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Introduction:
Marketing plays a crucial role in the success of any business, especially in the competitive hospitality industry. This essay compares the marketing methods and strategies of two multinational hotel brands, Six Senses and Holiday Inn. By conducting a situational analysis and examining their marketing mix, segmentation, targeting, positioning, and marketing communications, we can gain insights into how these brands effectively promote their products and services. Furthermore, this analysis will consider contemporary concerns in the hospitality market, such as recent geopolitical events and industry changes, to identify potential areas for improvement and recommend strategies to enhance marketing activities for future growth.

Main body:

1.1 Six Senses:
Six Senses is a luxury hotel brand that provides sustainable and wellness-oriented experiences for its target market. The brand's background can be traced back to 1995 when Sonu Shivdasani founded it. Initially, Six Senses started as a single resort in Thailand but has expanded globally, with properties in various destinations, including Europe, the Middle East, and Asia.

The target market of Six Senses primarily consists of affluent travellers who value unique and environmentally conscious experiences. The brand caters to individuals seeking luxury accommodations prioritising sustainability, wellness, and authentic local experiences. By targeting this niche market segment, Six Senses has been able to differentiate itself from other hotel brands and carve out a distinctive position in the industry.

To assess Six Senses' current position in the market, a SWOT analysis provides valuable insights:
Strengths:
· Strong brand reputation for sustainable practices and wellness offerings.
· Unique positioning as a luxury brand with a focus on eco-friendly initiatives.
· Exclusive and carefully curated properties that provide personalised experiences.
Weaknesses:
· Limited brand recognition compared to more established luxury hotel brands.
· Higher price points may limit the brand's accessibility to a broader customer base.
· Relatively more minor market share compared to larger hotel chains.
Opportunities:
· Growing demand for sustainable and wellness-oriented travel experiences.
· Expansion into emerging markets where eco-tourism is gaining popularity.
· Collaboration with local communities and organisations to enhance sustainability efforts.
Threats:
· Intense competition from other luxury hotel brands targeting similar market segments.
· Economic downturns or global events impacting luxury travel and tourism.
· Increasing consumer expectations and evolving industry trends require continuous innovation.

In terms of market share, Six Senses holds a smaller portion compared to larger hotel chains. However, the brand has cultivated a loyal customer base that appreciates its commitment to sustainability and wellness. Customer satisfaction is generally high, as Six Senses delivers personalised services and memorable experiences. The competitive positioning of Six Senses lies in its ability to combine luxury with sustainability, offering a unique value proposition to its target market.

1.2 Holiday Inn:
Holiday Inn is a globally recognised hotel brand under the InterContinental Hotels Group (IHG) umbrella. Since 1952, Holiday Inn has established itself as a mid-range hotel brand catering to leisure and business travellers. The brand's target market comprises individuals and families seeking affordable, comfortable accommodations with convenient amenities.
Conducting a SWOT analysis for Holiday Inn provides a comprehensive understanding of its current position:

Strengths:
· Wide brand recognition and a significant global presence.
· An extensive network of properties in key destinations, ensuring accessibility for travellers.
· Reputation for providing reliable and consistent service across locations.
Weaknesses:
· She is perceived as a more generic hotel brand than boutique or luxury options.
· Potential challenges in maintaining consistent quality standards across a vast portfolio.
· Limited differentiation in terms of unique offerings or experiential features.
Opportunities:
· Expansion into emerging markets with growing tourism sectors.
· They are capitalising on the trend of experiential travel by introducing localised experiences.
· We are enhancing loyalty programs and guest rewards to drive customer retention.
Threats:
· Intense competition from other mid-range hotel brands and alternative accommodation options.
· Increasing expectations of travellers for unique and personalised experiences.
· Economic volatility impacting travel and tourism patterns.

Holiday Inn enjoys a significant market share due to its extensive global presence and brand recognition. Customer satisfaction levels are generally high, as the brand focuses on providing consistent service and amenities across its properties. However, as a mid-range brand, Holiday Inn faces challenges in standing out amidst competitors and capturing the attention of travellers seeking more unique or upscale accommodations.


2.1 Product:
When comparing Six Senses and Holiday Inn, their products and services show distinct differences due to their target markets and positioning strategies. Six Senses focuses on providing luxurious and sustainable experiences, offering unique amenities like wellness programs and eco-friendly initiatives. In contrast, Holiday Inn prioritises comfortable and convenient accommodations for leisure and business travellers, emphasising standardised services across its extensive network. Both brands have adapted their product offerings to address contemporary concerns such as sustainability, incorporating eco-friendly practices and initiatives.
2.2 Price:
Six Senses and Holiday Inn align their pricing strategies with their target markets and brand positioning.

Six Senses, a luxury brand, commands higher prices to reflect its exclusive and premium offerings, catering to affluent travellers seeking unique and sustainable experiences.
As a mid-range brand, Holiday Inn adopts affordable pricing to appeal to a broader customer base, offering value for money without compromising quality and convenience.
Both brands use discounts and promotions, such as special packages or loyalty rewards, as part of their pricing strategies.

External factors like geopolitical events or industry changes may influence pricing adjustments, while the COVID-19 pandemic has led to flexible pricing and incentive offers to adapt to changing consumer behaviours.

2.3 Place:
Distribution channels are essential for reaching target markets effectively for both Six Senses and Holiday Inn.

Six Senses focuses on operating exclusive properties in picturesque destinations, providing immersive experiences in settings known for natural beauty, cultural heritage, or wellness appeal.

As a larger chain, Holiday Inn utilises a mix of distribution channels, including company-owned properties and franchise agreements, to enhance accessibility. Their properties are in diverse locations, such as urban centres, airports, and popular tourist destinations.
Both brands have adapted their distribution strategies to align with changing business environments, including the shift towards online travel agencies and the emergence of sharing economy platforms. They maintain a solid online presence and explore partnerships to cater to evolving consumer preferences, including the rise of alternative accommodations.

2.4 Promotion:
Six Senses and Holiday Inn use different promotional activities to reach their target audiences. Six Senses focuses on sophisticated marketing campaigns through print, digital, and influencer partnerships. Holiday Inn invests in extensive advertising, loyalty programs, and teamwork. Both brands recognise the importance of traditional and digital marketing, targeting broader audiences while engaging specific segments.

 The marketing mix elements contribute to their effective communication and competitive edge in the hospitality market.
Segmentation, Targeting, and Positioning:
Segmentation is a crucial aspect of marketing that involves dividing a broad market into distinct groups of consumers who share similar characteristics, needs, or preferences (Kotler et al., 2020). By identifying target market segments, brands can tailor their marketing strategies to reach and engage their desired audience effectively. In the case of Six Senses and Holiday Inn, understanding their target market segments and their positioning strategies provides insights into how they differentiate themselves from competitors and adapt to evolving consumer preferences.
Identification of target market segments:
1.1 Six Senses:
Six Senses primarily targets affluent travellers prioritising luxury, sustainability, and wellness experiences. The brand appeals to individuals seeking a holistic approach to travel, emphasising personal well-being and environmental consciousness. This target market segment values authentic and unique experiences, with interest in exploring destinations known for their natural beauty and cultural heritage. Six Senses caters to individuals willing to pay a premium for exclusive services and amenities that align with their values (Six Senses, n.d.).
1.2 Holiday Inn:
Holiday Inn targets a broader market segment of leisure and business travellers seeking affordable and comfortable accommodations. The brand appeals to individuals and families, prioritising convenience, reliability, and a consistent experience across different locations. Holiday Inn caters to budget-conscious travellers who value accessible amenities, convenient locations, and a familiar brand presence (Holiday Inn, n.d.).
Comparison of positioning strategies:
2.1 Six Senses: Six Senses combines luxury, sustainability, and wellness, positioning itself as a leader in responsible luxury travel. Their commitment to sustainability and focus on wellness appeals to environmentally conscious and rejuvenation-seeking travellers.

2.2 Holiday Inn: Holiday Inn is a reliable mid-range brand offering accessible locations, standardised services, and competitive pricing. They aim to provide leisure and business travellers with a comfortable and familiar environment.

Consideration of evolving needs and preferences:
Both Six Senses and Holiday Inn have adjusted their marketing strategies in response to contemporary concerns and evolving consumer preferences.

3.1 Six Senses: Six Senses enhances sustainability and wellness initiatives, reducing plastic usage, supporting local communities, and introducing organic materials. They expand wellness offerings, collaborate with experts, and address personal well-being and self-care demand.

3.2 Holiday Inn: Holiday Inn integrates technology with mobile check-in, smart room controls, and digital concierge services. They incorporate local elements such as regional cuisine and cultural events to enhance the guest experience and cater to changing preferences.

Six Senses and Holiday Inn employ segmentation, targeting, and positioning strategies to reach and engage their target market segments effectively. By identifying their audience's unique characteristics, needs, and preferences, these brands differentiate themselves from competitors and tailor their marketing efforts accordingly. Furthermore, they adapt to evolving consumer preferences by addressing contemporary concerns such as sustainability, wellness, and technology integration. Understanding the target market segments and the positioning strategies of Six Senses and Holiday Inn provides valuable insights into how they stay relevant and meet the evolving demands of their respective target audiences.

Marketing Communications:
Effective marketing communication is essential for building brand awareness, engaging with target audiences, and fostering brand loyalty. In the case of Six Senses and Holiday Inn, analysing their marketing communication channels, integration of online and offline strategies, and approach to audience engagement provides valuable insights into how these brands effectively communicate their brand messages and build lasting connections with customers.

Analysis of marketing communication channels:

1.1Six Senses: Six Senses uses traditional and digital marketing channels to reach luxury travellers. They employ print media, billboards, direct mail, website, social media, email marketing, and online advertising to create brand awareness and engage a broader audience.

1.2 Holiday Inn: Holiday Inn utilises traditional and digital marketing channels. They employ television commercials, print ads, radio spots, websites, social media, online advertising, and email marketing to create brand awareness and engage a wide range of consumers.

Evaluation of integration of online and offline communication strategies:
Both Six Senses and Holiday Inn recognise the importance of integrating online and offline communication strategies to create a cohesive brand experience.

2.1 Six Senses: Six Senses seamlessly integrates online and offline communication strategies. Their website and social media platforms showcase properties and sustainability initiatives and engage with the audience. Offline touchpoints reinforce luxury, sustainability, and wellness commitment, creating a consistent customer experience.

2.2 Holiday Inn: Holiday Inn integrates online and offline communication strategies. Online platforms showcase properties and engage with the audience, while offline touchpoints include brochures, signage, and customer service interactions. Consistency in messaging and branding creates a unified brand experience as a reliable and convenient hotel brand.

Examination of the brand's approach to engaging with its target audiences and building brand loyalty:
Six Senses and Holiday Inn prioritise engaging with their target audiences and building brand loyalty through various strategies.

3.1 Six Senses: Six Senses prioritises personalised experiences, sustainability, and wellness to engage their target audience and build brand loyalty. They tailor services, establish emotional connections, and resonate with luxury travellers seeking unique, eco-friendly experiences.
3.2 Holiday Inn: Holiday Inn focuses on consistent service, convenient amenities, and loyalty programs to foster brand loyalty. The IHG Rewards Club offers discounts and perks to encourage repeat stays and create a positive customer experience. Holiday Inn aims to cultivate lasting relationships with its target audience.

Conclusion:
In conclusion, this essay has compared the marketing methods and strategies of Six Senses and Holiday Inn, two multinational hotel brands. Through utilising situational analysis tools and exploring their marketing mix, segmentation, targeting, positioning, and marketing communications, we have gained valuable insights into how these brands effectively promote their products and services. Moreover, by considering contemporary concerns in the hospitality market, we have identified areas for improvement and made recommendations to enhance marketing activities for future growth. As the hospitality industry evolves, these brands must adapt their marketing strategies to meet their target audience's changing needs and preferences while staying aligned with the brand's core message.
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