrated how current problems, such as geopolitical changes and shifting market dynamics, affected their marketing efforts. This study emphasizes how worldwide hotel chains must adapt their marketing plans to be competitive and satisfy evolving customer demands in a dynamic market. Nowadays, it's essential to be adaptable.
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