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[bookmark: _Toc134613675][bookmark: _Toc134683391]Introduction:

The hotel sector is continually changing, with an increase in the number of firms utilizing various marketing techniques to set their offerings apart in the currently cutthroat marketplace (Armoni , Ssantini and Sutarma,2018)Because of this, the academic essay will contrast the marketing approaches used by two various global hotel businesses that have been provided for this article. The study will concentrate on the marketing mix, segmentation, targeting, positioning, and marketing communications of the two international hotel brands, Six Senses and Holiday Inn. In addition to the Similarweb analysis tool, the essay will make use of the situational analysis tools covered in class. Additionally, it will look at the alterations made by the brands as a result of current problems and offer suggestions for future development.
[bookmark: _Toc134613676][bookmark: _Toc134683392]Main body:

[bookmark: _Toc134613677][bookmark: _Toc134683393]Six Senses and Holiday Inn: Overview
According to EHL Insights (2018), Six Senses is a luxury hotel and resort brand that is well-known for its CSR commitment, which places a special emphasis on sustainable business methods. By incorporating regional culture and environmental awareness into its facilities, the company is focusing on providing unique guest experiences (EHL Insights, 2018).The second multinational in the paper, Holiday Inn, is a fantastic mid-scale hotel brand from the UK that appeals to a wider clientele, including households, professionals, and leisure tourists. The company is renowned for its comfort, practicality, and affordability. (IHG,2021)

[bookmark: _Toc134613678][bookmark: _Toc134683394]Marketing Mix
The four Ps product, price, place, and promotion make up the marketing mix. Six Senses' offering includes luxurious lodging, great wellness, and individualized service, all of which are founded on sustainable principles.(armoni, Susantini and Sutarma,2018) Looking at the company's pricing strategy, it focuses on the expensive positioning of the brand, with affluent visitors seeking for uncommon experiences as its main target market. The locations of Six Senses properties in exclusive and exotic locales provide a sense of authenticity in addition to exclusivity (Six Senses, 2019). The company's marketing initiatives include social media, digital marketing, and collaborations with influencers while stressing its dedication to wellness and sustainability.
Now consider how comfy the second hole Holiday Inn is in comparison. (IHG,2021)

lodgings and necessary conveniences to satisfy different passenger demographics. The company's pricing approach is aggressive, being both reasonable and competitive with its rivals. It is more likely to be found in city centers, close to airports, and other locations in the UK (IHG,nd) Six Senses employs a premium pricing approach in order to present itself as a luxury brand with an emphasis on sustainability and one-of-a-kind experiences while also emphasizing their opulent services.(Six Sensesnd) Therefore, the method of premium pricing of this brand is consistent with the positioning and overall image of the business. On the contrary, Holiday Inn has a pricing plan based on a competitive one. It aims to provide its customers with affordable lodging in terms of price and is linewidth or marginally below the market median for similar facilities.(One Plante network,2021) Families, business travelers, and vacationers who are looking for cozy lodging and necessary facilities without breaking the budget will all be drawn to this pricing strategy.It is clear from their marketing approach that they utilize both traditional and digital marketing channels, including social media, email marketing, and print advertising.

[bookmark: _Toc134613679][bookmark: _Toc134683395]Segmentation, Targeting, and Positioning

The target market for Six Senses is affluent tourists looking for unusual experiences, wellness, and sustainability. Because of this, the brand mostly targets those with high incomes. 
included wealthy millennials, Generation X, and baby boomers. It markets itself as a high-end, environmentally conscious hotel brand, setting itself apart through outstanding experiences and a dedication to sustainable principles.(Six Senses,2019) On the other side, the Holiday Inn chain is aiming for a wider audience, including families, business travelers, and even vacationers with low-to-high incomes. Holiday Inn ensures it serves a broad customer by segmenting its target demographic based on characteristics, psychographics, and travel requirements (One Planet Network,2021) It appeals to the mass market by positioning itself as a dependable, cozy, and economical hotel brand.

Six Senses: Targeting Example: The Seychelles' Zil Pasyon is home to a property owned by Six Senses that is located on a private island. This location specifically caters to affluent tourists seeking an intimate experience with the utmost seclusion, luxury, and distinctive experiences. The facility caters to wealthy guests who appreciate wellness and sustainability by providing private pool villas, a large spa, and numerous wellness activities(Six Senses,2021)
With an emphasis on sustainability, eco-friendly layout, and sources of clean energy in its properties, the company positions itself as a luxury brand. For instance, the Six Senses Douro Valley in Portugal is a restored manor house with ecological features such as water recycling, energy-efficient lighting, and cuisine that is sourced locally.(Six Senses Con Dao,nd) This strategy positions Six Senses as a high-end, environmentally conscientious hotel brand, luring wellness-conscious and ecologically conscious tourists (Six Senses2021).On the other side, it has positioned itself as a subsidiary brand under the Holiday Inn umbrella that exclusively targets business travelers on a tight budget. These locations cater to customers who are looking for basic lodging and who need fundamental items in terms of no-frills lodgings for their business stays by providing basic facilities like as breakfast, Wi-fi, and comfortable areas (IHG,2021)
Holiday Inn positions itself as a family-friendly hotel operator by commonly providing package deals that include reduced prices or complimentary meals for kids. A prominent example of this is their "Kids Stay and Eat Free" offer, which entitles children under the age of 12 to complimentary meals at participating Holiday Inn restaurants when they are with a paying adult guest (IHG,2021) Families with children seeking an economical, convenient stay are being drawn in by this campaign, further solidifying the brand's reputation as a dependable and value-driven hotel brand. (One  Planet Network,2021)
[bookmark: _Toc134613680][bookmark: _Toc134683396]
Marketing Communications:
While being conscious of the value of their digital marketing strategies, Six Senses and Holiday Inn both use digital marketing platforms to connect with their target consumers. In order to promote their distinctive experiences and dedication to sustainability, Six Senses has focused on social media, influencer partnerships, and even content marketing (Six Senses,2019).To further promote its brand message of comfort, convenience, and value, Holiday Inn, on the other hand, uses a combination of digital and traditional marketing channels, utilizing a lot of social media, having a strong online presence, and delivering also email marketing, and print advertising (IHG,nd)As a result, a good illustration of this can be found by examining the six senses marketing approach, which focuses on the usage of social media and in which the company exhibits numerous breathtaking images of its accommodations as well as famous people who stay there.In the same way, the company interacts with lifestyle and travel influencers to market its homes and experiences. Similar to Holiday Inn, which has a strong internet presence and engages potential customers by posting promotional offers, the hotel places more of an emphasis on email marketing with print advertising while still providing a variety of discounts and promotions. (Reserchmotiv,nd)

[bookmark: _Toc134613681][bookmark: _Toc134683397]Contemporary Issues and Changes:
The hotel sector has suffered a number of difficulties in the last year, including geopolitical events, modifications to the economic environment, and other industry worries. In order to address the various obstacles, Six Senses and Holiday Inn have both adopted social media marketing as their primary marketing strategy. (Six Senses,2021)While the second tier has integrated health and safety measures to reassure customers, pushing flexible booking options and contactless services, Six Senses has strengthened its attention on local and regional markets, emphasizing domestic tourism and staycation experiences. (Six Senses,2021)Six Senses' brand language focuses on sustainability and luxury, and their resorts provide great experiences for visitors by incorporating regional elements and sustainable practices (Six Senses, 2021). As the business expands its focus on local and regional markets, boosting domestic tourism and staycation experiences, they are facing the following changes as a result of contemporary challenges: health and safety; travel restrictions; and one related to these difficulties.(One Planet Network,221) The focus of the Holiday Inn brand messaging is on comfort, value, and their ability to serve a wide range of customers, including families, businessmen, and tourists. Due to the shifts and problems of today, they must deal with changes in flexible booking alternatives and health and safety.(IHG,2021)k They also alter online conferences and events. 
[bookmark: _Hlk135330494][bookmark: _Toc134613682][bookmark: _Toc134683398]



Recommendations and Conclusion:

In order to resist and maintain their strong positions in the market, both companies have, as can be seen, made appropriate changes in terms of geopolitical events, health and safety, and marketing.
It is advised that Six Senses keep its attention on wellness and sustainability while looking into possibilities for working with nearby groups and communities. The company should also make investments in cutting-edge technologies to boost its digital marketing initiatives and guarantee a flawless customer experience.For the second, it is advised that they focus more on sharing customized experiences on social media and target particular traveler categories through specialized marketing efforts.(StudyMode,nd)
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