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Marketing has always been an important part of a business, whether it was a restaurant, a café, a soap selling business or others. In this paper will be addressed 2 multinational hotel chains, which are Six Senses Hotels Resorts Spa and Holiday Inn. Both these chains have an overall high importance because of their history, being founded just 3 years apart, traditions, brand recognition and quality of the services.
Before we begin with the particularities of each hotel, let us first define the terminology used through this essay. Marketing strategy is a business’s overall game plan for reaching prospective consumers and turning them into customers of their products, as stated in marketing essentials of Investopedia. Marketing mix is a combination of factors that can be controlled by a company to influence consumers to purchase its products. 
Traditional marketing is any form of marketing that uses offline media to reach an audience. Basic examples of traditional marketing include things like newspaper ads and other print ads, but there are also billboards, mail advertisements, and TV and radio advertisements. On the other hand, stated by Coursera “digital marketing is a form of marketing that leverages the internet and digital technologies, such as computers and smartphones, to connect with customers. More than running a social media sponsored ad to drive sales, it is a set of practices that interacts with customers at every stage of the buying journey.”
Going further the two hotels can be addressed. Starting with Six Senses Hotel, it can be stated it is a luxury brand which has its focus on providing unique experiences. Its particularities are that it prioritizes the sustainability of the business and wellness of customers. It is a brand created on senses, as its name states, because their priority is to make their clients feel luxurious. Guests have a wide range of activities to choose from, which start from wellness experiences, such as spa treatments or yoga classes, food tasting, visiting places, etc. Six Senses Hotel has an exceptional reputation for its services and attention to details. They are thriving to provide the most unique experiences for the mind, body and even spirit.
On the other hand, Holiday Inn is a more affordable hotel brand that offers comfortable accommodations to a wide range of travellers. It is known to be in various destinations worldwide and the brand is recognized for catering to both leisure and business travellers. The locations are conveniently placed near airports, city centres or popular tourists' attractions. Even if Six Senses Hotel strives to provide a luxurious environment for its guests, Holiday Inn is aiming for a more comfortable, enjoyable, and hassle-free experience. 
Both hotels are using a mix of digital marketing and traditional marketing to advertise their offers, discounts, or promotions. More information and details can be found in the Annex [1] - S.W.O.T Analysis of Holiday Inn Hotel and Six Senses Hotel.
Starting with traditional marketing, it can be stated that both hotels are using advertisement through billboards, event marketing, referral, and print ads. For traditional marketing we can state the next facts:
· One of the biggest benefits of traditional marketing is the fact that it allows you to have a presence pretty much everywhere. When customers are home, sitting on their couch, taking the bus, or walking to work in the morning, you can take advantage of conventional marketing channels for reaching them. This multimedia advertising, which allows you to reach as many people as possible, increases your chances of getting leads converted into sales and making more money.
· Traditional marketing can also be a simpler route if your team is not familiar with digital marketing and the tools that make it happen. There is a lot to learn when it comes to mastering marketing, so your digital marketing campaign may take a while to succeed even if your team is dedicated to learning digital marketing. For some businesses, focusing primarily on traditional marketing may be a better financial move.
· Traditional marketing may be better suited for an older audience, as well as any potential customers who do not spend a lot of time on their computers or smartphones.
The benefits of conventional marketing may be justified, but they do not mean there are no downsides. For starters, it is more expensive, especially when trying to advertise through a busy period, (e.g., Superbowl). In many cases, the results of traditional marketing are harder to measure than the results of digital marketing.
Thus, digital marketing has emerged as a major competitor to conventional marketing due to several reasons:
· It can offer wider area of reach when it comes to global audience. Using internet and digital platforms there are fewer geographical boundaries and can engage with potential guests in real-time.
· Results of the spread can be measured easier than traditional marketing. Businesses can monitor key performance indicators (KPIs) such as website traffic, click-through rates, conversions, and customer engagement.
· When using digital marketing it is more flexible and agile. Businesses can easily modify their message, their way of promoting it, can include more interactive elements and easily estimate the budget allocation. 
As a short mention, even if digital advertising may seem more reliable and cost efficient, according to Oberlo.com, a drop shipping platform that enables entrepreneurs to set up and manage an online store, traditional marketing still accounts for the majority share of advertising revenue in 2021 (56%).
Next continuing with the similarities between the two chains. 
1. Both hotels have a strong online presence using digital marketing techniques. Holiday inn and Six Senses Hotel are known for their well-managed social media accounts and official website. Also being advertised through a multitude of online travel agencies such as booking.com and tripadvisor.com. Using all these channels they are easily targeting their desired audience.
2. Loyalty programs are well known to be a good way to encourage repeat bookings and building brand loyalty. Through these programs, exclusive benefits, discounts, or upgrades are offered. 
3. For a successful business, partnerships and collaborations should not be dismissed. These two hotel chains are using these collaborations depending on their locations (near airports, beach, or mountains) or main attractions in the area where they reside (museums, national parks). Having these assets, they can promote bundles or unique packages for each of their guests.
4. Customer review and reputation management might be one of the key factors a hotel can reach a high status. The hotels are actively encouraging their guests to leave reviews through different prizes or simply for customer’s experience. Responsible staff may respond to guest reviews, highlight positive feedback, or address concerns regarding guest’s stay. 
Stating the particularities, we can start with targeted advertising. From Holiday Inn’s point of view, they are addressing this using advertising campaigns through platform like Google Ads, Facebook, or Twitter. On the other hand, Six Senses being a more luxurious type of hotel and having their focus on unique experiences and wellness of its guests, are opting for influencer marketing. Through this they can sell the experiences that they can provide to future guests, not just the offers and bundles.
As an additional point about Holiday Inn, this hotel is focused to promote themselves as a reliable and affordable brand, leaning more to the business travel side. This is because of specific business amenities, tailored services to maintain and attract business clientele and corporate partnerships.
Over the last three to four years both have opened a significant number of hotels. Of big importance being Six Senses Hotel in the West of London, who took over the Whiteleys in a beautiful Art Deco style building. For Holiday Inn a big change occurred when the CFO has stepped down from leading position, after almost twenty years of work. 
As a downside for both hotel chains, because of the pandemic, there was a big shortage of labour. Even after the pandemic started to recede and the restrictions to be put down, the shortage persisted. Along with this shortage, the sales fell and the percentage for profits diminished with 4%.
To sum up, it can be stated that Six Senses Hotel and Holiday Inn Hotel are using a combined method between traditional and digital marketing. In my opinion, they are tailoring these strategies to their business needs and growth methods. Six Senses addressing to a more affluent type of customers, striving to offer unique experiences based on personal preferences, cultural needs or relaxing methods of relaxation needed. Holiday Inn is targeting more business, leisure, or budget-conscious travellers and with these types of target groups, they are selling more the business, with their packages, bundles and offers. 
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Annex [1] - S.W.O.T Analysis of Holiday Inn Hotel and Six Senses Hotel
S – Strengths
W – Weaknesses
O – Opportunities 
T – Threats

Holiday Inn Hotel.  
1. Strengths: 
a. Well-known and recognized brand, with a number of 1200 hotels worldwide, lastly known in 2021.
b. Loyalty programs allow guests to accumulate points, thus making them revisit.
2. Weaknesses:
a. Even if they are a well-known brand for consistency, this can be an impediment to the travellers looking for unique experiences.
b. Because Holiday Inn has as targeted customers more business, leisure, or budget-conscious travellers, it can be seen as lacking in high-end experiences.
3. Opportunities:
a. Incorporating sustainability initiatives and eco-friendly practices can align with increasing consumer preferences for environmentally responsible travel.
4. Threats:
a. Intense competition from the other brands who are offering luxury experiences or are tending to sustainability initiatives.
Six Senses Hotel.
1. Strengths:
a. A strong global reputation for unique locations such as Thailand, Maldives, Portugal, Seychelles, Bhutan, Vietnam, and more.
b. Sustainable practices are well engraved in this hotel’s core.
2. Weaknesses:
a. Because it only offers luxury services, the targeted marked is limited to affluent customers
b. Depending of the location, it can be better known as a good location for seasonal experiences than an all-year resort.
3. Opportunities: 
a. High use of digitalization. This can lead to a personalized guest experience, better data analysis for loyalty programs and cost efficiencies.
4. Threats:
a. Because of the luxury services, economic uncertainty is bigger than for other hotels
b. Higher risk when talking about natural calamities because of the locations of hotels.





