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[bookmark: _Toc134613675]Introduction:

The hospitality industry is constantly evolving, with more and more brands that are using different marketing strategies to differentiate their services and products in the today competitive market(Deloitte,2020)This is why the academic essay will compare the marketing strategies and ways of two different multinational hotel brands that has been given for this academic paper. The two multinational hotel brands are Six Senses and Holiday Inn, and the paper will place a focus on their marketing mix, segmentation, targeting, positioning, and marketing communications. The essay will utilize the situational analysis tools discussed in class and be supported by the Similarweb analysis tool. It will also examine the changes made by the brands due to contemporary issues and provide recommendations for future growth.
[bookmark: _Toc134613676]Main body:

[bookmark: _Toc134613677]Six Senses and Holiday Inn: Overview
Six Senses is a luxury hotel and resort brand that it is widely known for its CSR commitment with a focus on sustainability practices along with its ability to deliver to customers a unique and wellness experience(EHL Insights,2018) The brand it is concentrating on delivering exceptional guest experiences by integrating local culture and environmental consciousness into its properties(EHL Inshights,2018)On the other hand, consider the second multinational of the paper, Holiday Inn it is  great hotel from the UK, mid-scale hotel brand that appeals to a broader audience, including families, business travelers, and leisure travelers. The brand it is known for its comfort, convenience, and value for money(Holiday Inn,nd)

[bookmark: _Toc134613678]Marketing Mix
The marketing mix comprises the 4 Ps – product, price, place, and promotion. For Six Senses, the product it is delivering luxuries accommodations, exceptional wellness along with personalized service all based on the sustainability practices(McCabe,2018) Looking at the company pricing strategy it is one that concentrates on the premium positioning of the brand its main target audience being the affluent travelers seeking unique experiences. Six Senses properties are located in exclusive and exotic destinations,offering in this way a sense of authentic along with 
Exclusivity(Six Senses,nd) The brand's promotional activities focus on digital marketing, social media, and partnerships with influencers, highlighting its commitment to sustainability and wellness.
Now looking in contrast to the second hole Holiday Inn that it is providing comfortable. 
accommodations and essential amenities to cater to various traveler segments. Its pricing strategy is competitive, being one accordingly to the competitors and value for money. In terms the location, it is more likely to be find in city centres or near airports and other destination in the UK country(Holiday Inn,nd) Six Senses has a premium pricing strategy in this way it is suggesting their luxury services and position itself in the market at a luxury brand showing its sustainable practices and unique experiences.(IHG,2021) The premium pricing strategy of this brand it is align therefore with the company overall image, and positioning. On the other hand, Holiday Inn has a pricing strategy based on competitive one it is aiming to offer to its people affordability in terms of the cost and it is linewidth or slightly lower than the market average for similar accommodations(Deloitte,2020) This pricing approach appeals to a wider audience, including families, business travellers, and leisure travellers, who seek comfortable accommodations and essential amenities without breaking the bank.While looking at their promotional strategy it is simple to be stat that they encompass both digital and traditional marketing channels, such as social media, email marketing, and print advertising.
[bookmark: _Toc134613679]Segmentation, Targeting, and Positioning
Six Senses focuses on affluent travelers seeking unique experiences, wellness, and sustainability. This is why the brand it is targeting mostly those with high income. 
including baby boomers, Generation X, and affluent millennials. It positions itself as a luxury, eco-conscious hotel brand, differentiating itself through exceptional experiences and a commitment to eco-friendly practices.(Mody, Suess and Lehto,2019) On other hand, Holiday Inn company it is targeting a larger audience, including those a low-medium high income in terms of families, business people and even leisure travellers. The brand segments its audience based on demographics, psychographics, and travel needs, ensuring it caters to a diverse clientele(Holiday inn,2021) It positions itself as a reliable, comfortable, and affordable hotel brand, appealing to the mass market.



Six Senses:
Targeting Example: Six Senses has a property in Zil Pasyon, Seychelles, which is situated on a private island. This place it is targeting directly those that are affluent travellers looking to achieve an exclusive experience offering relevant and utmost privacy, luxury, and unique experiences. The property offers private pool villas, an extensive spa, and various wellness programs, catering to the high-income clientele who value wellness and sustainability(Marketing Week,2018)
In terms of the positioning the company its position itself as a luxury brand with a focus on sustainability, eco-friendly design, and renewable energy sources in its properties. For instance, the Six Senses Douro Valley in Portugal is a renovated 19th-century manor house that has sustainable characterises in terms of water recycling, energy-efficient lighting, and locally sourced food. This approach helps position Six Senses as a luxury, eco-conscious hotel brand, attracting environmentally-aware and wellness-oriented travelers(Six Senses2020)Holiday Inn:On the other hand it has targeting itself as sub-brand under the Holiday Inn umbrella that specifically targets budget-conscious business travelers. These places are offering basic amenities in terms of breakfast including, Wi-fi , comfortable spaces and are catering ghee needs of those that are looking for basic accommodation who demands basic things in terms of no-frills accommodations for their work-related stays(Holiday Inn,2021)
Positioning :Holiday Inn frequently offers family packages that include discounted rates or free meals for kids, positioning the brand as a family-friendly hotel chain. A good instance here it is by looking at their "Kids Stay and Eat Free" program allows children under 12 to eat free at Holiday Inn restaurants when accompanied by a paying adult guest(Holiday,nd) This initiative it is attracting in this way families with kids that are looking to get affordable, comfortable, and convenient stay, further strengthening the brand's positioning as a reliable and value-driven hotel brand(Skift,2019)
[bookmark: _Toc134613680]Marketing Communications:
Both Six Senses and Holiday Inn leverage digital marketing channels to reach their target audiences being aware of the relevance of their digital marketing strategy . Now looking at the Six Senses the company it is concentrated on social media, influencer partnership and even content marketing to suggests their unique experiences and commitment to sustainability(Six Senses2020)Holiday Inn on the other hand it is employing a mix of digital and traditional marketing channels using a lot the social media having a strong presence online and delivering also email marketing, and print advertising, to reinforce its brand message of comfort, convenience, and value(Holiday Inn,nd).Therefore a good example here it is by looking at the six sence strategy of marketing that concentres on the Social media use wehere the company it is showing a lot of stunning visuals with their accomodation along with the celebreties that stay at the hotel.Same it is also with influencer partnership, the copanycollaborates with travel and lifestyle influencers to promote their properties and experiences . Same it is with Holiday Inn that it has a strong presence in the online engaging with their potentail customers and sharing different prootional offers, but they are more focus on email marketing with print advertising offering different discounts and prootions(Xiang et.al 2017).

[bookmark: _Toc134613681]Contemporary Issues and Changes:
In the past year, the hospitality industry has faced several challenges, including geopolitical events, business environment changes, and other industry concerns. Both Six Senses and Holiday Inn have adopted social media marketing as their marketing approach as a way to responded to the different challenges. Six Senses has increased its focus on local and regional markets, emphasizing domestic tourism and staycation experiences while the second bread has integrated health and safety measures to reassure guests, promoting flexible booking options and contactless services. Six Senses and their brand message it is all about the luxury and unique expereince with a focus on sustainability and they offer to guests exceptional experience by integrating local features and sustainabile practices in theri properties(Six Senses,2021) They face the following changes because of the contenmporary issues: healthy and safety and the one related to travel restriction as the brandhas increased its focus on local and regional markets, promoting domestic tourism and staycation experiences(Statista,2021) Holiday Inn brand message it is centered on comfort, value for money and tehy cater a diverse cliente including travelers, businesses man and families . They face the changes in ters of flexible booking options and health and safety because of the contemporary shifts and issues(Marketing Week,2018) Thye also chanhge the virtual meetings and events. 
[bookmark: _Toc134613682]Recommendations and Conclusion:
To conclude , as per has seen both brands has made relevant changes in terms of geopolitical eventra, health and safety and they focus on marketing in order to resist and to remain with their strong positon in the market.

For Six Senses, it is recommended to continue its focus on sustainability and wellness, exploring opportunities for collaboration with local communities and organizations. Additionally, the brand should invest in emerging technologies to enhance its digital marketing efforts, ensuring a seamless guest experience.For the second it is recommended that they expand more their social media marketing concentrating on sharing personalized experiences, targeting specific traveler segments through tailored marketing campaigns.
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