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The marketing approach refers to the company's advertising strategies to distribute its assets through various venues and methods to generate revenue and gain a sustained comparative edge in the marketplace in which it operates (Bala and Verma, 2018). The function of advertising as a conduit between a company and its clients is emphasised by a marketing approach, which uses its assets and competencies to gain an edge over its rivals. The combination of the marketing mix and the STP model is used in the paper to compare the two international hotel companies' advertising approaches. The marketing communication plan of the Holiday Inn and the Six Senses is also included in the study.
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Product - Six Senses encourages ethical behaviour in the most exclusive hotels. Their advancements, which range from exclusive clubs and opulent houses to exotic getaways and wellness centres, are cutting-edge, environmentally friendly, and a fitting reflection of their surroundings' exceptional and remarkable magnificence (Kapoor and Kapoor, 2021). Meanwhile, the Holiday Inn trademark offers the services required by corporate travellers yet also provides an ideal setting where everyone can unwind and appreciate facilities, including eateries and service in the rooms, hot tubs, health centres, and cosy lobbies. The facilities include conference rooms, on-site corporate centres, and an informal environment (Samsonovich and Chubarov, 2021).
Price - Among the key components of the promotional strategy is determining the appropriate price approach. Items like accommodation, meals, and drink menus, respectively, are attractively offered at Six Senses and Holiday Inn to ensure that prospective customers will utilise the hotel services. The cost and plans significantly impact six senses visitors within this highly aggressive sector (Sequera and Nofre, 2020). Holiday Inn's rates and offers are designed to lure or impress visitors.
Promotion - Holiday Inn, a hotel operator, has started an initial entirely driven holistic effort that shares the distinctive storylines of its customers in several mobile-friendly Internet films. This advertising effort leverages the effectiveness of the brand promotion. After identifying the intended audiences, Six Senses can describe an advertising position targeted towards young people, families, and partners. The hotel's advertising approach relates to unique and focused (Niche) promotion per its products, principles, and targeted markets.
Place - Six Senses and Holiday Inn are both present all over the globe. A 19th-century Quinta in Portugal's Douro Region welcomed Six Senses in 2015 (Trigo and Silva, 2022). Their initial business endeavour across Europe, plus their initial non-villa product, was this. Additionally, the company extended the availability of their 6 Senses Villas from Con Dao near Vietnam towards the renowned French ski region of Courchevel. Following that time, there are currently more Six Senses Villas that may be purchased in places like Seychelles, Turkey, and Fiji, Ibiza, but there are still plenty of additional locations on the way. The grade of hospitality with the most prominent name recognition is Holiday Inn. Customers of the Holiday Inn one loyalty programme may expand their horizons through genuine hospitality for change thanks to its eighteen hotel brands and 6,000+ locations. Their extensive network of international locations was created to provide consumers with more options, inspire them to spend or save money, and make the journey warm (Evans, O'Brien, and Ch Ng, 2018).
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Segmentation - The male clients of Six Senses are 49.19%, whereas the total male clients in Holiday Inn are less than six senses with 46.50%. While comparing to the female clients, Holiday Inn dominates the market with 53.48% of the customers, and six senses have a total number of 50.18% of the total female clients (SimilarWeb, 2023). 
Targeting - The usual target demographic for Holiday Inn is male travellers on business between the demographics of 35 and 54 (SimilarWeb, 2023). Couples and family members are this brand's demographic of choice. The intended audience's households earn a median amount of money (Davis, Hirsch, Padley, and Shepherd, 2018). The pricing range for modestly or cheaply cost goods is determined in this manner. The targeted audience's preferred style focuses on providing travellers with several establishments at a moderate cost with valuable facilities. On the other hand, Six Senses encourages forging connections within the neighbourhood and its environs. They aim to improve the lives of both their visitors and locals close to their hotels and resorts. 
Positioning - Based on statistics from April 2023, Six Senses is rated #761 worldwide and #125305 in the travelling and tourism field. The position of Six Senses has improved during the past 3 months, rising between 137,041 into 125,305 (SimilarWeb, 2023). Compared to the previous month, Six Senses visitation has climbed about 7.42%. The demographics of demographic may demonstrate which demographics make up the website's present share of the market. The audience for Six Senses is 48.88% female and 51.12% male (SimilarWeb, 2023). Individuals who are twenty-five to thirty-four years old make up the greatest demographic. Based on statistics from April 2023, Holiday Inn is rated #123126 worldwide and #241 within the Leisure and Hospitality sector (Statista, 2023). Holiday Inn is used by twenty-six per cent of the people staying in hotels in the UK. Ninety-one per cent of those who are aware of the company's products utilise them, or 29 per cent of them. Holiday Inn's worldwide rating dropped during the past three months, moving from 122,751 to 123,126.
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Holiday Inn adopts a clever tactic with their company's promotion campaign since it serves as a reminder of the goal that Hyatt and many other hospitality chains are concentrating on these days: attracting younger travellers (Blank and Dorf, 2020). Business heavyweights and big consumers are pouring hundreds of thousands of dollars into intricate advertising initiatives that prominently incorporate popular culture as well as social networking sites. Visitors can communicate with an inflatable life-sized figure of Zendaya, the main character of an upcoming animated Disney Channel exclusive film, as a component of the most recent Grand Western renewal of a virtual reality promotion that is in partnership with Disney Network and allows for social media sharing. While using social networking sites is an obvious attempt to reach youthful travellers, Holiday Inn has decided to concentrate on evoking feelings from spectators that would strengthen company affiliation and respect. With its online distribution and the growing popular reality-based message, the ad strikes a deft mix of connecting to people from every stage of life (Christian, 2018).
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The present advertising strategy for Six Senses employs a variety of platforms but concentrates on certain important ideas. Six Senses initially sought to benefit from its privileged position among the top dining, grocery shopping, as well as historical attractions. Secondly, to seem more accessible to today's Digital Explorer, the company's personality for Six Senses was selected to imitate the manner of a travelling blogger. The site is dedicated to promoting regional cuisine, beverages, and activities in the vicinity of that particular hotel (Mohamed, Hewedi, Lehto, and Maayouf, 2020). Six Senses' advertising approach is dispersed among internet, newspaper, television, and branding alliances. The Six Senses business was discovered on Facebook, Instagram, and Twitter. Given that numerous of the Six Senses properties have a variety of distinct sites and encourages, it seems like Six Senses is using a geographically specific online approach to appeal to travellers. The internet and their website have been used to spread information about Six Senses' epidemic reaction.
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Customers' choices often depend heavily on an establishment's online social media reputation. In essence, by managing their property's presence on social media advertising, they can wow their customers before they check into the lodging establishment (Banyevav et al., 2023). The amenities that Six Senses and Holiday Inn provide in their respective hotels unquestionably influence the target demographic that they attract. Accommodations must examine historical data to determine the kind of visitors that frequently stay at Six Senses and Holiday Inn Resorts to comprehend them better. On the contrary side, their intended market is also important. Six Senses and Holiday Inn may use online social networking platforms like Facebook and Instagram to advertise their businesses. A brand's online following has a big influence on how successful it is (Kadekova and Holienčinova, 2018). Companies should frequently update the front page. Social networking platforms are connected. Everybody understands that Instagram's main uses are for posting images and clips. However, reels are currently on the rise, and streaming clips, tales, commercials, and boomerangs will soon join them. 
The firm may benefit from such trends by appearing on popular listings. Given that they can provide accommodations that appear more opulent in addition to rooms which are frequently offered at discounts, numerous hotels attract an assortment of clientele from various walks of life. This is advised that the businesses make certain they are concentrating on the appropriate market segment and that each segment is divided into a distinct market of focus (Dolnicar, 2022). Considering an identical lodging company in several places, Six Senses and Holiday Inn must make sure they provide something unique. Each of those variables might be useful for businesses to take into account when creating their advertising campaigns. Businesses have to, if required, divide their target markets into two, three, or even four distinct initiatives to make sure they are speaking to the correct prospects. Naturally, their firm may benefit from technologies like Facebook's filtering possibilities.
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Holiday Inn uses a smart strategy in their business marketing campaign since it serves as a reminder of the objective that Marriott and many other hospitality chains are focusing on these days: luring younger travellers. Initially, Six Senses attempted to take advantage of its enviable position amid the best restaurants, supermarkets, and historical sites. Unquestionably, Six Senses and Holiday Inn's respective hotels' facilities impact the target customer base they draw. Families and couples make up the target market for this brand. The households of the target audience make a median income. In this way, the price range for items with moderate or low costs is established. The type of guests that commonly stay at Six Senses and Holiday Inn Resorts must be identified from previous data for accommodations to better understand them.
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Figure: Gender Distribution of Six Senses and Holiday Inn
Source: (Similar Web Analysis Tool, 2023)
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Figure: Age Distribution of Six Senses and Holiday Inn
Source: (Similar Web Analysis Tool, 2023)
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Figure: Channel Overview of Six Senses and Holiday Inn 
Source: (Similar Web Analysis Tool, 2023)
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Figure: Six Senses and Holiday Inn channel traffic graph
Source: (Similar Web Analysis Tool, 2023)
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