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The success of the hotel industry, like that of other business sectors, is contingent on creative forms of marketing. The goal is to create goods and services that are financially viable and are favourably welcomed by the market which will be the focus of this endeavour.  In the hospitality sector, marketing aims to bring in new customers and keep the ones they have by spotlighting the qualities that make the service stand out from the competition. In this study, the marketing approaches of two hotels that cater to quite different types of guests and offer very different types of facilities are compared and contrasted. the hotels in question are the Holiday Inn and the Six Senses. The study will explore not just their marketing mix, but also their segmentation, targeting, positioning, and marketing communications strategies. The existing marketing techniques of the hotels will be evaluated in this study, and suggestions will be offered for how those efforts may be improved.
Both Six Senses and Holiday Inn have seen their operating expenses rise due to inflation, forcing them to rethink their pricing structures. To maintain their financial success amid inflationary pressures, these hotels must carefully manage the impact of rising costs without jeopardising competitiveness or customer satisfaction (Jiang, et al., 2023). Both Six Senses and Holiday Inn have seen the repercussions of political variables, such as the consequences of ever-changing laws and regulations as well as the repercussions of foreign conflicts. In order for these hotels to remain competitive and to continue offering outstanding guest experiences despite the ever-changing political climates, they need to successfully negotiate the political landscapes, react to the new rules, and deal with any disruptions that may occur (Veseli-Kurtishi, 2018).
Both Six Senses and Holiday Inn have become hospitality industry pillars for a number of reasons. Six Senses has remained successful by focusing on eco-friendliness, wellness, and originality while providing luxurious accommodations in remote locations. Their commitment to superior customer service and environmentally responsible business practises has won the affection of those in search of distinct and unforgettable vacations. On the other hand, Holiday Inn has persisted for so long due to the high quality of their rooms and their affordable rates. Customers who value affordability, usability, and superior service standards are among the brand's core demographics. Even though their Facebook page has a tepid approval rating, brand perception is highly subjective, and Holiday Inn continues to attract a large customer base by providing consistently positive experiences and excellent value for money (Escape, 2023).
Both hotels should keep in mind the 4 P’s of marketing mix which includes the product, price, place, and promotion. A company's product includes its quality, features, and branding. Setting a price requires both determining how much something costs and devising a strategy to sell it for a profit. The location of a product refers to how and where it is sold and made available to prospective purchasers. Promotion encompasses all advertising and public relations initiatives designed to increase product visibility and interest. Each of these four components is essential for developing a successful marketing strategy for both hotels (CFI, 2023).
The PESTEL analysis looks at how a company might be affected by its surroundings. Some of the most important things for Hotel Six Senses are government stability, a strong economy, new technologies, a healthy atmosphere, and the rule of law. The hotel takes advantage of good political and economic conditions, puts sustainability first, makes sure its guests are comfortable and safe and follows all the rules. The focus of the analysis is on Holiday Inn's political stability, economic trends, social factors, technological advancements, and legal regulations. The hotel can't stay open unless the social and political environment is good, technology keeps getting better, and all rules are followed (Kavoura, et al., 2020).
As per similar web, the number of people who follow Holiday Inn across its various social media platforms has risen, while the number of people who follow Six Senses on Instagram has considerably increased. Six Senses utilises content marketing and social media in order to promote its unique brand and goods in the marketplace (Sixsenses, 2023). Holiday Inn, on the other hand, has made investments in a new website and collaborations to appeal to tourists. These hotels educate their staff members with training in diversity, equality, and inclusion as a result of the racial justice movement and safety regulations, which entail measures such as better cleaning processes and contactless check-in. These criteria were implemented to ensure the safety of guests. One illustration of how these adjustments were made in reaction to modern issues is the struggle for racial justice (IHG, 2023).
When it comes to catering to the needs of vacationers, there is a wide selection of hotel brands from which to pick, and each one has its own unique expertise to offer. Both the Six Senses and Holiday Inn hotel businesses employ distinctive marketing approaches to entice the customers that make up their different clientele. This concept is brought home in a resounding manner by Bowman's Strategy Clock, which is illustrated in Diagram No. 1 of the Appendices and may be seen in Image 1. Holiday Inn caters to people on a more limited budget who are looking for a straightforward and easy place to stay, but Six Senses caters to those with more discretionary money who are ready to expend on genuine, opulent, and environmentally responsible activities. In order to appeal to certain customer categories, both chains employ segmentation, targeting, and positioning in their marketing strategies (Lucidity, 2023).
Both of these hotel chains have applied scenario analysis in order to design marketing approaches that are unique to their respective brands. The fact that Six Senses is able to attract wealthy customers thanks to the fact that it provides these customers with services that are genuine, one-of-a-kind, and ecologically concerned is demonstrated by the perceptual map (see diagram #2 in the appendix). The corporation intends to utilise this as a promotional device in the future. It markets itself as an alternative that is not only better but also more beneficial to one's health and less harmful to the environment. Because it offers reasonably priced lodgings that are both clean and pleasant, Holiday Inn is a popular choice among travellers who are attempting to limit their spending. However, Six Senses has developed the Earth Lab initiative to demonstrate its dedication to environmental sustainability (Asana, 2022).
Examining and contrasting a variety of formats used in commercial advertising The advertising for Six Senses and Holiday Inn each take on their own distinct shapes in order to communicate effectively with the populations they are aimed at. Figure 2 of the appendix indicates that Six Senses caters to rich persons who have the financial means to take part in activities that are opulent, one-of-a-kind, and sensitive to their impact on the environment. The company promotes its environmentally friendly and nutritious goods through the use of social media and content marketing (Muninger, et al., 2019). On the other hand, Holiday Inn caters to tourists who are concerned about their spending and are looking for lodging in an atmosphere that is both pleasant and familiar. In order to appeal to a greater number of passengers who are interested in saving money, the firm is making investments in a redesigned website and building connections with online travel agents (Parsons & Lepkowska-White, 2018). 
The study asserts that customers have become increasingly vocal in recent years, demanding that companies take stand on these issues (Dwivedi, et al., 2021). The way in which businesses interact with their customers has undergone significant change as a direct result of the rise of digital and social media marketing. The growth of social media platforms such as Facebook, Twitter, Instagram, and LinkedIn has made it possible for businesses to participate in two-way dialogues with the people they are trying to sell to (Jamil, et al., 2022).
It is imperative that Six Senses places a high priority on content marketing and social media in order to maintain its status as a provider of high-end services. It is feasible that the brand's position as the leader in the market might be improved by cultivating ties with key persons in the tourist sector. Holiday Inn has the opportunity to devote additional time and effort into improving the usability of their website and providing additional pictures of their products. It is also possible that it may seek to make arrangements with online travel companies in order to entice visitors who are more concerned with saving money (Appel, et al., 2020).
In conclusion, despite utilising separate techniques, both businesses have been successful in reaching their respective target audiences via digital marketing channels. This success was achieved despite the fact that the firms have used distinct strategies. In contrast to Six Senses' focus on social media and influencer marketing, Holiday Inn has made use of search engine optimisation (SEO) and pay-per-click (PPC) advertising in its marketing strategies (Ritz, et al., 2019). Furthermore, the marketing efforts of both businesses incorporate allusions to sustainability, which reflects the increasing prominence of environmental awareness. According to the findings, Six Senses should continue using its present advertising approach, which places a focus on the distinctiveness of the firm and its premium positioning, while also looking for ways to increase the size of its customer base. Either you may try to get it presented in a more prominent manner on existing trip booking systems, or you can build relationships with airlines and travel firms. Both of these options are available to you.
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