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Increasing awareness and demand for a company's products and services is the ultimate goal of marketing.  The marketing strategies of two recognised hotel chains: Six Senses and Holiday Inn, will be compared in this paper. The cornerstone of any profitable advertising campaign was broadcasting, radio, the postal service, and individual relationships. In 19 different countries, Six Senses Hotels Resorts Spas oversee 16 properties operating under the Six Senses, Evason, and Six Senses Spas identities. It has also added 31 more homes to the planning process. Six Senses is affiliated with the IHG chain of hotels and resorts. IHG Hotels & Resorts, headquartered in Atlanta, Georgia, operates the Holiday Inn brand of hotels in the United States (Smirl, 2016). This analysis will focus on the hotels' respective marketing strategies. Topics covered will include the marketing mix strategies of both organisations, as well as their respective target audiences.

SWOT analysis of Holiday Inn:
Strengths: Because of their effective marketing, this brand has a wide audience. The 1,234 Holiday Inns throughout the world comprise 224,855 guest rooms. About 100 million people each year choose to stay at a Holiday Inn. Almost nine out of ten guests in hotels throughout the world have lodged at a Holiday Inn (Shuford, 2015). On many continents, it is expanding into new market.
Weaknesses: Recent reviews from Holiday Inn's guests have been less than stellar. Many guests have expressed dissatisfaction with the hotel, as poor service in restaurant or bad breakfast, describing it as "bad," "poor," or "average." It is still a goal to achieve more widespread adoption in market that are developing (Buttle, 2016). Holiday Inn's business will suffer due to the high number of rivals vying for the same little market share.
Opportunities: Holiday Inn can benefit anyone wishing to explore new places. Seasonal deals can be made available for each individual nation. As a matter of fact, IHG group is using the proceeds from the UK hotels to fund growth in Germany due to the success and financial health of Holiday Inn UK. As of 2018, the duration of the contract with IHG will increase by 15 years (Smith, 2019).
Threats: Holiday Inn faces the greatest danger from the pricing wars that all hotels, including Premier Inn, Travelodge, ibis, Comfort Inn, and Fairfield Inn, must engage in. Rising operating expenses have a secondary impact on room pricing at hotels. Natural catastrophes have caused a decrease in tourism.

SWOT analysis of Six Senses:
Strengths: Wellness, environmental responsibility, and genuine cultural immersion are at the heart of what Six Senses Hotels provide. In the hotel business, Six Senses is synonymous with high-end service and eco-friendly practices (Thabit, 2018). Six Senses has several resorts in desirable travel locations.
Weaknesses: Since Six Senses is a luxury brand, its higher pricing may put off more frugal vacationers. The loyalty programme isn't as robust or well-known as those at some of the hotel's rivals.
Opportunities: There may be potential for Six Senses to expand into new, undeveloped markets in places like Central America and Africa. Six Senses has room to grow by creating novel offerings like health spas and eco-friendly vacation packages (Shuford, 2015).
Threats: When compared to other premium hotel chains as well as boutique hotels, Six Senses has stiff competition. Consumers may move away from luxury vacations or move up the hospitality food chain.
The marketing approach used by a business is its comprehensive plan for identifying target audiences and convincing them to purchase the products or services that the business sells. It consists of such high-level elements as the business's proposition for value, its major brand messaging, and the demographics of its target customers (Ghauri, 2015). Both hotels' 4Ps of their marketing strategy will be discussed below: 
Marketing mix of Six Senses Hotels:
Product: Products provided by Six Senses Hotels includes spa and fitness services, and even immersion in cultures and outdoor adventure programmes (Cherapanukorn, 2014).
Price: The prices of Six Senses Hotels represent the excellent quality of the accommodations they provide.
Promotion: Six Senses Hotels' marketing plan centres on strengthening the hotel chain's brand recognition through traditional and online channels. Moreover, they engage in focused advertising initiatives (Kotler, 2015).
Place: The 16 hotels and resorts managed by Six Senses Hotels Resorts Spas are spread throughout 19 countries.  Bali, the Maldives, the Seychelles, Thailand, and Vietnam are all examples of places that one might go (Barber, 2014).
People: Six Senses Hotels places a premium on client satisfaction and works hard to ensure that all of its staff shares that priority. The cloud-based distribution technologies, which include a channel manager, not only increase accessibility.
Process: Six Senses Hotels are known for its luxurious accommodations, impeccable service, and meticulous dedication to thoroughness, all of which combine to make the whole reservation and stay experience a breeze.
Physical evidence: Guests may expect to find spectacular designs and architecture, high-end conveniences, and magnificent natural settings at every Six Senses Hotel.
Marketing mix of Holiday Inn:
Product: The guests of the Holiday Inn Melbourne on Flinders have access to a variety of services. The business's huge rooms include adjacent bathrooms that are also rather roomy (Kim, 2015). Featuring a variety of up-to-date conveniences.
Price: The Holiday Inn charges a flat rate of $270 per night, which includes all applicable taxes. In order to draw in more consumers, they often provide low prices.
Promotion: Holiday Inn raises its brand's visibility via advertising in a wide variety of media, including print, television, digital, social networking sites, and emails (Dzhandzhugazova, 2016).
Place: Holiday Inn has locations in many different nations and cities. Hotels have been carefully situated near major thoroughfares and airports.
People: Holiday Inn's staff members are crucial in maintaining happy guests. The hotel group places a premium on staffing highly-qualified individuals who are able to consistently delight its visitors (Satyadewi, 2017).
Process: The efficient use of technology at Holiday Inn during the reservation, check-in, and check-out processes guarantees a pleasant stay for customers. In addition, they have procedures in place to ensure that sanitation and hygiene are always met.
Physical evidence: The Company’s top priority is making sure its clients are completely at ease. Every one of the Holiday Inn hotels boasts an upscale aesthetic.
The Holiday Inn chain brings up a multi-million dollar advertising campaign that urges consumers to "LOOK AGAIN" at the hotel chain. The Look Again campaign's ultimate goal is to have the target audience see the brand as not just a viable alternative for business trips, but also a fun way to spend some downtime (Rahayu, 2018). Holiday Inn has a reputation for being an innovator in the hospitality business.
STP is a method of marketing in which businesses identify specific subsets of their potential customers, aim their efforts towards those people who are the greatest candidates for their products, and then position those products to attract those people. Marketers use targeting also called multi-segment marketing to zero in on certain personas or niches to distribute their information to (Andaleeb, 2016). Both Holiday Inn and Six Senses are well-known hotel chains, they appeal to a quite diverse clientele. Holiday Inn is a mid-range chain that caters to families and businesspeople searching for comfortable, low-cost lodgings. Six Senses, on the other hand, is a high-end label aimed at affluent vacationers who value exceptional experiences and amenities (Barber, 2014). When it comes to marketing to certain demographics and personas, the two companies couldn't be more different. Each brand's marketing communications strategy is tailored to the characteristics of its target demographic. Holiday Inn promotes its hotels on social media by stressing their accessibility, affordability, and family-friendliness (Jobber, 2019). However, Six Senses leverages social media sites like Instagram, LinkedIn, and Pinterest to spread messages that emphasise sustainability, good health, and uniqueness. Similarweb reports that the Holiday Inn website consistently has over 1 million monthly views, showing very high levels of interest. The website also has a low 42% bounce rate, which suggests that users are actively interested in continuing their journey around the site. The Six Senses, a website on the other hand, has just about 100,000 monthly visitors but has a substantially lower 30% bounce rate (Chen, 2021).
The hotel business is a vital part of the service sector as a whole.  Advertising is crucial for a hotel's success. It raises consumer awareness, piques their interest, and guides them towards a purchase. An effective marketing strategy depends on the value proposition, the business's message, and the customer demographics. The Holiday Inn and the Six Senses hotel brands are discussed in this paper. Their marketing techniques, customer demographics, and competitive landscape have all been laid forth. Both establishments are catering to their guests' requirements and give excellent service. 
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