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The hotel industry is always evolving, as more businesses use different marketing strategies to differentiate their products in the competitive market that exists today (Armoni, Ssantini, and Sutarma, 2018).As a result, the academic essay will compare and contrast the marketing strategies employed by two different international hotel companies that were supplied for this piece. The focus of the research will be on the marketing mix, segmentation, targeting, positioning, and marketing communications of Six Senses and Holiday Inn, two global hotel brands. The essay will utilise the situational analysis tools that were discussed in class in addition to the Similarweb analysis tool. It will also examine the changes that the companies have made in response to existing issues and provide recommendations for further advancement.
Main Section:

Overview of Holiday Inn and Six Senses
Six Senses is a renowned luxury hotel and resort brand that is particularly well-known for its CSR commitment, which lays a specific emphasis on sustainable business practises, according to EHL Insights (2018). The firm is concentrating on offering distinctive visitor experiences by integrating local culture and environmental consciousness into its facilities (EHL Insights, 2018).Holiday Inn, the second multinational in the article, is a great mid-scale hotel brand from the UK that caters to a larger range of customers, including families, business travellers, and vacationers. The brand is well known for its affordability, usefulness, and comfort. IHG, 2021

Mix of Marketing
The marketing mix is composed of the four Ps: product, pricing, location, and promotion. Luxurious accommodations, excellent wellness, and personalised service are all part of Six Senses' sustainable offering.Susantini, Armoni, and Sutarma (2018) When examining the company's pricing strategy, one can observe that it places a high premium on the brand's positioning, with wealthy tourists looking for unique experiences serving as its primary target market. In addition to exclusivity, the Six Senses facilities' unique and exotic settings offer a sense of authenticity (Six Senses, 2019). The firm emphasises its commitment to sustainability and wellbeing in its marketing campaigns, which also use social media and digital marketing in conjunction with influencer partnerships.
Now think about how much cosier the Holiday Inn on the second hole is. IHG, 2021

accommodations and essential amenities to meet the needs of various passenger populations. The business has an aggressive pricing strategy that is reasonable and competitive with that of its competitors. It may be found more frequently in UK city centres, near airports, and other areas (IHG,nd) Six Senses uses a premium pricing strategy to highlight its lavish services and position itself as a luxury brand that prioritises sustainability and unique experiences.(Six Senses) Consequently, this brand's premium pricing strategy aligns with the company's positioning and image. Conversely, Holiday Inn bases their pricing strategy on a competitive one. Its goal is to offer its clientele reasonably priced lodging that is either linewidth or slightly below the market median for establishments of a same kind.(One Network Plante, 2021). This price plan will appeal to families, business travellers, and vacationers who are searching for affordable, comfortable accommodations with all the amenities they need without going over budget.Their marketing strategy makes it evident that they make use of social media, email marketing, print advertising, and other conventional as well as digital marketing platforms.
Targeting, Positioning, and Segmentation
Wealthy travellers seeking out unique experiences, wellbeing, and sustainability are Six Senses' target market. As a result, the brand mostly appeals to wealthy people. 
of baby boomers, Generation X, and affluent millennials. It positions itself as an upscale, eco-friendly hotel brand, differentiating itself with exceptional experiences and a commitment to sustainable practises.(Six Senses, 2019) Conversely, the Holiday Inn franchise is targeting a broader demographic, which include families, business travellers, and even those on low- to high-income vacations. By breaking down its target population into several segments according to traits, psychographics, and travel needs, Holiday Inn makes sure it caters to a wide range of customers (One Planet Network, 2021). It presents itself as a trustworthy, comfortable, and affordable hotel brand in order to appeal to the mainstream market.

Six Sensations: Targeting Example: Six Sensations has a property on a private island in Zil Pasyon, Seychelles. Rich travellers looking for the ultimate solitude, elegance, and unique activities in an intimate setting are the target audience for this site. The establishment offers private pool villas, a sizable spa, and a plethora of wellness programmes to affluent visitors who value sustainability and well-being (Six Senses, 2021).
Positioning itself as a premium brand, the firm emphasises sustainability, eco-friendly layouts, and renewable energy sources in its buildings. As an illustration, the Six Senses Douro Valley in Portugal is a renovated manor home with environmentally friendly amenities including locally produced food, energy-efficient lighting, and water recycling.(Dao's Six Senses,nd) This tactic presents Six Senses as an upscale, environmentally sensitive hotel brand, drawing travellers who are concerned about both wellness and the environment (Six Senses, 2021).Conversely, it has positioned itself as a Holiday Inn subsidiary brand that caters solely to budget-conscious business travellers. These places offer basic amenities like breakfast, Wi-fi, and pleasant spaces to appeal to clients searching for budget accommodations and who require essentials for their business travels. IHG, 2021
Holiday Inn frequently offers package deals that include discounted rates or free meals for children in an effort to establish itself as a family-friendly hotel chain. Their "Kids Stay and Eat Free" promotion, which allows kids under 12 to get free meals at participating Holiday Inn restaurants when they are accompanied by a paying adult visitor, is a well-known illustration of this (IHG, 2021). This ad is drawing in families with kids looking for an affordable, easy stay, further reinforcing the company's image as a trustworthy and value-driven hotel brand. As of 2021, One Planet Network
Communications in Marketing:
Both Six Senses and Holiday Inn employ digital marketing platforms to engage with their target consumers while being aware of the importance of their digital marketing strategy. Six Senses has concentrated on social media, influencer relationships, and even content marketing to highlight their unique experiences and commitment to sustainability (Six Senses, 2019).Holiday Inn, on the other hand, employs a combination of digital and conventional marketing channels to further promote its brand message of comfort, convenience, and value. It does this by making extensive use of social media, maintaining a strong web presence, and distributing email marketing and print advertising. (IHG,nd)Therefore, a good example of this can be seen in the six senses marketing technique, which emphasises the use of social media and in which the firm features a number of stunning photos of its lodgings as well as renowned guests.To promote its residences and experiences, the firm also engages with influencers in travel and leisure. The hotel prioritises email marketing over print advertising, but it still provides a range of discounts and promotions. This is similar to Holiday Inn, which has a strong online presence and attracts potential customers by publishing special offers. (Research Motivation,nd)

Modern Problems and Shifts: The hotel industry has faced several challenges in the past year, such as shifts in the geopolitical landscape, adjustments to the economic climate, and other business concerns. Both Six Senses and Holiday Inn have made social media marketing their main marketing tactic in order to overcome the different challenges. (Six Senses, 2021)Six Senses has increased its focus on local and regional markets, emphasising domestic tourism and staycation experiences, while the second tier has incorporated health and safety measures to reassure clients, promoting flexible booking alternatives and contactless services. (Six Senses, 2021)Six Senses' marketing language emphasises luxury and sustainability, and its resorts offer guests wonderful experiences via the integration of local culture and environmental practises. (Six Senses, 2021). The company is undergoing the following changes as a result of modern issues: health and safety; travel limitations; and one connected to these concerns, as it broadens its focus on local and regional markets, enhancing domestic tourism and staycation experiences.(Network One Planet, 222) The brand message of Holiday Inn places a strong emphasis on comfort, value, and their capacity to cater to a variety of clientele, including families, business travellers, and tourists. They have to cope with changes in flexible booking options as well as health and safety because of today's shifts and issues.(IHG, 2021) They also modify online gatherings and conferences. 
Conclusion and Suggestions:
Both businesses have, as is evident, made the necessary adjustments in terms of marketing, health and safety, and geopolitical events in order to withstand and hold onto their dominant positions in the market.
It is suggested that Six Senses continue to focus on sustainability and well-being while exploring opportunities to collaborate with local organisations and communities. It is recommended that the organisation allocate resources towards state-of-the-art technology in order to enhance its digital marketing campaigns and provide an impeccable consumer experience.Regarding the second, it is suggested that they concentrate more on using social media to share personalised experiences and target certain traveller types with targeted marketing campaigns.(Research Mode, nd)
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