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Essay:
Marketing has great importance in businesses and thus it needs to have a calculated approach. It defines how organisations are perceived among the customer bases. This essay intended to use situational analysis techniques and marketing theories to compare the marketing techniques of two global hotel businesses, Six Senses and Holiday Inn. It will look into these companies' marketing strategies for different customer bases and groups. Additionally, taking into account the current issues in the hospitality business, this article will offer advice on how to improve the marketing efforts for these brands in order to support potential future growth. 
The wealthy and elder generations looking for exclusive but high-end experiences are Six Senses' main target market. Six Senses is noted for its luxury offers (Le, 2020). Holiday Inn, on the other hand, is renowned for its ease of access, affordability, those family-friendly amenities, which appeal more to younger generations those travellers who are on a tight budget. This essay will be helpful may learn more about the efficacy of the marketing methods used by Six Senses as well as Holiday Inn by examining these factors, as well as spot opportunities for development (Banyeva et al., 2023). 
It is essential to carry out an analysis of the situation that takes into account internal as well as external factors in order to comprehend the marketing strategies used by Six Senses as well as Holiday Inn. An internal research of the luxury hotel chain Six Senses finds various advantages (Choi and Choi, 2021). The brand's dedication to sustainability as well as wellness is a major differentiator that resonates with customers who care about the environment and their health. Six Senses is also well known for providing outstanding customer service and designing immersive experiences. In contrast to businesses with a wider customer base, its low global presence is one of its limitations because it limits its ability to contact consumers. With regard to Holiday Inn, a reasonably priced and family-friendly hotel company, its internal investigation identifies a number of advantages (Antošová et al., 2020). Holiday Inn gains from having a wide range of properties around the world, providing accessibility and consistency in varied regions. The brand has a solid support network and a well-established reputation because of its affiliation to the InterContinental Hotel Group (IHG) (Wang et al., 2020). However, sustaining distinction and attracting newer generations looking for unusual experiences may prove difficult for the business. Moving on to the external study, it should be noted that both businesses compete in a thriving and competitive hospitality sector. Six Senses has the chance to appeal to older, more wealthy generations that are looking for specialised and unique experiences. It also risks fierce competition from different luxury hotel brands, though (Lam and Law, 2019). On the other side, Holiday Inn gains from the chance to market to travellers on a tight budget and to younger generations who place a premium on convenience and value. Nevertheless, competitors like Airbnb and shifting consumer preferences could pose dangers to the brand.
The positioning of Six Senses' and Holiday Inn's products and amenities in the market is explained by the marketing mix framework (Kung et al., 2021). To further understand the similarities and contrasts between each brand, the 7 Ps (Product, Price, Place, Promotion, People, Process, and Physical Evidence) will be examined. This analysis will have ramifications for each company's marketing plans. Six Senses places a premium on opulent lodgings, wellness activities, and sustainability initiatives since these appeal to their target market. On another hand, Holiday Inn concentrates on offering cosy and reasonably priced lodging ideal for families and money-conscious travellers. Six Senses advertises itself as a premium brand in terms of cost, providing upscale experiences and exclusivity. Its price policy is in line with the opulent amenities and specialised services it offers. Holiday Inn, in contrast, has a more cost-effective pricing strategy to appeal to a larger spectrum of clients seeking the most for their money (Fernandes, 2021). In terms of location, Six Senses carefully chooses the locations of its facilities, frequently emphasising the beauty and tranquilly of the surrounding natural environment. Holiday Inn, in contrast, places its hotels in popular tourist locations, commercial regions, and transit hubs to ensure that everyone can access them. Six Senses uses customised marketing strategies to draw attention to its special services, eco-friendly policies, and opulent experiences. To reach their affluent target audience, it makes use of social media platforms, digital marketing channels, and relationships with luxury travel influencers. Holiday Inn uses a larger marketing strategy, concentrating on family-friendly advertising, loyalty programmes, and collaborations with travel companies to target its market (Benmakhlouf and Fajardo, 2023). By examining the marketing mix, It can be deduced that Six Senses targets wealthy older generations looking for exclusivity and specialised experiences and that this luxury category is catered to by the hotel chain. On the other side, Holiday Inn strives to serve a wider range of customers by appealing towards younger generations as well as households looking for price and convenience. 
Any marketing strategy must include targeting, segmentation, and positioning (STP). To determine the various client segments for both Six Senses as well as Holiday Inn. While Holiday Inn caters to travellers on a tight budget and families looking for convenient lodging, Six Senses caters to wealthy travellers wanting exquisite and unique experiences. Six Senses has a concentrated targeting strategy that focuses on high-end travellers, while Holiday Inn uses a differentiated approach that targets multiple consumer segments with distinct services. Six Senses portrays itself to be an advanced luxury brand whereas Holiday Inn positions itself as a family-friendly, approachable business in terms of positioning. Insights into the marketing strategies of Six Senses or Holiday Inn are provided by the analysis of their marketing mix with STP plans. While Holiday Inn places an emphasis on accessibility and affordability, which is evident in its cost-effective offers, Six Senses places an emphasis on luxury and exclusivity, which is reflected by its high-end products and price. The positioning and targeting strategies of the brands are also highlighted by the STP study (Grahn et al., 2021). While Holiday Inn caters to travellers on a tight budget and families looking for reasonably priced lodging, Six Senses targets wealthy travellers wanting high-end experiences. Due to industry changes and outside circumstances like the COVID-19 epidemic, both businesses are faced with chances and problems. Comparing the marketing mix, situational analysis, and STP provides insightful information on the Six Senses' advantages and disadvantages. 
The marketing strategies used by two international hotel businesses, Six Senses and Holiday Inn, have been thoroughly compared in this study. It helped to gain insights into each of their strategies, identified differences and similarities, and provided recommendations to improve future marketing activities to stimulate potential growth in the cutthroat hospitality market by utilising situational analysis tools, such as marketing mix, segmentation targeted along with positioning, as well as marketing communications. The initial thesis for this essay contended that whereas Six Senses caters to older, rich generations, Holiday Inn adopts techniques that appeal to younger generations (Wavei, 2023). This presumption has been verified by our analysis. With an emphasis on luxury, Six Senses caters towards an affluent market group, whereas Holiday Inn portrays itself as an approachable and cost-effective brand aimed at families and travellers on a tight budget. It was observed that Six Senses emphasises its high-end items, premium pricing, or exclusive locations to preserve its luxury status as part of the marketing mix (Mandal, 2021). Holiday Inn, on the other hand, operates in urban or suburban locations and emphasises on accessibility, affordability, and convenience. The target markets and the value propositions of the brands are reflected in these distinctive strategies (Ranta et al., 2020). The many client segments targeted by every brand were further identified using targeting, positioning, and segmentation analysis. While Holiday Inn has a diverse strategy, catering to different consumer categories, Six Senses focuses on rich travellers seeking opulent experiences. By utilising their distinctive brand identities, both brands have effectively positioned themselves inside their respective target markets. 
Future marketing initiatives are advised to address current issues in the hotel business. To address the rising demand for eco-friendly travel, both brands should put a higher priority on sustainability (Raihan, 2023). Additionally, utilising digital and technological marketing techniques will improve client interaction and expand audience reach. The marketing techniques of Six Senses as well as Holiday Inn have been discussed in this article, along with examples of each company's advantages and disadvantages in the market. Both brands can remain competitive and spur future growth in the constantly changing hotel market by putting the suggested improvements, such as sustainability programmes and technological advancements, into practice. Ultimately, Six Senses and Holiday Inn will be able to sustain their market positions and attract the interest of their respective client groups by comprehending and successfully executing marketing strategies tailored for their target audiences. These international hotel companies can maintain their success and growth in the competitive and fast-paced hospitality industry with the appropriate strategy in place (Sen and Bhattacharya, 2019).
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