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As opined by Jobber and Ellis, (2019), Marketing is defined as the set of activities and processes undertaken for the creation, delivey, comunication and exchange of offerings that have substantial value for the consumers. The nature of marketing can be illustrated by the wide arena of possibilities that it caters to with an enhanced focus on a consumer-centric approach along with the use of strategies that support the development of the brand. Similarly, the scope of marketing can be comprehended through the vast array of functions that it caters to including research, planning and development of products, consumer engagement, customer service and several others, (Buttle et al., 2016). Extending upon the same view the current study envisages comparing the marketing outlook of Six Senses and Holiday Inn, two well-known firms in the hospitality sector. The two companies are categorised as luxury brand hotels in the UK and cater to a wide range of service offerings. The prominence of the aforementioned hotels in the hospitality industry makes it significant for analysing their marketing methods which provide them with leverage in the industry. 
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According to Smith and Zook, (2019), marketing methods and techniques vary on the basis of the organisational objectives along with the distinctive approach undertaken towards the consumers. The marketing strategy in use by Six Sense is multifaceted in nature and entails within its purview the parameter of brand persona to influence the consumer decision-making process. As argued by Kotler et al., (2020), the brand persona relates to the personification of the company and its goals as well as the manner in which it intends to present itself to the consumers. Six Senses relies on its luxurious service offering as well as unique stay experience as a metric of marketing techniques. On the other hand, the marketing methods used by Holiday Inn resemble that of the digital marketing approach where the company through active engagement envisages gaining higher brand awareness and consumer outreach. Digital marketing campaigns are one of the several innovative methods of marketing which the company deploys in its foray. However, the performance of the marketing techniques deployed by the businesses is subject to the dynamics of the macro environment. It entails within its realms the prospects of political, social, technological, economic legal and environmental attributes which are taken into account for reflecting the market metrics into the approach techniques, (Clow, 2013). For instance, the Ukraine-Russia war is a geopolitical macro environment factor which has impacted the supply chain flow leading to high inflation in UK. In such scenarios, it is significant to understand consumer preferences and their inherent individual needs which shape the marketing techniques of businesses. Similarly, the demography of the region which is a social factor is considered by both Six Senses and Holiday Inn within their purview when deciding upon the market outreach strategy. A fast-changing nature of technology adoption among consumers has fuelled the transition of the Holiday Inn business to digital marketing forums. The marketing environment of businesses is susceptible to both external and internal changes which impact the strategic development and execution process. According to Chaffey and Ellis, (2019), in the wake of the pandemic when the hospitality industry was in the middle of economic turmoil distinct strategic routes have been touted by businesses to support their economic viability. A key instance of this is reflected in the Holiday Inn's mobile router planning and emphasis on brand advocacy. The extension of the service portfolio of the business to offer them a personalised experience along with championing its luxury experience depicts how the company used its strengths to overcome threats as well as grab opportunities among changing consumer preferences. On the other hand, Six Senses' higher inclination towards sustainability relates to an exercise undertaken to gain higher brand awareness and consumer outreach, the two key essentials of the marketing objectives of the firm, (Six Senses, 2023). 
As asserted by Ghauri, (2014), a key proponent of the marketing methods in use by a business is illustrated within the marketing mix foray of the businesses. It refers to the various strategic dimensions which are taken into account when deciding upon the intended route of market strategy. There are majorly seven elements entailed with the marketing mix's foray which depict the distinct attributes of the company's marketing approach, (Ducange et al., 2018, p. 328). The first element caters to the product or service element which in the context of the six senses relates to the luxury hospitality services the hotel brand provides at exotic locations across the globe. Similarly, Holiday Inn is also a luxury hospitality service provider across UK and the globe with an emphasis on distinct family and kid-friendly environments of stay. The second element of the marketing mix refers for the price which in the case of Holiday Inn relates to competitive pricing while the Six senses resemble that of the premium pricing approach. According to Kotler and Kartajaya, (2017), the distinct pricing strategies opted by businesses depict the consumer segments which the companies target during their marketing foray. The subsequent element of the marketing mix relates for a place where a clear distinction between the two companies is noted as Six Senses provides its hospitality services in exotic locations across 19 countries. On the contrary Holiday Inn has a wider expanse in the global hospitality industry with services available in more than 2900 locations. The promotional practices in use by the two companies are also distinct in nature with Holiday Inn emphasising the digital marketing approach through the use of third-party sources along with different social media channels like Facebook, Twitter and Instagram. In diversion of the stated view, the promotion approach of Six Senses is based on brand persona and relationship marketing where the company emphasises its luxury intent along with a sustainable inclination to gain higher brand outreach. As mentioned by Ryan, (2012), the physical evidence criteria of the operations of Six Sense relates to the quality and luxury stay experience that the company provides to its consumers, while in the case of Holiday Inn extends to the foray of online experience which it offers through mobile route planning. The people element of the marketing mix refers to the skilled professionals available at the company's foray to support its operational and marketing activities. In the context of Holiday Inn the company entails within its foray skilled professionals which enable it to provide quality services to the consumers, (Holiday Inn, 2023). On the other hand, Six Senses deploys sustainability practices of employee engagement to develop a coherent strategic outlook towards service delivery. Lastly, the processes segment in the context of Holiday Inn relates to the management of its online and offline service delivery program to provide a comprehensive service to the consumers. However, for Six Senses the focus is extensively on exotic luxury experiences through the use of effective operational processes. 
As argued by Ferrell et al., (2021), the determination of the marketing approach of a business can be envisaged by configuring its consumer persona, which can be determined by the use of the STP model. Segmentation refers to the process of categorisation of consumers on the basis of common attributes depicted by them. Six Sense adheres to a psychographic segmentation approach in its purview which enables it to cater to the lifestyle trends, status, and attributes which they look out for during travel experiences and similar others. On the contrary Holiday Inn adapts demographic segmentation in its overview as it enables it to categorise its consumers on account of their age, gender and income levels which enables it to provide them with personalised experiences, (Katsikeas et al., 2020, p. 411). The target market of Six Sense is consumers with an inclination for a luxurious lifestyle and the ones that value quality over price. The demographic variables of six sense relate to the age range of 18-60, all genders including male, female and LGBTQ+ while income level is high. In contrast, Holiday Inn's age range varies from 3-60-year-olds, all genders including male, female and LGBTQ+ while income level varies from medium to high. Six Senses relies more on the use of sustainable marketing methods in its practices which enables it to gain higher brand outreach and bolster its brand image, whereas Holiday Inn adopts an inclusive approach towards the marketing methods. Subsequently, stakeholder engagement and meeting their inherent needs are the key parameters that both companies emphasise during their distinguished marketing approach. 
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Figure 1: Positioning map
(Source: Created by the author)
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The marketing methods used by distinct companies in the hospitality industry are based on the service offerings they provide along with the objectives of organisational functionality. The above study details the manner in which the two companies approach their target consumers to gain a higher share within the global hospitality sector. Through the use of distinct models of marketing analysis, a comparative discussion of the elements of the marketing mix for Six Sense and Holiday Inn along with their STP methods has also been entailed. In summation, it has been ascertained that the distinction in marketing methods of the aforementioned companies is driven by their inherent different interests.
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