Assessment Component 1: Written Essay
TITLE: A comparison of the marketing methods of two multinational hotel brands

Introduction
Multinational hotel brands' marketing tactics are crucial to their accomplishments and position in the marketplace. This essay compares the marketing approaches and plans of the well-known hotel companies Six Senses and Holiday Inn. This paper will offer insights into their comparisons, differences, and potential fields for development by doing a thorough analysis of their marketing strategies, encompassing the usage of segmentation, targeting, and positioning as well as the marketing mix. In order to fully comprehend both the internal and external variables affecting these brands, this study will also make use of situational analysis tools. The thesis statement for this essay is: "Holiday Inn utilises marketing techniques that appeal to a younger demographic, but Six Senses has a special marketing strategy to target wealthy elder generations." This study will offer insightful information on the marketing approaches of these two global hotel companies through the use of appropriate concepts and frameworks.



Main Body
Below sections will present the evidence from analysis conducted.
Two international hotel chains with different marketing philosophies are Holiday Inn and Six Senses. It is possible to comprehend the variables affecting their marketing strategies by doing a situational evaluation employing internal and external contexts. Internally, Six Senses is renowned for its opulent and environmentally friendly features, which provide exclusive wellness experiences (Yan and Wang, 2021, p.443). The company's dedication to environmentally friendly practises and top-notch customer service has earned it a solid reputation. Nevertheless, for some customer categories, its premium positioning may provide difficulties in terms of pricing and accessibility. Compared to other international hotel brands, Six Senses also has a smaller international footprint. In contrast, Holiday Inn has a substantial worldwide presence and establishments that serve a variety of consumer demographics. It is a well-liked option among vacationers on a tight budget as it places a strong emphasis on offering constant top-notch service and value for money. Holiday Inn's reputation, on the other hand, is frequently connected to standardisation and might not give the individuality that luxury companies like Six Senses do (George, 2021, p.246). This could make it difficult to stand out from the competition in a market with plenty of them.
Externally, there are numerous opportunities and risks for Six Senses and Holiday Inn. Six Senses can profit from rising customer interest in environmentally friendly and wellness-oriented travel experiences. The company's dedication to environmentally friendly practises is in line with the increased public awareness of environmental problems (Dewi, et al., 2022, p.203). However, Six Senses also competes fiercely with other premium hotel chains that prioritise sustainability. The sales growth of the brand could also be impacted by financial crises or international conflicts that have an effect on travel. There is a growing need for Holiday Inn to provide both business and leisure travellers with a cost-effective and convenient place to stay. Opportunities exist for the brand to flourish in developing nations where tourism and travel are expanding quickly. However, threatening the industry are other mid-scale hotel chains with comparable value promises (Banyeva, et al., 2023, p.88). Furthermore, the rate of occupancy at Holiday Inn facilities may be impacted by geopolitical developments or economic uncertainty that affects travel habits. 
A key idea in comprehending a brand's entire marketing approach is the marketing mix. Insights into the brand efforts of Six Senses and Holiday Inn can be gained by comparing and contrasting their marketing methods. Six Senses emphasises itself as a luxury brand that offers distinctive and sustainable experiences, which includes its product line. Their resorts are renowned for their emphasis on wellness and environmentally friendly practises, giving visitors a sense of uniqueness and elegance (Tokue, 2021, p.5). On the contrary, Holiday Inn markets itself as a dependable and cost-effective lodging option, with a variety of properties that serve various consumer demographics. Six Senses uses an approach based on premium pricing in order to attract wealthy clients who are ready to pay more for luxury and sustainability. However, Holiday Inn places a strong emphasis on reasonable rates in an effort to deliver quality and satisfy visitors on a limited budget. This disparity in pricing approaches represents the market position and market objectives of the two companies. In terms of place, Six Senses carefully chooses spots that are consistent with its brand identity, frequently in faraway places or exotic locales that give visitors a sense of peace and escape (Kim and Lin, 2021, p.243). For their target demographic, Holiday Inn has a greater geographical coverage because its hotels are situated throughout urban and suburban areas.
Promotion is another component that sets the two brands apart. To spread its distinctive brand message, Six Senses depends on collaborations with eco-aware influencers and customised advertising campaigns. Sustainable Development, well-being, and the private nature of their experiences are frequently emphasised in their advertising efforts (Minazzi and Panno, 2019, p.345). On the other hand, Holiday Inn uses a combination of conventional and digital advertising platforms to connect with its wide range of customers. Their advertising places a strong emphasis on dependability, consistency, and price. Even if both companies concentrate on the essential components of the marketing mix, the variations in their techniques emphasise their distinctive brand approaches. While Holiday Inn serves a larger consumer base seeking reasonably priced and dependable options for lodging, Six Senses focuses on a niche market of luxury travellers demanding specialised and sustainable experiences. 
The marketing strategy for a brand must include segmentation, targeting, and positioning (STP). The brand's emphasis on well-being, environmentally friendly practises, and unique offers indicates a segmentation approach that caters to a niche market of luxurious travellers with a taste for distinctive and ecological luxury. On the other hand, Holiday Inn's consumer categories are more diverse. The company caters to a wide range of consumer demographics, including budget-conscious shoppers, families, and business travellers. Holiday Inn appeals to a larger client base looking for dependable and affordable lodging options due to its wide geographical coverage and pricing (George, 2021, p.31). In terms of targeting tactics, Six Senses focuses on luring clients with greater purchasing power who value luxury, sustainability, and well-being. The brand's standing as a pioneer in wellness hospitality is consistent with this targeting strategy, which caters to the preferences and ideals of wealthy travellers looking for unique or distinctive experiences. The primary objective of Holiday Inn's marketing plan is to appeal to a larger consumer group by offering dependable quality along with excellent value. The brand attracts price-conscious travellers from all market segments by providing economical accommodation choices without sacrificing service (Quadri-Felitti, et al., 2022, p.361). With this broad-based targeting approach, Holiday Inn is positioned to appeal to a wide spectrum of clients as a trustworthy and readily available option. 
Six Senses establishes a distinctive position in the marketplace by integrating luxury, sustainability, and well-being. This is how the company distinguishes itself in terms of positioning. Unlike other luxury hotel companies, the brand is positioned as a provider of upscale, sustainable experiences (Lai, et al., 2019, p.121).  In order to establish itself as a market leader, Six Senses aspires to be known for its eco-friendly practises and wellness-centered tourism. In contrast, Holiday Inn places a strong emphasis on dependability, uniformity, and cost. The company presents itself as a dependable and reasonably priced choice, offering trustworthy lodging options everywhere. This approach to positioning highlights the brand's dedication to offering premium experiences at reasonable pricing. It is clear from comparing the locations of Six Senses and Holiday Inn that they represent distinct markets. Targeting customers who value sustainability and wellness, Six Senses positioned itself at the forefront of the premium market (Ghandour, et al., 2021, p.16). The mid-scale Holiday Inn, in comparison, targets travellers looking for dependable, cheap lodging without sacrificing quality. 
According to the STP investigation, Six Senses and Holiday Inn have different target markets and marketing plans. With an emphasis on exclusivity, sustainability, and well-being, Six Senses targets a small segment of affluent tourists. On the contrary, Holiday Inn seeks a wider consumer base by offering dependable and reasonably priced lodging options across several market groups. Both businesses may continue to draw in and keep their separate customer segments by properly utilising their targeted techniques and upholding their distinct stances (Gao, et al., 2020, p.799). The segmentation and targeting choices are in line with their corporate identities and allow them to adapt to the specific demands and tastes of their intended consumers, further solidifying their position in the marketplace.



Conclusion
In conclusion, the examination of Six Senses and Holiday Inn's marketing tactics and strategies has shed light on the companies' STP strategies. In terms of their intended consumer bases and positioning in the marketplace, the companies' comparison has shown both connections and differences. Through the analysis of these businesses, the original hypothesis, which aimed to pinpoint similarities and contrasts and offer suggestions for boosting marketing efforts, was validated. The study emphasised the significance of matching marketing tactics to the interests of the target market and strategically positioning the brand. Future research has been suggested in areas like the impact of current issues and changing consumer preferences. The importance of having a clear marketing plan in order to be successful and competitive in the fast-paced hospitality business is underlined by this study. 
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Figure: Gross revenue of Holiday Inn Express hotels worldwide from 2007 to 2022
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Figure: Comparison of Marketing Channels Between Holiday Inn and Six Senses Hotel 
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 Comparison of Marketing Channel Traffic Between Holiday Inn and Six Senses Hotel 
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