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The essay undertakes an analysis of the marketing strategies employed by two prominent hospitality brands, namely Holiday Inn and Six Senses. The essay will investigate the utilisation of segmentation, targeting, and positioning strategies by these brands to effectively reach their intended audiences. Additionally, an analysis of their marketing communications and tactics will be conducted to evaluate their effectiveness in engaging with their customer base. This essay aims to analyse the marketing strategies of two entities and provide recommendations to improve their marketing activities for potential future growth. The analysis will focus on identifying similarities and differences between the marketing strategies of the entities. Furthermore, the essay will examine pertinent contemporary issues in the hospitality industry, such as sustainability and evolving consumer preferences.
The marketing mix can provide a clear and thorough comparison of the hotels' marketing activities. The analysis is carried out here. Product/Service: The company's Six Senses and Holiday Inn provide distinct product offerings. The Six Senses brand is dedicated to delivering a high-end and comprehensive wellness encounter, whereas Holiday Inn prioritises providing reasonably priced and cosy lodging options (Arbeláez-Montoya et al., 2020). Six Senses distinguishes itself from competitors through the provision of distinctive and environmentally conscious offerings, including organic cuisine and regionally procured resources. Holiday Inn places emphasis on delivering uniform and dependable offerings, such as complimentary wireless internet access and in-house dining establishments.
Six Senses is a luxury brand that caters to the high-end market segment, and its pricing strategy is commensurate with its premium positioning. The company focuses on catering to a consumer base with a high level of disposable income and adjusts its pricing strategy accordingly. Conversely, the Holiday Inn brand is positioned as a cost-effective option that accommodates a broader spectrum of travellers (Leeflang et al., 2020). The company provides cost-effective pricing for its offerings.
The Six Senses resorts are typically situated in distant and distinctive settings, such as tropical isles or elevated terrains (Phelps et al., 2020). The objective of the brand is to offer a feeling of retreat and serenity to its clientele. In contrast, the Holiday Inn lodging establishments are situated in diverse geographical areas, encompassing prominent urban centres and popular tourist spots. The objective of the brand is to offer easily accessible and convenient lodging options for its clientele.
Six Senses and Holiday Inn employ distinct promotional tactics to effectively communicate with their respective target markets. The Six Senses brand places significant emphasis on leveraging word-of-mouth marketing and social media promotion as key strategies to generate brand recognition and promote its range of services (Ahearne et al., 2020). The aforementioned brand collaborates with high-end travel agencies and concierge services in order to effectively target its intended audience. In contrast, Holiday Inn employs conventional advertising mediums, such as television and print advertisements, to extend its reach to a broader demographic. The aforementioned brand employs digital marketing strategies, including email marketing and social media advertisements, to effectively reach and engage with particular demographic segments (Bonera & Pastore, 2021).
The utilisation of the STP strategy can facilitate a comprehensive and distinct evaluation of the hotels with regard to their marketing endeavours. Holiday Inn and Six Senses employ segmentation strategies to discern and focus on distinct customer groups. Holiday Inn caters to cost-conscious individuals such as business travellers and families seeking reasonably priced lodging options (Ge & Xiao, 2020). The establishment provides a diverse range of lodging options and facilities to accommodate various demographics of clients. In contrast, Six Senses caters to a demographic of affluent tourists who prioritise well-being, environmental responsibility, and distinctive opportunities. The establishment provides a variety of wellness initiatives and environmentally conscious facilities to accommodate this particular demographic (Hair et al., 2020).
Holiday Inn and Six Senses employ distinct targeting strategies that are tailored to their respective target audiences. Holiday Inn caters to a diverse spectrum of travellers seeking dependable and reasonably priced lodging options (Smith & Zook, 2020). The intended demographic of this offering encompasses families, corporate voyagers, and cost-conscious individuals seeking leisurely pursuits (Barwise & Meehan, 2020). The hotel chain boasts a widespread international reach, with establishments situated across numerous nations, including its country of origin, Russia, as well as Perth. In contrast, Six Senses caters to a specialised segment of affluent tourists who are inclined to incur additional expenses for an exclusive and eco-friendly wellness encounter (Mishra et al., 2021). In comparison to Holiday Inn, the resorts affiliated with this entity exhibit a relatively diminished presence, albeit strategically situated in picturesque and unspoiled locales.
Holiday Inn and Six Senses employ distinct positioning strategies in order to establish a unique market position vis-à-vis their competitors. The Holiday Inn brand is positioned as a dependable and cost-effective hotel chain that provides uniform and superior lodging options for individuals on the move (Teng et al., 2020). The hotel chain prioritises the facilitation of ease and availability, as evidenced by its widespread global presence. (Kotler et al., 2020) Moreover, the establishment provides a loyalty programme known as IHG Rewards Club, which serves as an incentive for customers to engage in repeat patronage. Six Senses is a luxury brand that positions itself as a provider of exclusive and sustainable wellness experiences for its guests (Li et al., 2021). The resorts prioritise sustainability and environmental consciousness, and are situated in picturesque and unspoiled locations. In addition, the establishment provides tailored services, including consultations on wellness and customised wellness programmes.
Marketing communication refers to the process of creating and delivering messages to a target audience with the aim of promoting a product, service, or brand. It involves various channels such as advertising, public relations, sales promotion, personal selling, and direct marketing. Effective marketing communication is essential for businesses to build brand awareness, attract and retain customers, and ultimately drive sales (Jaakkola et al., 2020).
Holiday Inn and Six Senses employ distinct marketing communication tactics in order to effectively engage their respective target demographics. Holiday Inn employs a combination of conventional and contemporary marketing channels to expand its reach to a broader demographic. These channels include televised advertisements, print advertisements, electronic mail marketing, and social media (Evans et al., 2021). The primary objective is to emphasise the brand's core values of dependability, cost-effectiveness, and ease of use. In contrast, Six Senses uses a more targeted and personalised marketing communication strategy. The strategy employed by the organisation to connect with its intended audience involves leveraging word-of-mouth marketing, influencer marketing, and social media. The company places emphasis on advancing its brand communication of opulence, health, and ecological responsibility, employing imaginative and aesthetically pleasing promotional initiatives. 
IHG Rewards Club, Holiday Inn's loyalty programme, has plenty of opportunity for growth to reward repeat guests with greater perks including room upgrades, free stays, and special offers. Because of this, we should expect higher rates of consumer retention and repeat purchases (Evans et al., 2021). As a result, Holiday Inn can put its attention where it belongs: on its website and social media platforms. Guest-generated information like reviews and images may help promote the hotel's services and win over new clients (Bowie et al., 2017). It may also boost its online exposure and drive more visitors to its website by investing in search engine optimisation (SEO). Holiday Inn can give clients more value by teaming up with other travel and leisure companies to provide special deals and packages. This may raise Holiday Inn's profile and entice those who hadn't considered staying there previously.
Six Senses may improve their marketing efforts by giving visitors more unique and comprehensive experiences. Some examples of this include tailor-made wellness programs and excursions that highlight the destination's cultural and natural attractions (Phelps et al., 2020). This will set the company apart from the competition and strike an emotional chord with its intended consumers. 
Social media platforms provide an additional avenue for Six Senses to promote its products and services to a larger audience. It's able to make aesthetically stunning and motivational material that features its health offerings, environmental efforts, and one-of-a-kind settings. Brands may get credibility and exposure with the help of influencers and health experts by showcasing their products and services (Arbeláez-Montoya et al., 2020). In addition, Six Senses can meet the rising demand of customers for responsible and ethical tourism by making investments in sustainable and eco-friendly practices, as per Jobber and Ellis-Chadwick (2020). Renewable energy sources, trash reduction, and community and environmental assistance are all examples. As a result, the hotel's image as a caring and eco-friendly establishment will grow, bringing in more eco-conscious guests.


In conclusion, Holiday Inn and Six Senses are renowned hotel chains, although in distinct market niches. Six Senses is a premium health and sustainability brand, whereas Holiday Inn serves a larger audience with its more affordable products. Both businesses may improve their marketing strategies by embracing at least some of the aforementioned suggestions, despite their distinct advantages and disadvantages. Holiday Inn can increase new consumers and customer retention by enhancing its loyalty program, taking digital marketing initiatives, and exploring partnerships. In contrast, Six Senses may attract eco-conscious tourists by differentiating itself via the provision of unique, immersive experiences; the use of social media; and the implementation of sustainable business practices. Taking into account current issues in the hotel industry, including sustainability, responsible tourism, and changing client preferences, these suggestions may help both companies prosper in the future.
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