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[bookmark: _Int_kvLBaiBM][bookmark: _Int_ynvlG5GJ]The purpose of this essay is to discuss the differences and similarities of Holiday inn versus Six Senses, marketing strategies, activities, positioning, competition and factors that influence their business. Using comparation and analysis to describe the strengths, weaknesses and strategic marketing approaches. In a descriptive manner, an expert’s opinion will be applied through the following content to compare organization decisions.
[bookmark: _Int_mxWsjmBh][bookmark: _Int_1WtvRvYH]Holiday Inn classified as IHG (Intercontinental Hotel Group), known for high standard of cleanliness, rooms clutter-free, culture shape and customer focused (IHG, 2023).  Leisure, business and family hotel chain with worldwide locations, focused on comfort and technology with Holidex system as a hotel chain, allowing Holiday Inn to be the first hotel in the world that accepted online bookings (Holiday Inn, 2023).
Six Senses classified as IHG (Intercontinental Hotel Group), however, is considered a luxury brand, known for principles of sustainability and wellness with over twenty countries, unique hotel locations. Less worldwide with unique customer services, focused on local culture and prime materials, travel and leisure leader on international awards winner (Six Senses, 2023).
[bookmark: _Int_6UqJUcmT]Chaffey and Chadwick (2019) believe that marketing mix is formed by conventional and digital communication alongside new and traditional media as a benefit for marketers. The same source confirms that search engines and clear online visibility are required to obtain interaction with consumers through digital media.
[bookmark: _Int_ilAKRmBd][bookmark: _Int_Ofnq2T6W]Although both organizations are part of IHG, known for hosting high influential names and intense social campaigns, the principal factor in IHG brand positioning (Deloitte, 2007).
Ryan and Jones (2012) argue that affiliate marketing plays a significant role in social development using as components the consumers, affiliation networks, virtual force for sales and the brand.
Affiliate marketing (see Figure 9) is present on both sides as described and confirmed by the sources presented.
Homogenous business-to-business relates to businesses that have the same interests, similar opinions, needs and attitudes (Clow and Baak,2013, p.102).
Holiday Inn, Holiday Inn Express and Holiday Inn Express & Suites are all located in large cities and near airports as a marketing strategy towards positioning to attract and retain customers (IHG, 2023).
[bookmark: _Int_jwQYLvdP]The same source sustains that Six Senses instead, has “out of the ordinary” locations suggesting that are primary chosen to relax and enjoy a longer stay mainly for holidays, while Holiday Inn are for short frequent stays.
According to Bowie (2017), the variety of management in demand can differ depending on context and purpose. Relationship and transactional marketing are based on one sale and long-term customer engagement with the intention of creating loyal transactions.
Relationship marketing includes development and involvement between customers and suppliers, although one transaction is low, relationship marketers know the high value of a lifetime customer (Bowie, 2017).
Comparing the above to Holiday Inn and their website makes their marketing approach understandable.
Transactional marketing refers to a single temporary transaction with the aim to produce sales from customers, fulfilling their needs and obtaining high satisfaction of the guest and satisfactory high income for the seller *Bowie, 2017).
Comparing the above to Six Senses, transactional marketing is suitable for the organization described.
[bookmark: _Int_cvqahc26] Marketing segmentation matches brand positioning such as product presence through competition versus customer perception. Marketers can reinforce customers opinions or review and change the product to accomplish customer satisfaction (Clow and Baak, 2013, p. 102).
On the objective side, Clow and Baak (2013) suggest that many factors can impact marketing communications, the cost that leaders pay for marketing programs causing financial pressure, marketing messages and social trends that have emerged, expecting tangible result from advertising agencies (see Figure 3).
[bookmark: _Int_m0lNJBI9]Clow and Baak (2013) explain that traditional options on promoting an activity have extended factors from advertising and promotion to direct response, database, sponsorship, e-active, alternative and public relations marketing (see Figure 4).
The communication marketing plan includes all the components of the marketing mix following the required steps (see Figure 5), to define marketing objectives and achieve positive outcome of the plan (Clow and Baak, 2013, p.22).
The same source confirms that demographic and geographic segmentation are a significant part of a potential customer approach (see Figure 1 and 2).
Strategic tool in management is considered a SWOT analysis (see Figure 6 and 7), using ways to create advantages from strengths via opportunities and reducing vulnerability by improving weaknesses to avoid threats that can damage the business (Jobber and Chadwick, 2020).
The economy is highly reliant on demographic factors throughout the population income, high demand for services and products that increase economy. Although the source evidence South Korea as a country for advanced innovation that used significant part of the national budget to develop research side. Mass market has taken over the inclusive services sector and provided availability all over the world, as the source mention “the inclusive is the new exclusive” (Kotler, Kartajaya and Setiawan, 2017).
[bookmark: _Int_0hftEe5g]Describing Holiday Inn from a competitive perspective, being worldwide with a huge promotion through digital marketing, there are Hilton Hotels, Marriott, and Hyatt as competitors (Similar Web, 2023). Same source evidence Six Senses competitors such as Four Seasons, Banyan Tree and Aman Resorts.
Regarding organizations target audience, Holiday Inn targets middle aged elderly, mostly business travelers that are in search of a last-minute booking that usually is paid by the companies that travelers belong to (Similar Web, 2023).
In contrast to Six Senses that targets millennials interested in wellness and planet sustainability and not center or airport positioning, generation that considers Six Senses principles such as local and organic production, important for their living (Jacobs, 2017).
Account planners are significant when developing and advertising campaigns are present being difficult in present era to attract consumers. Strategic marketing direction involves account planers to develop diverse types of communication that will suit the audience target (Clow and Baak, 2013, p23).
[bookmark: _Int_HdASgnJ2][bookmark: _Int_kiyQ0Rzp]Holiday Inn brand message suggests cleanliness, business and pleasure involving hospitality, happiness and home (IHG, 2023).
In contrast to Six Senses that suggest memories for life, unforgettable experiences, multicultural, local and value for life and our planet (Six Senses, 2023).
[bookmark: _Int_FAa2m4di]Social media mix (see Figure 8) includes a variety of social marketing such as bookmarks, sites for submissions, discussion and forum sites with traffic targeted, sharing, reviews and rating sites, networks and blogs. Highlight on benefits of marketers that lead to engagement of consumers using social tools to grow and promote a brand. Social engagement and online communication grow the audience for online social communication (Ryan and Johnes, 2012, p.157-165).
[bookmark: _Int_Hfd4dKBg]Digital marketing has impacted the way that an organization interacts with the audience. Digital technology, data, platforms, media, devices, used by name 5Ds have been used aligned with technics of traditional marketing to connect with the audience (see Figure 10). Companies are being offered the opportunity for development and up-skilling and to use the new technologic tools to avoid competition by using digital marketing. Although technological platforms such as Asos, Amazon, Spotify, Booking and others are considered threats for organizations, the reason being the considerable number of consumers that above companies have taken. Part of worldwide development is social media and engaging with consumers to increase the audience of a brand (Chaffey and Chadwick, 2019).
Same source evidence that is crucial to respond to environmental changes (see Figure 11) as government and legal factors change in parallel with the environmental circumstances emerging focus and search for opportunities obtaining strategic ability to perform and up-skill.
According to Housden (2007), primary and secondary research are the main successful strategies for gaining potential customers. The research process stages include surveys, live interviews, marketing focus groups, data collection with questionnaires and forms for feedback. Same source affirms that quantitative research conduct to satisfying results comparing to qualitative research that is developed when a concept or idea is present, however later through the process quantitative research is optimized to conduct behavioral track using surveys.
[bookmark: _Int_NSSCPoRm]A successful economic business demands political, geographic and cultural factors as the base for success. The main element in economic country level is the environmental factor that marketers must change when marketing task is in place (Ghauri and Cateora, 2014).
Further research through reviews between Holiday Inn and Six Senses based on IHG (2023) reviews are evidenced the positive sides of both organizations while Trip Advisor and Google search provide a deeper analysis towards negative sides. Comparing both organizations, holiday Inn hold a numerous number of negative reviews that can impact the reputation of the hotel, however, being a short, repetitive stay hotel is at a higher risk in obtaining quantity reviews comparing to Six Sense that based on longer stay have a reduced considerable number in negative reviews (Trip Advisor, 2023).
Recommendation for Holiday Inn based on analyzed factors include higher focus on customer-value and product personalization versus expectations, allowing consumers to be part of their principles.
Recommendation for Six Sense is to become more available for public and communities based on “inclusive is the new exclusive” as described above, with a more affordable offer for middle to low class, allowing customers to “taste” their principles and valuable services.
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(Clow and Baak, 2013) - Figure 1.
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(Clow and Baak, 2013) - Figure 2.
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(Clow and Baak, 2013) - Figure 3.
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(Clow and Baak, 2013) - Figure 4.
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(Clow and Baak, 2013) - Figure 5.
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(Chaffey and Chadwick, 2019) Figure 6.
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(Chaffey and Chadwick, 2019) Figure 7.
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(Ryan and Jones, 2012) Figure 8.
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(Ryan and Jones, 2012) Figure 9.
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(Chaffey and Chadwick, 2019) Figure 10.
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(Chaffey and Chadwick, 2019) Figure 11.
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For years, the traditional view was that promotional activities included advertising,
sales promotions, and personal selling activities. This view has expanded to incor-
porate online and alternative methods of communication. It also includes activities
such as database marketing, direct response marketing. sponsorships. online market-
ing. social media, guerrilla marketing. alternative marketing, and public relations
programs.

‘A complete IMC plan reaches every element of the marketing mix: products, prices,
distribution methods, and promotions. While this textbook primarily deals with the pro-
motions component, it should be noted that, in order 10 present a unified message, the
other elements of the marketing mix will be blended into the program.
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Affiate Marketing and strategic Partnerships (D)

How does affiliate marketing work?

FIGURE 9.1 How basic affiliate marketing works
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FIGURE 7.2 Why it'simportant for your business to get involved in
social media (slide courtesy of Vanessa Fox: www.ninebyblue.com)
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The table shows the range of different marketing actvities or operating processes necded
to support acquiring new customers through communicating with them on hird-party.
websites and social media, autracting them 10 a company website, mobile app or social
nerswark and converting interest into leads and sles and then using online media to encour-

age further purchases and advocacy. You can sec that applying social media and content
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Market by Consumer Groups

Consumers, or end users, are often the primary target market for a firm’s offerings. Effec-
tive IMC programs identify sets of consumers who are potential buyers. The most com-

‘mon consumer market §¢g 1 approaches are listed in Figure 4.2.
SEGMENTS BASED ON DEMOGRAPHICS
One primary method of s¢& 1 employs demographics, or population characteristics.

“Typical demographic variables include gender, age, education, income, and ethnicity. Com-
panies create goods and services to meet the needs of individual demographic segments.

Gender Men and women purchase different products, buy similar products with differ-
ent features (e.g., deodorants), desire products for dissimilar reasons (stercos, elevisions),
and buy the same products after being influenced by different kinds of appeals through
different media. A recent study suggested that women control 66 percent, or $12 tillion, of
the world's annual consumer spending. Women now influence or make purchases in prod-
uct categories that were traditionally controlled by men." For instance, i the Unifted States:

96 percent of women are involved in purchasing high-priced electronics.
90 percent of women deal with financial advisors.

* 80 percent of women buy and sell stocks to make money.

* 70 percent of women are their household's primary “accountant.”

Figure 4.3 offers suggestions for marketing to women. Some companies that have
done well include Olay, Paige Premium, and OfficeMax. Olay advertises skin care

* Demographics
* Psychographics.
* Generations.
* Geographic
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In che digital world, changes in social culture and particularly pop culture (what's hot’ and
what's not] tend to be very rapid. Introduction of new technologies and changes in their
‘popularny tend v occur frequently and with nreasing speed from concept to commerciali-
sation. Government and logal changes tend 0 happen over longer time scales, Thercfore,

eital marketers need o be alet o the forses that are important n the context o their own
wading environment, so they can aim o ensure the competitvencss of the business. They
should develop the capacity to respond to environmental changes and the emerging oppor-
tunitis and threats by developing strategic agilty,  concepe associated with knowledge
management theory, which requires ienting netw business models and new categories
raer than rearranging old products and categories (Weber and Tarba, 2014), based on
deseloping sound process or reviewing marketplace opportuniies and threats and then
seecting the ApprOPrate SUALERY options.

Suraic aglity imolves:

1 collecion, dissemination and evaluation of differen information sources from the micro-
and macro-cavironment,
2 developing processes for generating and reviesing the elevance of new seratcgies based
o value

s value generated;

implementation of protorypes of new functionaliy to deliver customer value;

5 measurement and review o resuls from protoypes to revie farher o improve proposi-
tion or o end a trial,

e e )

Tyt ot
[t

Marketers need to understand digital and Internet sechnology and terminology; 3s making
mistakes can have significant consequiences. In this section, we explore digital technology,
the nernet, web and mobile techuology and consider digitalsecurity and emerging cchn
Tog These are ey factors, which currenrly have signifiant implications for digieal marketing
planing.
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I BY GEOGRAPHIC AREA

Marketing appeals made to people in a geographic arca or region is geo-targeting, Ret

Med Camps of Louisiana could use €15 often seek o limit marketing communications programs to specific areas where pri-
‘geo-targeting to ncrease support for MATY customers live in order to maximize the impact of advertising dollars. The increased
it work with bt ciddven. ‘ownership of smartphones with built-in GPS devices allows
marketers (o expand geo-targeting programs. For instance,

during a snow storm along the East Coast, consumers in that

area can receive Home Depot ads related to snow removal
G\I.Hp Q) % while other areas of the country getting ads related to fall
lawn care or other topics of relevance. With geo-targeting,

% advertisements can be aimed to specific regions with mes

) I\/mh(‘y—\ sages that fit consumers, the region, and specific events
ot ~n] )
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OBJECTIVE 1§
What new trends are affecting
marketing communications?

Emerging Trends in Marketing
Communications

Many forces impact the field of marketing commun I pressures have
caused the company leaders who hire advertising agencies (0 recognize that they cannot
pay out unlimited dollars for marketing programs. Emerging social trends affect market-
ing messages and means of communication. New technologies also influence the field.
Asaresult, new trends have emerged (see Figure 1.5).

EMPHASIS ON ACCOUNTABILITY AND MEASURABLE RESULTS

Company leaders expect advertising agencies 1o produce tangible outcomes. They spend
‘promotional dollars carefully. Any coupon promotion, contest, rebate progra, or adver-
tising campaign should yield measurable gains in sales, market share, brand awareness,
customer loyalty, or other observable results to be considered successful.

‘The increasing emphasis on accountability and measurable results has been driven
by chief exccutive officers (CEOS), chief financial officers (CFOs). and chicf market-
ing officers (CMOs). According to Martyn Straw, chief strategy officer of the advertis-
ing agency BBDO Worldwide, corporate executives and business owners are tired of
“funneling cash into TV commercials and glossy ads” that keep increasing in cost while
appearing 1o do less and less.

Many companies rely less on 30-second television spots and instead pursue alter-
‘native communication venues. Marketing messages can be tied to special events where
names, profles, and addresses of prospective customers are collected and tracked. Straw
suggests that marketing should not be viewed as an expense, but rather as an investment
in which promotional dollars generate sales and profits.*
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An Integrated Marketing
Communications Plan

A : & plan forms the basis for integrated marketing communications.
“The plan coordinates every component of the marketing mix in order o achieve harmony
in the messages and promotions relayed to customers and others. Figure 1.4 lists the
steps required to complete a marketing plan.

A current situational analysis is the process of examining the firm’s ongoing market
situation. Next, marketers conduct a SWOT analysis by examining factors in the organi-
zation’s interal and external environments. SWOT identifies interal company strengths
and weaknesses along with the marketing opportunities and threats present in the exter-
nal environment.

Defining primary marketing objectives establishes targets such as higher sales, an
increase in market share, a new competitive position. or desired customer actions, such
as visiting the store and making purchases. Marketing objectives are identified along
with key target markets. A comprehensive understanding of these markets helps the mar-
keting team prepare effective integrated marketing communications.

* Current suational anaysis * Marketing surategies
* SWOT analyss: * Marketing tactcs
* Marketing objectives * Implementation

* Torget market * Evaluation of performance.




