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The essay will compare the marketing strategies of two multinational well-known companies: Six Senses, which is a luxury brand hotel new on the market and Holiday Inn, a more established, family orientated brand. Both are well known in their own category. Six Senses hotels opened in late 1990, currently there are16 hotels and resorts open in exclusivist location. Six Senses hotel promotes wellness, sustainability, becoming one with nature and promotes the culture and tradition of the locals. Six Senses hotels is a multi-award brand with more than 100 awards at different category levels and from various locations. 
“Six Senses deserves to be on every luxury traveler’s radar. The brand is in front of wellness and sustainability trends by a mile and continues to open in interesting locals. They bring a spirit of generosity to the industry, regularly dispatching their teams to teach other companies about their approaches and knowledge sharing.” (Colin Nagy,Skift 2018).
 Holiday Inn opened in 1952 in Memphis, USA. The founder wanted to provide less costly accommodation for families, now with 1200+ hotels worldwide, airports, and holiday destinations focused to provide family-friendly travel options with a great flexible rate, and breakfast included. The Holiday Inn features a computerized reservation system called holidex, as well as air-conditioned rooms, restaurants, conference spaces, pools, television, direct dial phone services, and cocktail lounges.
 “The McDonalds of the hotel business, which democratized hotel travel on anything from Tennessee backroads to Chinese mountains, is still expanding today thanks to a $1 billion makeover from 2007. (Samantha Shankman, Skift 2012)


Six Senses' SWAT shows as strength is their exclusivist remote location worldwide, promoting plastic free locations, sustainability, culture awareness and inclusivity, targeting the guests such as Millennials, families and couples as the resort is offering outside picnics, barbeques facility, cooking workshop classes, pools. The weakness of the hotels is in the price increase due to inflation and set up cost, opportunity is through partnering with local suppliers, sourcing local, developing personalised products and services.  The advantages of the Holiday Inn financial stability, an experienced team, product originality, and intangible assets like brand value are some important aspects of a brad's strengths. 
A brand's shortcomings are specific areas of its business where it can make improvements to strengthen its position even further. The competition in the same class is the Holiday Inn's weakness. To increase its consumer base, any brand has the capacity to make some improvements. A brand may have opportunities for geographic expansion, product improvements, better communication, etc.
 Travellers seeking for new locations and seasonal deals for particular countries present opportunities in the Holiday Inn SWOT analysis. The things that have the potential to harm a corporation are its dangers. Threats can come from a variety of sources, including competition, governmental priorities, alternative goods or services, etc. The rising operational costs, which indirectly affect hotel rates, the downturn in the tourism sector brought on by natural catastrophes or pandemics, economic instability, and/or terrorist threats are the risks identified in the SWOT analysis of Holiday Inn.
If the government changes, it will be detrimental for the hotel industry, according to the PESTLE analysis of the hotel sector. Political variables have a significant impact on the hotel sector (Keisha Frue,2019). Any change in the economy will have a direct impact on the hotel business. The majority of hotels are luxury establishments with exorbitant rates but first-rate services, like Six Senses, while the majority of people prefer more affordable lodgings, like Holiday Inn. The currency rate may also have an impact on international travellers. "Social media platforms, where users can share their experiences and thereby foster peer pressure to travel, further fuel this." (Umar Farooq,2023). Regarding technological aspects in the hospitality sector, the majority of hotels provide their guests with all they require to make them more comfortable, including wi-fi, TV, CCTV cameras to make them feel protected, and lifts (Umar Farooq,2023) 
Legal are the lows; locations where there is a high danger of terrorism and criminality can hurt hotel profits by driving away guests.  (Keisha Frue,2019). Environmental factors can have an impact on the hotel sector. In this situation, the Holiday Inn hotel is an example of a hotel that is still using environmentally dangerous materials and is suffering from a decline in demand (Umar Farooq, 2022). Six Senses performs better in terms of environmental impact compared to Holiday Inn because they made every effort to become plastic free. According to their website, there was made huge efforts to eliminate single use plastic, even went a step further and everybody has in their room steel strow and brushes waiting for them in their rooms.(Six Senses) Additionally, studies have shown that visitors from orientated cultures are more likely to use all available information while selecting a destination, lodging, or vacation. It appears that French tourists use promotional brochures and other communication channels more frequently than German tourists, who prefer to use third-party communications like travel firms. (Koc, 2021)
Six Senses uses social media to promote itself, such as Facebook, Instagram, YouTube, Pinterest, LinkedIn, in comparation, Holiday Inn does not use so much social media, uses only Facebook and Instagram. People play a significant role in marketing activities since they include all parties engaged in the creation and distribution of the items. They need to be properly instructed to express thanks to the business, the clients, and their superiors. (Koc, 2021) Six Senses employs between 1,000-5,000 employees, whilst Holiday Inn has around 345.000 all over the world. Reservations, check-ins, and check-outs are among the processes covered. I also found that visitors from conservative cultures were more likely to be persuaded by negative online reviews and opt not to book a reservation. Holiday Inn has a good, supported website. Six Senses guests can utilise their websites to make reservations extremely effortlessly. People play a significant role in marketing activities since they include all parties engaged in the creation and distribution of the items. They need to be properly instructed to express thanks to the business, the clients, and their superiors. The procedures addressed include check-ins, check-outs, and reservations. Additionally, I discovered that people from conservative cultures were more inclined to let unfavourable web evaluations influence them and decide not to make a reservation. On the other hand, Holiday Inn has a good, supported website that guests may use to book and contact the hotel. Six Senses guests can utilise their websites to make reservations extremely effortlessly.
The last component is physical proof, which includes things like the way the business is set up, the tools it uses, the elaborate uniforms its personnel wear, the furnishings, and the decorations. High-class visitors appreciate the spas, resorts, and facilities in general. Customers can browse the goods and services the hotels offer on the website as well. Due of their user-friendly websites, clean facilities, ample parking, and customer amenities, Six Senses and Holiday Inn can both provide their consumers with physical proof. (Koc, 2021) 
Using similar web, in the competitive research we paid attention to the website performance, traffic &engagement, visit over time, geography, channel overview, social traffic. We have notice similar performances or with minor difference. The channel overview for Six Senses has 1.133M visitors and Holiday Inn has 1,373M (please see appendix A).
Social traffic shows us a substantial difference on Facebook: Six Senses has 36.08% and Holiday Inn 91.29%, Instagram: Six Senses 19.72% and Holiday Inn 3.11%, YouTube:19.62% Six Senses and Holiday Inn 5.6%, Pinterest and LinkedIn show only Six Senses presence. ( Appendix B)
 
This essay has demonstrated that, when comparing the two international hotel brands' marketing strategies, Six Senses comes out on top of Holiday Inn hotels because it defines itself as a luxury hotel with high-standard service, is better at meeting customer needs, and is more concerned with the wellbeing of customers. Holiday Inn is a well-known but inexpensive hotel. Secondly, this essay demonstrated the two hotels' various marketing approaches.
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