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Essay title: A comparison of the marketing methods of Six Senses and Holiday Inn

The hospitality industry faces higher competition in the market areas and required diverse strategies to overcome them (Simkin and Dibb, 2013). In addition, increasing number of customers with different preference and needs are encouraging to seek for the customer happiness and strategies that can allow to fulfil overall needs. This essay examines evaluation of marketing strategies and branding strategies of two well-known hotel brands, Six Senses and Holiday Inn. This comparative essay utilizes situational analysis tools as per class discussion to find out proper market areas that can help to make proper development activities. There are also provided diverse recommendation on the market areas and strategies that need to adopt to overcome the issue. Besides, segmentation, target marketing activities, similar web analysis, relevant contemporary issues impacting on the market strategies of Six Senses and Holiday Inn hotels are also evaluated. There have further made potential future growth and relevant contemporary concerns on the hospitality market. This essay further made comprehensive understanding of the marketing practices and proper evaluation of the real-world multinational hospitality sector. 
Pike (2015) cited that marketing mix allows to perform proper branding process and development process in the marketing strategy. Seeking adequate marketing strategy can allow to focus on different marketing activities in the right direction. Product, Price, Promotion, and Place are marketing mix elements to perform practices to manage proper brand adequate practices. Analysing both brands marketing mix can allow to seek for the similarities and differences in the respective marketing strategies through situational analysis practices. Six Senses is a luxury hotel brand focuses on different practices of unique and personalized experience. Blythe (2010) cited that offering different services allows to manage spas, yoga and wellness programs to manage all the areas in the right aspect. Adequate sourcing process of different elements can allow to manage all the activities. Comparatively, Holiday Inn is a mid-range hotel brand targets budget-conscious traveller. Restaurants, swimming pools, and fitness centres are the major elements of Holiday Inn that allows to seek customer attention. As a luxury brand, Six Senses charges premium price margin for the services. Budget price is the major focus of Holiday Inn offers lower price point for the customer that makes affordable budget focusing travellers. Chaffey et al. (2019) argued that Six Senses has a limited number of properties that located in exotic global destinations and helps to attract customer to fulfil their needs. Exclusive locations such as the Maldives and Fiji plays significant part of the brand's appeal. Providing unique and unforgettable experiences allows to manage larger presence in global market situation. Located in the major cities and tourist destinations allows to enhance customer segmentation practices. Pike (2020) cited that Holiday Inn has larger global presence compared to Six Semses makes major impact on the tourist destinations. Diverse promotional activities are used by both hotel brands to increase overall reputation. Making sure word of mouth and referrals, social media presence, use of Instagram and showcasing different properties and services allows to enhance reputation of Six Semses hotel. Holiday Inn uses more traditional forms of advertising such as television commercials and print ads to attract budget-conscious travellers.
Baines et al. (2013) cited that segmentation, targeting, and positioning are helpful to manage adequate marketing strategy. Examining both brands marketing tools allows to enrich target audience expectations and manage tasks in the right aspects. Six Senses segments customers lifestyle, interests, and values. Targeting customers looking for unique value and personalised experience allows to focus on high-end value. There are diverse sustainability and eco-friendliness practices of Six Senses helps to positioned premium branding practices and service process. Holiday Inn segments customers based on budget and travel requirements. Focusing on the budget conscious travellers and making comfortable and affordable accommodation allows to position in the right areas and create a reliable brand position. 
Marketing communication helps to engage with the target audience and effective practices to examine the brand development to reach target audience (Kotler et al., 2014). Six Senses uses different marketing communication channel to engage with the target audience. Making sure proper utilisation of the social media, email marketing and other partnership practices are essential to manage sustainability and eco-friendly environment. Holiday Inn uses television commercials and print ads as marketing medium. Besides, use of email marketing and social media, focusing on promoting helps to engage with the budget-conscious travellers.
The Similar web analysis tool provides proper strategies to manage marketing strategies and meet proper customer requirements of Six Senses and Holiday Inn. Major differences found in the Similar web analysis tool is the amount of traffic that each brand receives from organic search. Jobber and Ellis-Chadwick (2020) cited that Six Senses receives higher percentage of traffic from organic search than Holiday Inn. Optimization of the website for search engines and going through the amount of traffic on each brand receives from social media. The differences of traffic of each brand from social media mainly impact on the traffic from social media than Six Senses. As such, The Similar web analysis suggests Holiday Inn is doing a better job of engaging with target audience on social media.
There are diverse similarities and differences found in Six Seasons and Holiday Inn on the use of social media and email marketing to reach their target audience allows to offer promotions and discounts to attract customers during off-peak periods (Bowie et al., 2017). Six Senses offers unique and personalised experiences compared to Holiday Inn. Six Senses charges premium price for services while Holiday Inn offers lower price point. Six Senses has number of global properties while Holiday Inn has a much larger presence in major cities and tourist destinations. Six Senses relies on word of mouth and referrals to attract high-end customers while Holiday Inn uses more traditional forms of advertising to reach budget-conscious travellers.
Contemporary concerns such as geopolitical events, business environment changes, and industry changes can impact a brand's marketing strategy. Six Senses is always committed to sustainability and eco-friendliness (Smith and Zook, 2020). Significant efforts are made by Six Senses to reduce carbon footprint and promote sustainable tourism. Besides, introduction of new wellness programs in response to the pandemic, focusing on enhancing guests' physical and mental well-being. Holiday Inn made diverse strategies to provide proper customer services during the COVID-19 pandemic by implementing new health and safety protocols. There are different flexible practices and cancellation are provided to the customers with peace of mind during uncertain times. Ryan (2012) cited that launching loyalty programs allows to collaborate with the customer in higher range to seek for overall future potential growth and needs practices. 
Six Senses can leverage digital marketing to enhance digital marketing efforts to reach a wider audience. Kotler et al. (2020) cited that focusing and developing of engaging content can allow to interactive with the customer in wider range and showcase overall properties and services. Expand portfolio of Six Senses can help to reach new markets and attract a more diverse customer base. Partner with sustainability-focused organizations can help to reach like-minded customers and enhance reputation as a sustainable brand. Holiday Inn can emphasize convenience and flexibility in the marketing communication to communicate with new customers. Clow and Baack (2013) cited that highlight their flexible cancellation policies and convenient location in major cities and tourist destinations. For instance, targeting other customer segments can help to enhance business travellers. Developing new packages and services can allow to expand customer base. Enhance loyalty program can enhanced to provide more personalized and valuable rewards to loyal customers. Exploring different aspects and management capabilities through partnership practices can allow to offer higher benefits to the customers and attain benefits from the loyalty program. 
In conclusion, Six Senses and Holiday Inn have unique marketing strategies to manage and collaborate with the customers. Adequate brand positioning mainly helps both brands to enhance their marketing elements. Making sure segmentation, targeting, and positioning strategies are highly essential to manage collaboration with the target customers. Appealing on the luxury and sustainability can help to manage affordable practices in convenient way. Making sure proper practices and sustainability and Covid-19 pandemic can highly impact on the reduction of carbon footprint and promote sustainable tourism. Introduction of different wellness programs and responses on the pandemic can impact on the implementation new health and safety protocols can ensure overall safety for the staffs for flexible cancellation policies and a new loyalty program. Improvement on the marketing activities and potential future growth can allow to seek for focusing on the digital marketing helps to focus on digital marketing practices, portfolio can help to sustainability focused area Six Seasons. Emphasising on the convenience and flexibility practices can help to manage loyalty programs. Hence, both Six Senses and Holiday Inn have proper practices and marketing strategies to establish their respective areas on the continuous evolvement. Making adaptive situation can help to identify areas and core values can create proper brand establishment activities. Contemporary concerns can allow to secure core values and implementing them can allow to attract new customers and stay ahead of the competition in the dynamic and ever-changing hospitality market.
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