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ESSAY
Introduction 
Multinational hotel chains can only succeed or fail based on their marketing efforts in today's cutthroat hospitality industry. Two major brands in the hotel business, Six Senses and Holiday Inn, are the focus of this essay to investigate and contrast their respective marketing approaches. Learning about the businesses' unique methods allows us to better understand their demographics, how they position themselves in the market, and how this influences their overall expansion (Cherapanukorn & Focken, 2014).
Holiday Inn opened its first hotel in 1952. Memphis, Tennessee has Kemmons Wilson's hotels (Kimes, 1999). Holiday Inn was a hotel chain that offered various amenities like air-conditioned rooms, eateries, meeting spaces, pools, TV, telephone services, music, carpeting, lounges, and a computerised reservation system called holidex. Millions of travellers rely on Holidex reservations for accommodation, food, and a night-lit pool. It expanded into other fields like healthcare (Medi-Center nursing homes), transportation (Continental Trailways and Delta Queen), and other associated businesses (Kimes, 2001).
Six Senses is a global leader in hospitality, with 18 hotels, 37 spas, and operations in 14 countries (Yozukmaz & Topaloğlu, 2016). It has signed up 18 more hotels and resorts to be built. Six Senses is known for its eco-friendly, luxury hotels that focus on guest health, preserving natural resources, and providing unique service. All resorts and 16 independent spas offer holistic health, rejuvenation, and aesthetic services from Six Senses Spas, with trained therapists. Our approach guides guests towards wellness at their desired level (Silva, 2018).
Body
In order to develop a thorough comprehension of the marketing methods and strategies employed by Six Senses and Holiday Inn, an analysis is conducted to assess both the internal and external factors that influence these approaches. The internal landscape is examined through a SWOT analysis, which encompasses an evaluation of the strengths, weaknesses, opportunities, and threats (George, 2021). Additionally, the external environment is explored using a PESTLE analysis, which takes into account the political, economic, sociocultural, technological, legal, and environmental aspects in which these organisations operate (Sousa, Magalhães, & Soares, 2021). Based on the comparative analysis conducted, a number of insights may be gleaned pertaining to the marketing approaches and strategies employed by Six Senses and Holiday Inn. 
Six Senses primarily caters to a discerning clientele with a preference for opulent travel and wellness encounters, placing significant emphasis on sustainability and tailored customer care. In contrast, Holiday Inn specifically caters to cost-conscious millennial and Generation Z travellers, with a strong focus on contemporary aesthetics, affordability, and lively communal areas. Six Senses encounters formidable competition from other high-end hotel brands, whilst Holiday Inn works within a fiercely competitive market niche that caters to cheap accommodations (Rafahat, 2022). Holiday Inn distinguishes itself by providing cost-effective lodging options that have tasteful aesthetics, communal areas that foster a sense of togetherness, and a vibrant ambience. Six Senses places a higher emphasis on providing personalised service, whilst Holiday Inn places greater importance on establishing sociable and interactive surroundings (Banyeva et al., 2023).
Six Senses encounters obstacles in its endeavour to extend its market presence as a result of its premium pricing strategy and the restricted number of properties it possesses. Holiday Inn possesses potential for market expansion and the utilisation of social media and partnerships with influential people. Six Senses prioritises environmental sustainability as a core value, but Holiday Inn also recognises the significance of eco-conscious practises, albeit with a relatively lower degree of emphasis (Sopyan et al., 2023).
The 7 Ps framework, which includes Product, Price, Place, Promotion, People, Process, and Physical Evidence (Susantini, Sutarma, & Armoni, 2018), may be used to both Six Senses and Holiday Inn. 
There is a wide variety of luxury lodgings, spas, individualised services, and unique experiential activities available from Six Senses. Holiday Inn, in contrast, advertises itself as a budget-friendly and stylish option, with a variety of trendy rooms, communal spaces, and a lively vibe. Consistent with its positioning as a provider of high-end services, Six Senses charges premium prices for its products and experiences. The brand's intended consumers are affluent people who are willing to splurge on unique opportunities. The Holiday Inn brand, on the other hand, uses a pricing strategy that is both affordable and competitive in order to attract thrifty tourists, especially those of a younger age. Differential pricing is justified by the two companies' respective target audiences and brand positioning.
Six Senses' marketing campaigns give heavy weight on eco-friendliness, wellness, and exclusivity. Holiday Inn, on the other hand, successfully engages its target demographic by means of social media, relationships with key opinion leaders, and experiential marketing. The promotional methods are tailored to foster the ideal brand images by conforming to the tastes of the target market (Piuchan & Prachansit, 2019).
The highly trained staff of Six Senses are responsible for providing bespoke service and unforgettable adventures for their guests. Holiday Inn, on the other hand, places a premium on cultivating a friendly and approachable ambience, with staff members taking an active role in doing so. Each brand has its own distinct vibe that it tries to achieve through different interactions between customers and employees. From making a reservation to checking out, Six Senses is committed to providing each visitor with a seamless and individualised experience. The end goal is to ensure that all customers have a luxurious and trouble-free trip. Holiday Inn, in contrast, sets a premium on ease of use, with an emphasis on self-service options and a streamlined stay that appeals to the preferences of tech-savvy guests.
By displaying exquisitely designed and environmentally conscientious enterprises set in stunning natural landscapes, Six Senses aims to foster an atmosphere marked by grandeur and calm. The findings lend further credence to the popular belief that the brand is both luxurious and eco-friendly. Holiday Inn, on the other hand, is known for its emphasis on modern decor and bright, communal areas that foster a lively, upbeat vibe (Stombelli, 2020). 
Six Senses caters mostly to well-heeled vacationers who place a premium on opulence, health and wellness, and environmental responsibility. The company caters to the wealthy, particularly those of an older generation who are interested in bespoke products and services. The aforementioned audience places a premium on opulent lodgings, wellness amenities, and unique activities in serene, pristine environments. Holiday Inn has a specific type of consumer that it aims to please. Younger generations like millennials and Gen Z, who value affordability and want a hip, social, and exciting hotel stay, are the target audience for this company's advertising campaigns. The aforementioned demographic places a premium on trendy decor, affordable rates, and a lively atmosphere that encourages socialisation among those with similar travel interests (Olorunsola, Saydam, Arasli, & Sulu, 2022).
Six Senses' approach to customer acquisition places a premium on uniqueness, opulence, and responsibility. The firm's marketing positions it as an experience provider catering to an elite clientele with a penchant for health, sustainability, and eco-friendliness. Six Senses' primary goal is to attract and retain its target clientele by creating an atmosphere of extreme opulence and satisfaction through individualised service, unique experiences, and environmentally responsible practises. Targeting is a key component of Holiday Inn's business model, with the hotel focusing on attracting customers that value efficiency, a modern appearance, and the opportunity to actively engage in social interactions. The brand aspires to create a social environment that appeals to young people on the lookout for a low-priced but stylish hotel stay. Holiday Inn uses influencer partnerships, in-person events, and social media to connect with its customers and foster a sense of belonging among them (Widardi, Syah, Indradewa, & Pusaka, 2020).
To attract wealthy customers, Six Senses presents itself as a luxury brand committed to improving people's health and happiness. Its dedication to sustainability, emphasis on individualised service, and offering of unique experiences are among its distinguishing characteristics. By underlining its commitment to the promotion of wellbeing and the protection of the environment, Six Senses aims to distinguish itself within the luxury market. To attract the middle-class consumers that place a premium on cost-effectiveness, Holiday Inn presents itself as a stylish and reasonably priced brand. The attractive design, communal spaces that encourage social interaction, and energetic atmosphere are the key differentiating features of this institution. Holiday Inn's main goal is to provide an environment where their guests can relax, feel welcome, and part of a community. Holiday Inn stands apart from other budget hotels by offering a unique blend of chic rooms at reasonable rates and fun group activities (Tarvainen, 2023).
Conclusion 
Consequently, Six Senses emphasises luxury, well-being, and sustainability to attract affluent travellers, whereas Holiday Inn emphasises accessibility, trendiness, and fostering a social ambience to attract younger, budget-conscious guests. Evaluating the efficacy of these strategies and investigating evolving industry trends, such as technology and the rising demand for sustainable practises, are areas for future research. This essay provides vital insights into the marketing strategies of Six Senses and Holiday Inn, laying the groundwork for future studies and improving commercial approaches in the hospitality industry.
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