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[bookmark: _Toc135396091]Introduction:
Effective marketing strategies are crucial in attracting and retaining customers in the dynamic and competitive hospitality industry. This essay compares the marketing methods and techniques employed by two multinational hotel brands: Six Senses and Holiday Inn. By conducting a situational analysis, examining the marketing mix, segmentation, targeting, and positioning, as well as analysing marketing communications, this essay aims to identify similarities and differences in their respective marketing approaches. Additionally, it will provide recommendations to enhance marketing activities for each brand, considering contemporary concerns in the hospitality market.

[bookmark: _Toc135396092]Main Body:

[bookmark: _Toc135396093]Situational Analysis:
[bookmark: _Toc135396094]1.1 Six Senses:
Six Senses is a luxury hotel brand committed to sustainability, wellness, and unique experiences. The brand targets high-end travellers who value eco-friendly practices and seek personalised, transformative stays. Six Senses operates in various countries, including Thailand, Maldives, and Portugal. According to Similarweb, Six Senses attracts significant organic traffic to its website, indicating a solid brand presence and customer interest. The brand faces competition from luxury hotel chains like Aman Resorts and Four Seasons.

[bookmark: _Toc135396095]1.2 Holiday Inn:
Holiday Inn is a mid-scale hotel brand catering to business and leisure travellers. It positions itself as a reliable and convenient option for travellers seeking comfortable accommodations at affordable prices. Holiday Inn operates globally, with a strong presence in countries like the United States, United Kingdom, and China. Similarly, data reveals that Holiday Inn receives substantial direct traffic to its website, suggesting brand recognition and customer loyalty. Competitors in the mid-scale hotel segment include brands like Marriott's Courtyard and Hilton Garden Inn.

[bookmark: _Toc135396096]Marketing Mix:
[bookmark: _Toc135396097]2.1 Product:
Six Senses offers high-end, eco-friendly accommodations that blend luxury and sustainability. The brand provides unique experiences, such as wellness retreats, spa treatments, and immersive activities centred around nature and culture. For example, Six Senses Yao Noi in Thailand allows guests to plant trees as part of its sustainability initiatives. On the other hand, Holiday Inn provides comfortable rooms, meeting facilities, and a range of amenities suitable for business and leisure travellers. The brand ensures consistency in its product offerings across different locations.

[bookmark: _Toc135396098]2.2 Price:
Six Senses is a premium brand with higher rates to reflect its luxury offerings and sustainability practices. The brand's target market, consisting of affluent travellers seeking exclusive experiences, is willing to pay a premium for the unique value proposition provided by Six Senses. In contrast, Holiday Inn adopts a more affordable pricing strategy to attract a broader range of customers. The brand offers competitive pricing options, corporate partnerships, and loyalty programs to enhance value for money for its guests.

[bookmark: _Toc135396099]2.3 Place:
Six Senses strategically establishes resorts in exotic locations and natural environments, aiming to offer guests exclusive experiences in breathtaking settings. The brand's properties are often in secluded areas, providing privacy and a sense of escape. For example, Six Senses Zil Pasyon in Seychelles offers panoramic ocean views and private villas in lush surroundings. In contrast, Holiday Inn focuses on convenience and accessibility by locating its hotels in major cities, airports, and tourist destinations. The brand aims to cater to the needs of both business and leisure travellers, providing easy access to key attractions and transportation hubs.

[bookmark: _Toc135396100]2.4 Promotion:
Six Senses utilises digital marketing, social media platforms, and content marketing to engage with its target audience. The brand's website provides information on sustainability initiatives, wellness programs, and unique experiences. Social media channels like Instagram and Facebook are used to showcase stunning visuals and share guest testimonials. Six Senses also collaborates with influencers and wellness experts to amplify its brand message. In contrast, Holiday Inn employs a mix of traditional advertising, online campaigns, and targeted promotions to reach diverse customer segments. The brand's marketing efforts include television commercials, print advertisements, online banners, and search engine marketing. Holiday Inn's loyalty program, IHG Rewards Club, is promoted as a critical differentiator to drive customer retention and repeat business.

[bookmark: _Toc135396101]Segmentation, Targeting, and Positioning:
[bookmark: _Toc135396102]3.1 Six Senses:
Six Senses targets affluent travellers seeking luxurious and sustainable experiences. The brand segments its market based on psychographic factors, focusing on customers who value wellness, eco-consciousness, and authentic cultural experiences. Six Senses is a pioneer in sustainable luxury, combining environmentally-friendly practices with personalised services. By catering to the growing demand for experiential travel, Six Senses appeals to individuals who seek transformative journeys and unique connections with local communities and nature.

[bookmark: _Toc135396103]3.2 Holiday Inn:
Holiday Inn targets business and leisure travellers, aiming to provide comfortable accommodations and convenient amenities. The brand segments its market based on demographic factors such as age, income, and travel purposes. For example, Holiday Inn's "Kids Stay and Eat Free" program caters to families, while its well-equipped meeting rooms and business-friendly services target corporate travellers. Holiday Inn positions itself as a trusted and reliable hotel brand, emphasising its global presence, consistent quality, and accessible pricing.

[bookmark: _Toc135396104]Marketing Communications:
[bookmark: _Toc135396105]4.1 Six Senses:
Six Senses communicates its brand message through immersive storytelling, eco-friendly initiatives, and wellness programs. The brand's marketing materials and website highlight its commitment to sustainability, showcasing initiatives like waste reduction, renewable energy usage, and support for local communities. Six Senses promotes its wellness offerings, such as yoga retreats and holistic spa treatments, to resonate with customers seeking rejuvenation and self-care experiences. By leveraging digital platforms and content marketing, Six Senses effectively engages with its target audience, sharing authentic stories and creating a sense of aspiration.

[bookmark: _Toc135396106]4.2 Holiday Inn:
Holiday Inn emphasises convenience, reliability, and personalised experiences in its marketing communications. The brand's advertising campaigns highlight its global presence and commitment to providing a consistent and comfortable stay for guests. Holiday Inn leverages customer reviews and testimonials to build trust and credibility. Additionally, the brand's loyalty program, IHG Rewards Club, is promoted as a critical benefit, encouraging repeat stays and fostering customer loyalty.

[bookmark: _Toc135396107]Contemporary Concerns and Industry Changes:
[bookmark: _Toc135396108]5.1 Impact of Geopolitical Events:
Recent geopolitical events like the Ukraine crisis have impacted travel patterns and customer behaviour. International tensions and conflicts can lead to changes in travel restrictions, safety concerns, and altered travel preferences. Six Senses and Holiday Inn must monitor these events and adapt their marketing strategies accordingly. For example, they can provide reassurance about safety measures, flexible booking options, and customised experiences to address customer concerns in regions affected by geopolitical events.

[bookmark: _Toc135396109]5.2 Technological Advancements and Online Travel Agencies:
The advancement of technology and the rise of online travel agencies (OTAs) have significantly influenced the hospitality industry. Hotels must adapt their marketing strategies to leverage digital platforms and engage with customers effectively. Six Senses and Holiday Inn should invest in a robust online presence, user-friendly websites, and seamless booking experiences. To reach and engage their target audiences, they should also embrace digital marketing techniques, including search engine optimisation, social media marketing, and personalised email campaigns.

[bookmark: _Toc135396110]5.3 Sustainability and Personalized Experiences:
Contemporary concerns in the hospitality market include sustainability, health and safety, and the increased demand for personalised experiences. Six Senses' focus on sustainability aligns with the growing consumer preference for eco-conscious travel. The brand should continue to enhance its sustainability initiatives and communicate them effectively to differentiate itself in the market. Holiday Inn can cater to the demand for personalised experiences by leveraging guest data and implementing customisation strategies, such as tailored recommendations and personalised services.

[bookmark: _Toc135396111]Conclusion:
This essay has compared the marketing methods and strategies of Six Senses and Holiday Inn, two multinational hotel brands operating in different market segments. Despite their differences, both brands emphasise customer satisfaction, target specific market segments, and employ effective marketing communications. The brands can further enhance their marketing activities by considering contemporary concerns and industry changes, such as geopolitical events and technological advancements. Six Senses should continue to leverage its luxury and sustainability positioning to ensure future growth. At the same time, Holiday Inn should focus on expanding its digital marketing efforts and tailoring experiences to meet evolving customer demands.
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