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[bookmark: _Toc135305354]Introduction: One of the most crucial methods utilised to raise a company's or a hotel's profile in the industry is marketing. Marketing is promoting and selling a product or service to consumers. Advertising facilitates commerce within a given market; hence the term is also used to describe the process. The marketing department plays a crucial role in the success of a hotel by ensuring that all necessary components of the hospitality industry are addressed. Marketing is one of the most useful methods for enhancing service quality and effectiveness. This paper discusses Six Senses and Holiday Inn hotels, including their marketing approaches.
Historical Background of Six Senses and Holiday Inn: Six Senses is a global UK hospitality company known as Six Senses Hotels Resorts Spas. It operates a large hotel and resort portfolio under the Six Senses name. Sonu Shivdasani opened the hotel in 1995; today, it has 96 guest rooms and operates in 22 countries. Hotel management with a global brand name is part of this. Interest in hotels has increased as a result of this growth. Six Senses has always set its sights on expanding its existing market presence. 
InterContinental Hotels Group PLC (Alexander, 2022). It is the parent company of the six senses Hotel & Resorts brand. IHG Hotels & Resorts is the parent company of Holiday Inn. 2900 UK locations serve as the initial launch pad for this franchise. Kemmons Wilson opened the hotel in 1952. Holiday Inn has had Keith Barr as its president and CEO since May 2017 and Louise Russell as its chief marketing officer. Six Senses and Holiday Inn both utilise the same marketing approach.
The hotel aimed to expand its share of the target market's customers and boost its market value; therefore, it adopted this plan. It accurately reflects the hotel's services and provides a wide range of customisable options (David, 2023). Six Senses' ability to cater to its guests' individual preferences is thanks to its use of targeted marketing. It aids in narrowing in on the correct clients, which is essential for growth. 
The ability to cater to various customer demands has contributed to the hotel industry's rapid globalisation. In addition, the target market ensures that customers know the high quality of the services they have received (Emma, 2022). The STP model was then used to apply segmentation, targeting, and positioning within the market to the Six Senses hotel.
Additionally, the method has led over, allowing the overall expansion of the Six Senses hotel. Holiday Inn has used a combination of promotional and advertising strategies, which have resulted in the hotel chain's current prominent position in the market (Jack, 2021). 
Holiday Inn has become the most well-known brand in the hotel business thanks to extensive marketing and publicity (Baloglu, 2016). They have used advertising in a method that has used multiple mediums, including TV, newspapers, and magazines, to build their clientele. Due to this advertising campaign, all of its services became well-known in the hotel business (Kotler, 2014). Customers have been drawn to the hotel thanks to the ingenuity of its advertising. In addition, a marketing mix is applied within the framework of already-existing items to capture the market more efficiently. They thought about environmental impact and green massage techniques. A hotel can be considered sustainable once it has achieved market stability. The following considerations have been applied to Six Senses and Best Holiday Inn, allowing for their growth.
Moreover, the importance of recognising potential sustainability challenges and explaining solutions to them has been emphasised (Riley, 2018). Opportunities to build upon and expand upon preexisting goals, tactics, and interventions are identified (Jacob, 2023). Finding and actively seeking potential funding sources allows for more efficient early development. As a result, we have entered a new era of decision-making, which has paved the way for a wide range of reforms that have facilitated further growth. It places a premium on encouraging and rewarding people, boosting productivity (James, 2023). Sustainability can be attained through reducing expenditures wherever possible and prioritising the delivery of high-quality services at reasonable prices. Holiday Inn has developed its sustainability initiatives by identifying payment methods that encourage and reward gains in population health. As a result, more service contracts have been closed. Long-term progress was also realised thanks to the institution's many environmental education initiatives. Opportunities for collaboration with federal, state, county, and local programmes are being investigated.
Comparison of Six Senses and Holiday Inn: There are significant distinctions between Six Senses and the Holiday Inn. While both are involved in the hospitality industry and provide guest accommodations, they cater to quite different clientele. Despite certain similarities, both companies have adopted diametrically opposed methods to fulfil their financial and economic goals and earn a sufficient share in their respective market niches (Martin, 2023). The following section will go into greater detail regarding these distinctions and parallels. Essential hotel functions In the hospitality industry, customer satisfaction is the most important metric. This means that hotels and organisations need to excel at several fundamental tasks (Samuel, 2023). Services like this include housekeeping, room service, front desk, and amenities. Hotels may also provide guests with supplementary amenities such as minibars, concierge services, free Wi-Fi, and even fitness centres (Buttle, 2011). A wide variety of add-ons can be provided, and each business must deliberate about which ones are most appropriate given their mission and objectives. Both Six Senses and Holiday Inn must maintain a certain standard of cleanliness and orderliness in their workplaces because it is a requirement for entry into their respective fields.
In contrast to Holiday Inn's usual, high-quality hand cleaning method for each room's separate bathrooms, the Six Senses opts for a shared system of self-cleaning restrooms that aims for an acceptable level of cleanliness at minimum expense. The Six Senses budget strategy is also noticeable in other respects. Because there is no receptionist on duty outside of business hours, the entire procedure of checking guests in and out has been computerised (Samantha, 2023). In contrast, Holiday Inn adopts a strict high-quality strategy in everything it does, from the quality of its services to the number of luxury vehicles it has on hand. Holiday Inn plans to capture market share by offering inexpensive costs and surprising and pleasing customers. 
The 4V model for such purposes is a helpful tool. We can compare and contrast the two organisations' core operational and strategic differences using this approach.  A side-by-side look at the 4 C's. Holiday Inn customers who spend top GBP have high standards for their stays because of this (Michael, 2023). Customers may need help with unique demands such as arranging entertainment or trip planning. Holiday Inn is obviously not going after the mass market, as it only has a few boutique hotels in prime locations across the world. Customers' expectations differ from those of Six Senses drivers because most only search for a cheap night close to infrastructural centres (William, 2020). The model shows that while volume is considerable, diversity and variance are relatively low. Customers may easily compare the two groups' prices and offerings and make educated decisions based on this information.
The comparison of each group's top five priorities is another subject of study. This instrument helps understand a firm's operational strategy since it reveals the metrics by which it evaluates its progress towards its objectives. Six Senses has an approach that prioritises budget cuts, particularly at the sacrifice of adaptability. 
In addition, everything in a Six Senses hotel is made with efficiency in mind (Noah, 2023). While the quality of these interiors and other processes, such as the self-cleaning process, may fall short of that of luxury hotels, it does not indicate that Six Sense is not committed to the highest standards. Six Senses is at its best when it focuses on speed and reliability (Makens, 2016). The motel guarantees its customers a cheap, sturdy room within minutes of pulling up, no matter what time of day they arrive (Holland, 2021). On the other side, Holiday Inn goes to great lengths to achieve excellence, which is extremely expensive. The goal is to exceed the expectations of the customer on every level. Rooms may be reserved months in advance for large events like conferences or sporting events, causing delays in service if too many clients arrive at once with a large number of unique requests.
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Conclusion: The success of a company hinges on the marketing strategy it employs. To remain competitive, the company must use tried and true advertising strategies, including strategic pricing and promotional offers. In this article, we traced the histories of two major international hotel chains, Premier Inn and Marriott International, and contrasted their early years. They both rise to prominence in the hotel industry. These two hotel groups pioneered new forms of advertising on their way to the top of the hotel industry. Both countries' hotel networks are committed to helping their countries meet the Sustainable Development Goals. After suffering severe losses during the epidemic scenario, the hotel and tourism industries are finally on the upswing. Both Premier Inn and Marriott International have been excellent at adhering to the new coronavirus regulations.
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