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Advertising is crucial to the success of any business, including global hotel chains (Krizanova et al., 2019). The marketing strategies of two highly competitive hotels, Six Senses and Holiday Inn, are compared and contrasted in this essay. Using tools from situational analysis such as PESTLE and SWOT, it examines the internal and external factors that are influencing their marketing strategy. To gain a deeper understanding of how these companies develop their products and engage with their target consumers, we also take a look at the 7Ps of marketing: product, price, process, promotion, place, physical proof, and people (Jain and Jain, 2022). By analysing the advertising campaigns of many prominent hotel chains, this essay draws attention to both the best tactics and the worst in the cutthroat hospitality industry. The conclusion of the essay will provide some ideas for their future growth and success, touching on topics like expanding into new areas, making use of technology, and addressing sustainability as well as COVID-19 pandemic challenges as a company. 
There are a number of key differences between the Six Senses and Holiday Inn hotel chains. The Six Senses name is synonymous with high-end lodgings that prioritise health, environmental responsibility, and one-of-a-kind adventures. The luxury hotel brand known as Six Senses is well-known for its commitment to environmental and health-related obligations. Its emphasis on providing unforgettable stays, in addition to its ethical and environmental obligations, has helped it acquire a high reputation in the hotel industry. One of the most affordable hotel brands, Holiday Inn, places a strong emphasis on accessibility, affordability, and consistency. 
Given their respective locations, the two brands are subject to a wide range of possibilities and influences from the outside world. As a result of its excellent position, Six Senses has flourished in anticipation of the meteoric rise in international travel. Sixsenses (2023) is of the opinion that the city's wide cultural heritage has the potential to entice vacationers who are looking to revitalise themselves. In order to differentiate itself from other mid-range hotel firms operating in highly competitive locations, Holiday Inn has to reinvent its marketing strategies. Additionally, research using the PESTLE framework reveals that these brands are influenced by external factors. Both companies are required to address political concerns such as taxation, employment legislation, and travel restrictions in order to comply with the standards that are prevalent in the hotel sector (ihg.com, 2023).
Due to increased competition, marketing has taken on greater significance in the hotel industry in recent years. Successful businesses in this field have found success by listening to their customers and responding with products and services that meet their specific demands (Krizanova et al., 2019). Providing outstanding customer service has always been Six Senses' first priority, and the organisation has gone a long way since its founding. This upscale brand has improved its wares year after year by concentrating on making people feel better. Its greater price tag is justified by the excellent lodgings and facilities it provides. Although Six Senses uses a variety of advertising channels, word of mouth is its most important. 
Holiday Inn, on the other hand, competes in a more saturated market and needs innovative advertising strategies to distinguish it from other budget hotel brands. Additionally, the PESTLE analysis reveals the external factors that have an impact on these brands. Political concerns, such as taxes, labour regulations, and travel restrictions, have to be addressed by both companies in order to adhere to policies and laws that are unique to the hotel industry (Morrison, 2022). A business's pricing practices and profitability are affected by factors such as inflation, currency rates, and the overall state of the economy. Rising interest in wellness-focused experiences and sustainability is just one example of how societal shifts in consumer trends and preferences are influencing product sales. 
The marketing mix, which includes the 7Ps, provides a comprehensive framework for comparing and evaluating the marketing strategies of the two businesses (Lo and Yeung, 2020). In a sustainable and ecologically conscious manner, Six Senses provides luxurious accommodations, health retreats, and unique experiences. By charging top dollar for its exceptional services and desired encounters, Six Senses positions itself within the high-end luxury market. Being a mid-range hotel chain, Holiday Inn places a premium on comfort, standardisation, and ease of use. However, Holiday Inn caters to budget-conscious travellers seeking regular and reliable hotel options by using a more affordable pricing strategy. Often located next to beautiful landscapes or interesting monuments, Six Senses choose its locations with great care to enhance the overall experience for its guests (Weiss and Straub, 2018). Nevertheless, Holiday Inn places a premium on accessibility as well as ease by strategically placing its locations near important business, tourism, and transit hubs. When it comes to advertising, both businesses take different approaches (Bharwani and Mathews, 2021). Digital advertising, customer loyalty programmes, and online travel agencies are some marketing strategies of Holiday Inn.
Via partnerships with social media, influencer, including word of mouth, Six Senses highlights its distinctive offerings through experiential marketing. The human element, the process, and the physical evidence that make up the marketing mix are all of the same significance. Competent employees who go out of their way to help each guest leave with a memorable experience are highly prized at Six Senses (Dalgiç et al., 2017). Quick check-in and check-out processes including consistent service delivery are key to Holiday Inn's efforts to keep its properties uniform. In order to meet or exceed customer expectations, both companies put a lot of money into maintaining their physical premises (Giousmpasoglou and Hua, 2020). 
One may compare and contrast the two companies' target customer categories by using the Comparable web analysis tool. Typically, Six Senses caters to affluent individuals in search of eco-friendly accommodations, healing retreats, and opulent experiences. They want to attract affluent individuals, environmentally concerned vacationers, and health experts. Holiday Inn, in contrary, targets a wider range of customers, such as business travellers, families, and budget-conscious vacationers. By providing comfortable, trustworthy accommodation at reasonable rates, they want to attract customers who are looking for a balance between quality and price. Target audiences are a good match for these businesses' positioning strategies (George, 2021). As a provider of one-of-a-kind and environmentally responsible luxury experiences, Six Senses boasts of its commitment to health, conservation of the environment, as well as excellent service. Holiday Inn markets itself as a trustworthy mid-range hotel brand by focusing on cost, dependability, and accessibility. 
Findings from analyses of segmentation, targeting, and positioning could be linked via the marketing mix as well as situational analysis. For example, in response to the growing demand for high-end eco-apartments, Six Senses has placed a priority on health and sustainability, which is in line with its priority on product uniqueness (Stombelli, 2020). By presenting itself as an affordable and reliable brand and using its pricing and positioning strategies, Holiday Inn targets budget-conscious guests seeking convenient accommodation in inaccessible places (George, 2021). They highlight their unique selling points—private villas, spa facilities, and all-inclusive wellness programs—in an effort to differentiate themselves in the luxury hotel industry.
However, Holiday Inn uses a mix of traditional and modern marketing strategies to attract both families and corporate travellers. This includes loyalty programmes, online booking systems, and advertising campaigns. Physical evidence, human resources, and established protocols are cornerstones of the advertising campaigns for these two businesses. When it comes to providing exceptional customer service, both businesses know the value of having employees who are both customer-focused and well trained. To ensure high standards across all sites, they engage in people training and development efforts (Watts and Parks, 2018). Six Senses places a focus on environmentally conscious practices and long-term viability in its operations, whereas Holiday Inn aims to maximise customer happiness via streamlined processes and streamlined service.
In order to make use of a service, it is required to first acquire it. There is proof that can be seen and touched of each and every interaction that consumers have with the organisation. There is a conversation taking on between both companies about the aesthetics of the service or hotel in every element, from the decoration to the services itself. Affective States In addition to items that guests see that are connected to marketing, operational features such as the presentation of the staff, branding, the cleanliness of the hotel, and digital positioning on the hotel's website and social media posts are all regarded to be examples of physical proof (Hudson, 2017). On the other side, Holiday Inn is able to demonstrate its degree of cleanliness via its staff, facilities, and overall cleanliness. The entire economic output of the hotel business in 2020 was 42 percent lower than the levels seen in 2019. As compared to 2019, the hotel business had a 21% decrease in output in the year 2021. According to Hutton et al. (2022), the contribution of the hotel sector to the GDP of the United Kingdom fell from 3% to 2% during the years 2019 and 2020 and 2021.
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