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A comparison of the marketing methods of two multinational hotel brands 
The two multinational hotel chains, Holiday Inn and Six Senses, have different marketing strategies that correspond to their different market positions. In its marketing campaigns, Six Senses, which is renowned for providing opulent and immersive travel experiences, deliberately highlights wellness, sustainability, and individualized attention. Six Senses uses influencer partnerships, premium memberships, and content marketing to cater to wealthy customers looking for distinctive, environmentally friendly experiences. On the other hand, Holiday Inn positions itself as a mid-range lodging option for a range of travellers. Holiday Inn places a high premium on family friendliness, global consistency, and digital accessibility (Smith and Taylor, 2004). It uses loyalty programs, online booking, and a heavy emphasis on business travel. Both businesses understand the importance of social media and corporate social responsibility in developing their international brands. This essay will discuss and compare the brand’s marketing strategies utilising the situational analysis tools e.g. (Marketing mix) and will include discussing the use of segmentation targeting and positioning and marketing communications with their target clients. 
The marketing mix (4Ps) and segmentation, targeting, and positioning (STP) are two examples of situational analysis tools that are required to evaluate the marketing strategies of Six Senses and Holiday Inn (Kotler and Armstrong, 2021) . By utilizing Similarweb for web analytics, they can also obtain insights into their online presence and user engagement. The marketing mix is encapsulated in the 4Ps framework, which highlights the various strategies employed by Six Senses and Holiday Inn in the very competitive hotel industry. Well-known for crafting luxurious experiences, Six Senses carefully considers which products to offer, giving sustainability and well-being a high priority (Kaplan and Norton, 2006). The company's premium pricing strategy, which is in keeping with its pledge to provide individualized, high-quality services, is available to wealthy clients. The brand's image of luxury and escape is enhanced by the deliberate selection of tranquil locations for product placement. Six Senses reaches its affluent clientele through influencer partnerships, content marketing, premium memberships, and other strategies, emphasizing its commitment to tailored luxury, wellness, and sustainability (Kotler and & Armstrong, 2011) . Holiday Inn, on the other hand, employs a more approachable 4Ps framework. Being a consistently mid-range hotel with a global presence, it caters to a variety of clientele, including families, business travellers, and budget-conscious tourists, with a range of products that prioritize comfort and convenience (InterContinental Hotels Group, 2021). A low price point preserves the brand's appeal to a wide range of travellers and helps it maintain its standing as a reliable and comfortable lodging option. The brand's positioning is reinforced by its strategic placement and global reach, which improve accessibility and offer a unified experience. Promotional strategies such as digital marketing, online reservation platforms, and loyalty schemes effectively communicate the brand's family- and business-friendly qualities to a diverse target audience (Ashley and Tuten, 2015).
Using the strategies of Segmentation, Targeting, and Positioning (STP), Six Senses and Holiday Inn have demonstrated to the hospitality industry how to comprehend and meet the diverse needs of their customers in an exceptional way (Kotler and harsen, 2012). Six Senses targets the luxury travel industry by carefully segmenting its market. With its upscale, wellness-oriented products, the company hopes to draw affluent travellers looking for uncommon and sustainable travel experiences. This precise targeting aligns with Six Senses' mission to provide individualized, high-end, environmentally conscious luxury hospitality (Schultz and kitchen, 2013). On the other hand, Holiday Inn uses a more thorough segmentation strategy to cater to a variety of clients, such as budget-conscious travellers, business travellers, and families. The brand presents itself as a trustworthy, high-quality mid-range hotel that caters to a wide range of guests seeking cozy accommodations. Holiday Inn positions itself as a versatile choice in the mid-range hotel industry by offering corporate travellers business services and family-friendly amenities. The targeting and segmentation strategies of these brands are combined. Six Senses offers upscale, personalized experiences tailored to the specific needs of its affluent clientele, taking into consideration their preferences throughout the design process. In contrast, Holiday Inn seeks to cater to a broader spectrum of patrons by providing an array of facilities and services that accommodate the demands of cost-conscious families, business travellers, and vacationers alike (Macarthy, 2021). The three main pillars that support Six Senses' positioning are sustainability, wellness, and luxury. The secret to Six Senses' success as the leading company in upscale hospitality is dependability. Holiday Inn presents itself as a dependable, steadily growing mid-range hotel brand that values comfort and accessibility throughout its extensive network of locations. 
Marketing communications are crucial for creating a brand's identity and encouraging consumer interaction, as demonstrated by Six Senses and Holiday Inn. Six Senses uses a high-end marketing communications strategy to communicate its dedication to customized luxury, wellness, and environmental responsibility. It uses influencer partnerships, content marketing, and premium membership plans to achieve this. In order to create a story that is consistent with its high-end positioning and successfully engage a discerning audience that is searching for distinctive and environmentally conscious experiences, the brand strategically uses visually captivating content across a variety of digital platforms (Helsper and Eynon, 2010). In a similar vein, Holiday Inn views online booking tools, digital channels, and loyalty programs as integral components of its marketing communications strategy. Holiday Inn emphasizes aspects of its brand that are both family- and business-friendly in order to reach a wide range of target consumers through strategic communication. The brand maintains its reputation as a dependable and amiable mid-range hotel brand and increases brand recall by sticking to a consistent message across multiple touchpoints. Both Six Senses and Holiday Inn have recognized the evolving nature of customer interactions by implementing online platforms and loyalty programs (Constantinides, 2006). This has made it possible for them to communicate with their audience directly, react to criticism, and change their approach as necessary. These marketing communications strategies align with the most recent advancements in the hospitality industry, which highlight the importance of personalized communication and digital channels. Both brands use these tools to communicate their unique value propositions and engage their target audiences in a competitive and cutthroat market (Evans, 2019).
Holiday Inn and Six Senses communicate their brand identities and product offerings through a range of marketing materials. Using top-notch photos and videos, luxury brand Six Senses produces aesthetically appealing content for their website and social media pages (Rossiter and bellman, 2005). The materials used by the brand emphasize its commitment to personalized luxury, wellness, and sustainability, attracting a discerning clientele seeking unique and eco-friendly experiences. Conversely, Holiday Inn adopts a more approachable posture and highlights the brand's family-friendly lodging and useful amenities using a range of marketing tools, such as digital advertisements, brochures, and online booking platforms (Workman Jr and Grunner, 1998). When taken as a whole, these materials reinforce a consistent story that is spread via multiple media platforms, emphasizing Holiday Inn's position as a mid-range hotel brand that is dependable worldwide and appealing to a diverse spectrum of travellers.
Tailored recommendations can improve Six Senses' and Holiday Inn's marketing campaigns for long-term growth, given their distinct market positions. It is suggested that Six Senses increase their efforts in digital marketing to reach a wider audience while maintaining their uniqueness (Hernández and martin, 2009). By promoting the brand's message of personalized luxury and well-being on social media and other online platforms, a larger audience can be reached. Furthermore, prioritizing influencer partnerships going forward will help the brand maintain its ambitious image. Furthermore, Six Senses' dedication to sustainability can be further exhibited by forming strategic alliances with businesses that align with its principles and tackle current issues facing the hospitality industry (Andaleeb, 2016). By using customized marketing techniques aimed at different target groups, such as families, business travellers, and low-budget travellers, Holiday Inn can increase engagement. By improving the brand's online communication regarding its sustainability and corporate social responsibility initiatives, contemporary concerns can be addressed. It is advised to use digital marketing tools even more to reach out to families who are making travel plans and business travellers who are trying to find cheap accommodation. Online promotional materials that combine family- and business-friendly features with tailored loyalty program incentives can increase customer loyalty and retention. A strategic approach to digital innovation, sustainability, and tailored communication in both situations ensures that these brands stay relevant and competitive in the ever-changing consumer landscape.
In conclusion, a comparison of the marketing strategies of Six Senses and Holiday Inn reveals how well these international hotel chains meet a variety of customer needs. Setting the bar high for high-end luxury, wellness, and sustainability is how Six Senses distinguishes itself. Influencer partnerships and creative marketing materials have helped to establish its unique brand identity. However, Holiday Inn takes a more approachable approach, catering to a diverse clientele by offering family-friendly amenities and consistently mid-range hotel choices around the world. The recommendations address the problems that the hospitality sector is currently facing, consider the unique benefits of each brand, and make recommendations for enhancing marketing campaigns to spur additional expansion. By embracing digital innovation, sustainability, and personalized communication, Six Senses and Holiday Inn are able to navigate the ever-changing corporate landscape with ease. They can maintain their relevance and competitiveness while meeting the evolving needs of their diverse clientele by doing this.
     


Reference
Andaleeb, S.S., 2016. Market segmentation, targeting, and positioning. In Strategic marketing management in Asia: case studies and lessons across industries (pp. 179-207). Emerald Group Publishing Limited. 
Ashley, C. and Tuten, T., 2015. Creative strategies in social media marketing: An exploratory study of branded social content and consumer engagement. Psychology & marketing, 32(1), pp.15-27. 
Constantinides, E., 2006. The marketing mix revisited: towards the 21st century marketing. Journal of marketing management, 22(3-4), pp.407-438. 
Evans, N.G., 2019. Strategic management for tourism, hospitality and events. Routledge. 
Helsper, E.J. and Eynon, R., 2010. Digital natives: where is the evidence?. British educational research journal, 36(3), pp.503-520. 
Hernández, B., Jiménez, J. and Martín, M.J., 2009. Key website factors in e-business strategy. International Journal of information management, 29(5), pp.362-371. 
InterContinental Hotels Group. (2021). Holiday Inn. https://www.ihg.com/holidayinn/
Kaplan, R.S. and Norton, D.P., 2006. Alignment: Using the balanced scorecard to create corporate synergies. Harvard Business Press. 
Kotler, P., & Armstrong, G. (2021). Principles of Marketing. Pearson. 
Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2012). Marketing management. Pearson. 
Macarthy, A., 2021. 500 social media marketing tips: essential advice, hints and strategy for business: facebook, twitter, pinterest, Google+, YouTube, instagram, LinkedIn, and mor. 
Rossiter, J.R. and Bellman, S., 2005. Marketing communications. Pearson/Prentice Hall. 
Schultz, D. E., Patti, C. H., & Kitchen, P. J. (2013). Integrated Marketing Communications in Advertising and Promotion. Routledge. 
Smith, P. R., & Taylor, J. (2004). Marketing Communications: An Integrated Approach. Kogan Page Publishers. 
Workman Jr, J.P., Homburg, C. and Gruner, K., 1998. Marketing organization: An integrative framework of dimensions and determinants. Journal of marketing, 62(3), pp.21-41. 


2

