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[bookmark: _Toc133689678]The hospitality industry is very competitive, with worldwide hotel chains always striving to differentiate themselves through their marketing strategies. This essay will examine the marketing strategies of two multinational hotel companies; Six Senses and Holiday Inn. Six Senses is an exclusive hotel brand featuring hotels in some of the world's most prominent locations, whilst the Holiday Inn brand is a budget hotel company with properties in more than 100 nations. This article will look at the marketing decisions taken by these businesses along with the advertising techniques they have used. The essay will compare and contrast the marketing tactics and practices of two global hotel brand; Six Senses and Holiday Inn. Holiday Inn is a less expensive brand with a larger market reach. The two hotels possess distinct advertising techniques that set them apart from their rivals, which we will investigate thoroughly.
Main Body 
Background 
Six Senses is a luxury hotel brand that emphasizes sustainability, wellness, and ecologically responsible tourism. Their residences have been designed to seamlessly integrate into the natural surroundings and provide tourists with an immersive, one-of-a-kind experience. They emphasize using locally produced, natural goods and materials, and they provide several different wellness-focused programs, such as yoga and meditation classes, along with spa services. Six Senses has hotels in some of the world's most stunning locations, including the Maldives, Seychelles, and Fiji (Kim, Kim, and Tussyadiah, 2021).
In contrast, Holiday Inn is an internationally recognised company owned by the International Hotel Group (IHG). The brand was created in 1952 and has gone on to develop into one of the world's largest hotel brands, with over 1,100 properties worldwide. Holiday Inn is recognised for offering travellers pleasant and economical lodging, with an emphasis on excellent services and facilities. With hotels in significant towns, airports, and famous vacation spots across the world, the company caters to travellers on both ends of the spectrum (Li, et al, 2018).
Marketing Choices and Strategies
Marketing strategies of the brands can be explained through marketing mix, a strategic tool used to assess how companies market their products or services (Кобзарь, and Карпенко, 2020). Six Senses' marketing approach emphasises sustainability and well-being, with a focus on recruiting eco-conscious travellers seeking opulent, immersive experiences that prioritise the use of materials that are produced locally and organic ingredients. They employ influencer marketing to reach a broader audience with their distinctive goods and health offers, collaborating with renowned influencers and travel writers to promote their business on social media. Six Senses also uses content marketing to promote its properties and environmental initiatives by creating high-quality films, blog pieces, and other material. They also employ social media marketing to reach out to potential clients who suit their desired consumer profile, with a special emphasis on platforms like Instagram, in which they can promote their beautiful settings and wellness products (Liang, and Zhang,2019).
Holiday Inn, on the other hand, is highly reliant on brand awareness and loyalty to lure consumers with marketing techniques that emphasise discounts and offers, in addition to loyalty programmes (Slootweg, and Rowson, 2018). They employ promotions and offers to attract price-conscious clients, and they also provide a variety of loyalty programmes to encourage repeat business. Holiday Inn also communicates with potential customers through online travel agencies (OTAs) and social media platforms such as Facebook and Twitter. While their advertising does not emphasize environmental sustainability or wellness, they do position themselves as a reliable and cost-effective choice for travellers looking for comfortable and convenient lodging (Weng, Wu, and Cheng, 2018).
Current Market Positions and Contemporary Concerns
Six Senses is at the pinnacle of the luxury hotel market, focusing on producing exclusive, immersive experiences that prioritize sustainability and well-being. Their properties are typically in remote along with exotic locations, with an emphasis on scenic beauty and environmental protection. The brand's image is one of exclusivity and luxurious comfort, and its costs reflect this (Kim, Lee, and Lee, 2016).
Holiday Inn, on the opposite hand, is regarded as a more accessible and economical hotel brand that caters to a wide range of tourists. The brand's properties may be found in a wide range of locations across the globe, ranging from major cities to rural regions and vacation places (Huang, Ye, and Law, 2019). Their primary goal is to provide comfortable and convenient lodging at a reasonable price, with a concentration on value for money. Holiday Inn has a reputation for dependability and stability, with an emphasis on offering a constant level of amenities and service throughout all of its hotels. Despite their market position differences, Six Senses and Holiday Inn are both established companies with strong recognition among consumers and a loyal customer base. While Six Senses caters to a more affluent and high-end market than Holiday Inn, both hotels have distinct identities and excellent track records in the field of hospitality (Yu, and Park, 2020).
Given the COVID-19 pandemic, Six Senses and Holiday Inn might both benefit from emphasising their dedication to safety and health in their promotional messaging (Wu, Li, and Yen, 2021). This might include emphasising their cleanliness and sanitation practises and attempts to provide guests a safe and enjoyable stay during these turbulent times.
Considerations for Sustainability and Green Messaging
Six Senses is making environmentalism a central theme in its marketing, and the company has engaged in several projects to lessen its environmental effect (Jo, and Back, 2022). For example, to lessen its carbon impact, the business removed single-use plastic from its properties and obtains food locally. Six Senses' sustainability approach has helped the company attract environmentally concerned travellers ready to pay a premium for a more sustainable vacation (Fan, Chen, and Wu,.2019).
Holiday Inn has also made attempts in its marketing to advance sustainability and green themes. In its properties, the brand has implemented a variety of environmentally conscious measures, such as lighting that's energy-efficient and water-saving technologies. Holiday Inn has also created a sustainability report to demonstrate to its stakeholders its commitment to sustainability (Choi, and Lee,2019).
Recommendations
It is possible, based on the findings of the study conducted on the marketing strategy of Six Senses and Holiday Inn, to provide several suggestions that will help enhance their marketing operations. Six Senses should investigate the possibility of expanding its presence in developing regions so that it may appeal to a wider audience. While Six Senses is working to establish itself as an upscale hotel chain in a number of the world's most desirable locations, the brand has an opportunity to expand its reach within emerging markets, where there is a growing demand for eco-friendly luxury travel experiences (Kim and Tussyadiah, 2022).
 To increase the amount of repeat business Holiday Inn receives, the company might consider enhancing its incentive programme. Holiday Inn has a large customer base and the firm can retain existing customers and promote repeat business by presenting loyal customers with rewards and incentives such as discounts and free nights at Holiday Inn properties.
In order to reach a broader audience, both companies should consider increasing the amount of digital advertising and activities they participate in on social media. Both Six Senses and Holiday Inn are required to have a robust online presence to remain competitive in the tourism sector, which places an increasing emphasis on the importance of websites. According to Singh, Iglesias, and Batista-Foguet (2019), this might comprise targeted advertising, partnerships with influencers, and appealing material shared on social media platforms.
Finally to entice vacationers who are conscious of their impact on the environment, both companies' marketing may continue to emphasise the importance of ecologically responsible practices and the colour green. Six Senses and Holiday Inn may be able to attract a broader audience that values sustainable travel if they encourage environmentally friendly initiatives. This would be in keeping with the growing importance of sustainability as a factor in travel selections.
[bookmark: _Toc133689679]Conclusion 
In conclusion, Six Senses and Holiday Inn are both worldwide hotel brands with distinct marketing strategies. Six Senses is a premium hotel brand that focuses on sustainability and well-being, whereas Holiday Inn is an affordable hotel business that provides cheap lodging. Both companies have made efforts in their marketing to promote sustainable and green messages, which has grown into an increasingly crucial aspect in attracting environmentally concerned travellers. There are parallels and contrasts in both of their various methods when analysing their marketing decisions and directions, existing market positions, marketing tactics, and sustainability and environmental message. I have made recommendations for establishing and enhancing marketing efforts for each brand to support possible future growth, while also considering current issues in the hotel industry.
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