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[bookmark: _Toc135143225]Introduction 
The purpose of this essay is to contrast the marketing approaches and plans used by the well-known hotel companies Six Senses and Holiday Inn. The essay will examine the parallels, contrasts, and current problems that impact their marketing methods by using situational analysis techniques such the marketing mix, segmentation, targeting, positioning, and marketing communications. Multinational hotel brands' success depends heavily on marketing.  Additionally, suggestions will be given on how to improve each brand's marketing initiatives while considering potential chances for future growth. Both companies must adapt to modern issues and shifting consumer tastes in the contemporary dynamic hospitality sector. Six Senses and Holiday Inn may improve their marketing efforts, meet changing client needs, and position themselves for long-term, sustainable growth by putting the suggested tactics into practice.



[bookmark: _Toc135143226]Main body 
Strengths of Six Senses include its opulent brand image and a strong focus on well-being and sustainability. The company stands out from rivals because of its distinctive experiences and eco-friendly facilities. Strategic alliances Six Senses has formed with eco-aware influencers and a strong online presence also help the company build brand awareness and consumer engagement. Six Senses has weaknesses such as its exclusive pricing policy, which might restrict its audience to high-net-worth people (Dzhandzhugazova, et al, 2016). On the other hand, Holiday Inn's strengths from its broad accessibility, reasonable rates, and solid reputation as a reliable and family-friendly brand. These elements help to create a sizable client base plus give you an edge in luring budget-conscious tourists. Additionally, Holiday Inn's personalised marketing initiatives and loyalty programmes increase client retention and repeat reservations. But Holiday Inn has to work on its weaknesses (Chang, Ku, and Chen, 2019), such as possible commodities in the mid-range hotel industry, where uniqueness is difficult. Additionally, because the brand is positioned as a more economical alternative, it could have trouble catching the luxury travel market. Opportunities for both businesses include capitalising on the rising demand for sustainability and wellness-focused experiences as well as tapping into new premium travel markets. By partnering with travel companies that specialise in sustainable tourism, Six Senses can make use of its position as a luxury brand and enter new markets Threats to both companies, though, include fierce rivalry from other global hotel chains and game-changing technology that are changing the hospitality industry (Pallasmaa, 2016). Economic difficulties and geopolitical unrest can also affect consumer travel habits and lower demand for upscale or mid-range lodging (Xu, 2018).
Using a PESTLE analysis, understanding the political, economic, social, technical, legal, and environmental elements that influence Six Senses and Holiday Inn's operating environment can be done.
Both companies have to negotiate the political aspects of the numerous nations in which they do business. This covers governmental stability, commercial agreements, and taxation policies. Operational disruptions and a decline in customer trust in the hotel sector might result from political instability or geopolitical crises (Kim, and Lin, 2021). Economic aspects that affect the performance of Six Senses and Holiday Inn include the growth of the economy, inflation rates, currency rates, and consumption trends. Budgets for travel can be impacted by economic downturns, which can result in a decline in demand for high-end or inexpensive hotels. Demographic shifts and shifting consumer tastes are important social factors. This includes changes in travel habits, a preference for environmentally friendly and sustainably produced goods, and an increase in activities with a wellness component. Both firms must continue to be aware of these societal trends to adjust their product lines and marketing plans accordingly. The hotel business has undergone a technological transformation because of developments in computer technology and the growth of online travel agents. To improve guest experiences and maintain their competitiveness, Six Senses and Holiday Inn must adjust to digital advancements like mobile booking platforms, AI, and data analytics. Compliance with national and international rules and regulations is essential from a legal standpoint (Butters, and Hubbard, 2019). This covers rules governing labour, health and safety, data security, and licencing needs. Financial fines and reputational harm can result from non-compliance. Sustainability in terms of the environment has emerged as a major priority for both brands. Six Senses and Holiday Inn must put eco-friendly practices in place, cut carbon footprints, and encourage responsible tourism in response to rising environmental awareness and laws. Environmental issues may have a detrimental effect on a brand's reputation and customer impression (Liang, and Bao, 2018).
The essay will continue with the marketing mix of the two hotel chains Holiday Inn and Six Senses.
In terms of product, by putting a strong emphasis on luxury and sustainability, Six Senses stands apart in the market. The company caters to discriminating travellers that value comfort and environmental awareness by providing distinctive experiences and eco-friendly facilities. With an emphasis on giving visitors unique experiences (Guenther, 2021), Six Senses resorts are created to exude luxury and provide great service. Holiday Inn, in contrast, advertises itself as an identity that offers cosy and reasonably priced lodging alternatives for travellers on both business and leisure trips. With cosy accommodations, useful facilities, and quick service, Holiday Inn hotels are made to suit a variety of traveller demands.
To market itself as an exclusive brand, Six Senses uses a premium price approach. The cost demonstrates the brand's commitment to exclusivity and sustainability. Six Senses wants to draw clients who appreciate luxury and one-of-a-kind experiences and are ready to spend more for them, therefore it has raised its costs. Holiday Inn, on the contrary hand, adopts a mid-range price approach (Morrison, 2016). The company wants to attract budget-conscious travellers who value affordability over comfort and quality. Holiday Inn promotes a wider client base and assures accessibility to a variety of travellers by providing cheap pricing.
In terms of place, Six Senses carefully chooses the settings of its resorts in far-flung locales, frequently near attractive areas and natural landmarks. Six Senses is positioned to provide visitors with a deep sense of immersion in distinctive surroundings thanks to this. Six Senses establishes an environment of exclusivity and gives visitors a chance to get in touch with nature by utilising the intrinsic appeal of these locations. Holiday Inn places a strong emphasis on location that is both widely accessible and convenient. Holiday Inn can meet the requirements of business travellers, vacationers, and families looking for convenient lodging in well-connected regions thanks to its strategic positioning (Lim, 2023).
To connect with its target audience, Six Senses uses a mix of traditional advertising methods and digital marketing strategies for promotion. The company creates engaging tales online across a variety of channels with a focus on sustainability and well-being. Six Senses communicates with its target demographic and increases brand recognition through aesthetically engaging content and a robust social media presence. Six Senses also uses conventional advertising methods to spread the word about its distinctive experiences and eco-friendly programmes. Holiday Inn uses a variety of marketing strategies to connect with a broad consumer base. Holiday Inn makes sure its message is heard by a large audience by focusing on various client segments through these channels and advertising the company's dependable and comfortable rooms (Bu-Iud. 2017).
In terms of segmentation, both Six Senses and Holiday Inn's marketing tactics heavily rely on segmentation. Six Senses focuses heavily on well-being and sustainability and largely appeals to affluent people looking for unusual and immersive experiences. Six Senses hopes to draw wealthy people who appreciate luxury and are concerned about the environment by concentrating on this market (Leung, Bai, and Erdem, 2017). Holiday Inn, on the other hand, targets several traveller categories with a larger approach to segmentation. Holiday Inn further caters to business travellers by offering convenient and trustworthy hotel alternatives that meet their unique needs. In terms of targeting, Six Senses targets those with significant assets who have the resources to splurge on opulent experiences with its marketing campaigns. The company also caters to eco-aware tourists that value sustainability and look for eco-friendly vacation solutions. Six Senses also caters to wellness aficionados who appreciate activities that advance their general well-being. On the other hand, Holiday Inn targets families since it understands their desire for lodgings and facilities that are family-friendly. The company also caters to business travellers who need convenient and pleasant accommodations while on business travels (Calisto, et al, 2021). In terms of positioning, Six Senses presents itself as a premium company that values sustainability and provides life-changing experiences. Six Senses stands in the market for premium hotels by highlighting its eco-friendly activities and encouraging an atmosphere of well-being and renewal (Banyeva, et al, 2023). With this stance, the business is better able to draw in customers who are prepared to spend more for upscale experiences that reflect their beliefs. Holiday Inn, in contrast, presents itself as a reliable and welcoming company. Holiday Inn positions itself as a trustworthy and convenient alternative for families, solidifying its position as a top pick for tourists looking for a relaxing and pleasurable stay (Smirl, 2016).

[bookmark: _Toc135143227]Conclusion 
Finally, the comparison of the marketing philosophies employed by Six Senses and Holiday Inn reveals the various tactics adopted by the two global hotel companies. While Holiday Inn emphasizes value, comfort, and accessibility, Six Senses emphasizes luxury, the environment, and wellness experiences. Both businesses interact with their respective target groups using a variety of marketing strategies, such as the marketing mix, segmentation, targeting, and positioning, as well as marketing communications. It is advised that Six Senses expand its presence on the web through focused digital marketing initiatives and partnerships with eco-aware influencers to secure future development and success. The brand's reach may also be increased by entering growing markets for luxury travel and forming alliances with tour operators who emphasise sustainable tourism. Utilising social media channels and user-generated content is essential for Holiday Inn to engage travellers in the millennial and Gen Z generations. 
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Appendix 
It is advised that Six Senses concentrate on enhancing its internet presence through focused digital marketing initiatives and collaborations with eco-aware influencers. A strong online presence is essential in the modern digital age for reaching and interacting with potential consumers. Six Senses may boost brand awareness and draw in a larger audience by employing efficient digital marketing methods including search engine optimisation, social networking advertising, and content marketing. Collaboration with eco-aware influencers that share the brand's sustainability ideals can improve its reputation and reach even further. To increase the reach of its brand, Six Senses should investigate developing markets for premium travel. Six Senses may reach new consumer groups and draw in adventurous and affluent travellers by finding and targeting niche markets or emerging travel locations that are compatible to the brand's values and offers. Partnerships with tour operators who specialise in eco-friendly travel can also aid in spreading awareness of the brand's distinctive experiences and green efforts. For Holiday Inn, however, it is advised to employ social media platforms and content contributed by users to reach a larger audience, particularly millennials and Gen Z tourists. Social media is a major source of inspiration and ideas for travel for this younger age. Holiday Inn may publish eye-catching images, interact with prospective customers, and promote user-generated content by keeping a busy profile on social media sites like Facebook, Instagram, and and Twitter. Younger travellers who value experience and social ties may be drawn to the brand by using this strategy to foster a feeling of community and authenticity.
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Figure 1: Six senses has expanded to far off places by grabbing opportunities
Source: (hospitalitynet.org, 2023)
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