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As per the views of Jobber and Ellis-Chadwick (2020), the marketing concept rests on the activities which have been undertaken by the company for promoting the purchasing and selling of a product or service. Marketing includes several activities such as selling, advertising and delivering the product to consumers and other businesses. In the present time, many organisations also affiliate with third parties to promote their goods and services. Organisations also develop a marketing department for promoting their products and services to educate target customers and increase the sales of the company. This present essay focuses on the comparison of two marketing methods of two multinational hotel brands Six Senses and Holiday Inn. by using the situational analysis tools positioning, segmentation and targeting of the two hotel brands as discussed in this essay. 
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According to Bowie et al., (2017, p. 2017), marketing strategy refers to a long-term plan to achieve the desired goals of the company to understand the needs and demands of the customers along with creating sustainable as well as a distinct competitive advantage. The hotel brand Six Senses values ingenuity hence the major focus of the business is to provide a unique and new experience to their customers by discovering new ideas in their products and services. Six Senses focuses on being honest and making their approach real with a genuine approach so that along with a unique experience they can also manage a sustainable approach, personal health and the health of the planet. On the other hand, Holiday Inn focuses on its unique narratives along with its mobile-optimised services to meet the customer's needs. The main focus of this hotel is to implement the latest and updated technology so that customers can get a personalised and comfortable experience in the hotel. As an example, it can be said that the brand Holiday Inn has launched its first digital multimedia campaign which uses the power of brand advocacy by sharing mobile-optimised web documentaries, (ihg.com, 2023). Hence, it can be said that both of these multinational hotel brands are using two different strategies for promoting their services and serving their guests. 
As opined by Smith and Zook  (2020), marketing mix refers to the combination of pricing, products, places, physical evidence, people, process and promotions which are used by the organisation to differentiate itself from its competitors and hold a strong position in the market. Six Senses offers luxury resorts, five-star hotels, and wellness spas which are sustainable, authentic and personalised. On the other hand, Holiday Inn focuses on meeting the needs of travellers and offers a comfortable atmosphere for them where they can relax and enjoy the room service, fitness centres, swimming pools and comfortable lounges. As per the views of Kotler et al., (2020), the premium pricing strategy allows for improved profit margins as the cost of the services and products are higher. The premium-based pricing strategy has been used by Six Senses which means the price of the services of Six Senses is higher than similar products which creates an impression of luxury brands with better quality. However, as argued by Chaffey and Ellis-Chadwick (2019), the expectations of customers get higher when they pay more than the usual price which can be a high pressure for the company. Hence, Holiday Inn follows the value-based pricing method and sets the rates as per the perceived value of their guests. In the same vein Clow and Baack (2013), the demand for the product or service can be made higher by this pricing strategy that promotes customer loyalty and brand value. The location of Six Senses is all the exotic places in 19 countries while Holiday Inn is located in more than 2900 locations which means that Holiday Inn has a wider expansion than Six Senses. Six Senses uses multi-sensory marketing which depends on five physical senses such as sight, sound, smell, taste and touch for communicating the brand’s persona with its key audiences, (sixsenses.com, 2023). On the other hand, the promotional strategy of Holiday Inn is completely different as the company uses a digital marketing approach along with using third-party sources and different social media platforms such as Facebook, Instagram and Twitter for promoting their services and reaching the target customers. Hence, it can be said that the marketing mix of the two hotel brands is completely different from each other and both of the firm practices different things to enhance their sales and develop a strong customer base. As opined by Ghauri (2014), physical evidence refers to all the potential features for attracting and engaging customers. The physical evidence of the Six Senses brand is the luxurious experiences of people while for Holiday Inn the physical evidence is its latest and unique technical development that provides a customised experience to the guests. A person in the marketing mix refers to the individuals who are indirectly or directly associated with the business. Hence, the people element of both Holiday Inn and Six Senses are the professionals who support the business such as different departments of the hotel such as reception, marketing, IT, HR, stakeholders and customers. As per the views of Housden (2008), a process in marketing mix refers to the steps which have been followed by a business to promote its services and products to potential customers. Holiday Inn focuses on both its online and offline working processes to provide an effective service to the customers. Holiday Inn tries to involve new technologies so that customers can easily book their rooms and services from their phones while the business also manages its offline process such as recruiting skilled staff to improve the quality of service, (ihg.com, 2023). However, the main process of Six Senses focuses on making the services of the firm more luxurious and relaxing to provide exceptional service to the customers. 
As stated by Kotler and Kartajaya (2017), psychographic segmentation allows the business to keep the characteristics of the customers as per their personality, lifestyle, beliefs, social class and interests. Therefore, Six Senses follows the psychographic segmentation and divide the customers per their lifestyle, trends, social class and customers who belong to the high class and lead a luxurious lifestyle. On the other hand, as opposed by Ryan (2012), the process of applying psychographic segmentation is complex and completely depends on assumptions which can be wrong. Hence, Holiday Inn focuses on demographic segmentation and categorises customers as per their age, income level and gender. The demographic process is easier than photographic segmentation for dividing the customers and identifying their needs, (Muis, 2020, p. 33). Hence, as per demographic segmentation, the core a customer of Holiday Inn belongs to the age group of 20 to 40 both male and female belongs to the medium to high-income group. The target customers of Six Senses are people with a luxurious lifestyle and who choose value over price, (sixsenses.com, 2023). The age group of these people are from 25 to 40 who belong to the high-income group. In contrast, the target customers of Holiday Inn are different from Six Senses as people from the medium to the high-income group who wants to spend leisure time with their family and friends are the target customers of Holiday Inn. Therefore, Holiday Inn majorly focuses on the male, female and LGBTQ+ community who have medium to a high level of income and wants to travel comfortably.  
As described by Morgan et al., (2019, p. 5), the hotel industry has faced several challenges recently during the time of the global pandemic Covid-19. The multinational hotels Holiday Inn and Six Senses also faced different issues during the pandemic but the pandemic and other challenges created a different impact on these companies. Holiday Inn earned 7.3 billion in the financial year 2019 and in 2020 during the time of the global pandemic, the revenue decreased to 4.2 billion. The reason for this fall in revenue is the long global lockdown and travel restrictions. Along with Holiday Inn, Six Senses also faced financial loss during the time of pandemic and the number of guests has also declined during that time. Along with Covid-19, Brexit has also created several impacts on both of the hotels such as the number of guests decreased which affected the annual revenue of the firm. As stated by Dewi (2020), the Brexit period has set to close off the source of labour due to which hotel industries need to increase their wages to attract workers from other countries. Therefore, the prices for the guests of Holiday Inn and Six Senses have gradually increased. Additionally, this increasing price is also the cause of the decline in hotel service and the brand image of Six Sense is affected as due to the poor labour market the brand is unable to provide luxurious service to customers at a premium price. 
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Thus, it can be concluded that in this present essay, the comparison of the marketing strategies of Holiday Inn and Six Senses has been described in detail. The elements of the marketing mix of both of these organisations are mentioned in detail along with the different approaches of two different multinational hotel brands to enhance the customer experience. It has been identified that Six Sense provides a high-quality and luxurious experience to its customers and follows a premium pricing strategy. However, Holiday Inn follows a value-based pricing strategy to focus on the customer's demand to meet the customer's needs easily. 
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Appendix 1: Positioning map of Holiday Inn and Six Senses 
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