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Introduction
The undertaken essay examines the marketing and advertising approaches of two international hotel chains, Six Senses, and Holiday Inn, and draws comparisons between them. Hotels from the Six Senses and Holiday Inn chains are quite different from one another. Six Senses is a well-known chain of high-end hotels and resorts that provides guests with an unforgettable stay by emphasizing health and sustainability (Hannonen, 2020). Their homes are often found in scenic, out-of-the-way areas, such as private islands, mountainous regions, and protected wilderness areas. Yoga and meditation sessions, spa services, and nutritious menu selections are just a few of how Six Senses may improve your overall health and well-being. Established in 1995, Six Senses is a chain of high-end hotels and resorts committed to environmental responsibility and guest health and happiness. They have homes on personal islands, in the highlands, and protected areas of the globe's most beautiful ecosystems. However, Holiday Inn is a chain of moderately priced hotels that welcomes vacationers as well as business visitors (Cohen et al., 2015). Their hotels and motels have common facilities including on-site gyms, restaurants, and conference spaces, and are often found in high-traffic areas of cities or major tourist sites. They now have over 1100 sites with over 224,382 rooms. At Holiday Inn, we prioritize eco-friendliness, cutting-edge amenities, and the comfort of our guests.
Main Body
Marketing is more crucial than ever before in the hotel industry due to the increased competition in recent years. Successful businesses in this industry have climbed to their current position via the pioneering use of marketing strategies that have enabled them to shape products and services to meet the specific requirements of individual customers. Six Senses is a reputable firm that consistently exceeds customer expectations, and it has made distinguishing itself from competitors a top priority since its start. Over the years, this luxury brand has improved its services by prioritizing a more relaxing ambiance (Mancinelli, 2020). It may charge greater rates since it provides high-end services and facilities. Six Senses promotes its wares in a variety of methods, but word of mouth is among its most important. Compared to the exclusive Six Senses, the Holiday Inn caters to budget-conscious travelers, entrepreneurs, and their families. The hotel's linked rooms are a great selling point since they enable parents to maintain an eye on their kids wherever they are (Olya et al., 2020).
Holiday Inn's priority is making its guests feel at home, thus it offers several services and facilities to ensure their comfort and safety (Palmatier et al., 2017). All Holiday Inns provide guests with the comforts of an onboard restaurant. Holiday Inn's price structure is more nuanced than Six Senses', with several tiers for different types of guests (Flex, Semi-flex, Advance, etc.). While Six Senses spends just a tiny fraction of what Holiday Inn does on marketing, the latter spends millions across both digital and traditional media.
[bookmark: _GoBack]Holiday Inn's concentration on the mid-range hotel industry and its enormous number of locations across the world suggests that it commands a greater market share than Six Senses, which caters primarily to the luxury hotel sector. Yet, Six Senses is a specialized luxury brand which has built a solid image for sustainability and wellbeing among rich travellers searching for out-of-the-ordinary experiences (Wallis, 2017). Although its market share is less than some of the more well-known luxury hotel businesses, its reputation is still high. Six Senses' market share is substantially less than that of other renowned luxury hotel companies like Four Seasons, Mandarin Oriental, and Ritz-Carlton. While there are many high-end lodging options, Six Senses stands out for its dedication to sustainability, client wellness, and exceptional service. It aims to attract wealthy tourists who want privacy, personalized attention, and unforgettable adventures by portraying itself as a leader in the ultra-luxury sector. When compared to other mid-scale hotel brands like Hilton Garden Inn, Courtyard by Marriott, and Novotel, Holiday Inn has a bigger market share (Buhalis et al., 2019). Holiday Inn targets customers in the middle of the hotel pricing spectrum, those searching for a decent level of service without breaking the bank. The company's image appeals to families, travelers on business, and tourists because of its contemporary design, cutting-edge technology, and commitment to environmentalism (Alsharari, 2021).
(Zuzana, 2016) studied that the purpose of a company's brand may be disseminated to its target audience via any number of promotional strategies. Segmentation, targeting, and positioning are just a few of the other areas of marketing strategy that benefit greatly from STP analysis. Six Senses has segmented the market by income level since it targets well-off customers (Hamadneh et al., 2021). Holiday Inn, on the other hand, has segmented the market according to demographics like marital status, gender, age, and number of friends and family members. The next step for most companies after market segmentation is to zero in on those who provide the most promising leads for product promotion. Six Senses primarily markets to the business elite, celebrities, influential people, across the globe sports figures, government officials, the wealthy, etc., because of the luxury brand's repute for providing exceptional service to these particular demographics. Holiday Inn, on the other hand, is aimed at budget-conscious tourists, hikers, and families (Mehmood, 2021). A well-considered positioning strategy may help a firm stand out in the minds of its target customers. For example, Six Senses engages significant individuals and companies via sponsorship of occasions. It presents itself as an international network of luxury hotels renowned for exceptional facilities and services. In contrast, Holiday Inn advertises itself as the best-value hotel in the United States, and its amenities are generally held in higher esteem (Xu et al., 2017).
Both the upscale Six Senses and the comparatively affordable Holiday Inn chains have a responsibility to their guests as well as additional participants to operate responsibly. (Shankar & Jain, 2021) explains that Green marketers promote environmentally friendly practices inside an organization to boost its public standing. Six Senses has reduced its energy use by 30% thanks to its commitment to sustainability measures including using environmentally conscious materials and construction technologies. Over eighty percent of the waste produced by their hotels is recycled or repurposed because of their intensive recycling plan. In addition, they anticipate reducing their consumption of water by 35% by 2021 as a result of their purchase of extremely effective plumbing fixtures (Obaid, 2021). Holiday Inn is aiming to reduce its carbon impact in the same way that other businesses are. They want to eliminate the usage of disposable plastics in their hotels by 2025. Another indicator of Holiday Inn's concern for the environment is the thorough trash management system. Both Six Senses and Holiday Inn are making efforts to become more environmentally sustainable, which is great news for both the world and their bottom lines. Hotels may demonstrate their commitment to sustainability and responsibility to their users by emphasizing and promoting environmentally friendly practices (Nadzri & Musa, 2017).
The tourism and hospitality sectors have been hit hard by the government's reaction to the Covid-19 epidemic, which has resulted in tight travel limitations. Both the Six Senses and the Holiday Inn have implemented measures to keep their guests safe from the virus. The Six Senses team is committed to protecting guests against the dissemination of Covid-19 by providing a safe and clean environment (Chahal & RanI, 2017). Electrostatic sprayers and disinfectant products for hospitals are just two examples of the cleaning technologies they've embraced to meet stringent hygiene standards in public spaces. To further guarantee the security of the nourishment and drink provided to visitors in their rooms, Six Senses is modifying its business operations and dining processes. Holiday Inn has established its business in the competitive landscape by implementing stringent safety measures in response to the pandemic. They've put up barriers like screening in the lobby and automated hand sanitizer dispensers to keep visitors at bay (Herrero et al., 2015). The Holiday Inn Cleanliness and Prevention Label is a quality assurance scheme for housekeeping services that ensures the highest standards of cleanliness and security are maintained at all times. Both Six Senses and Holiday Inn have provided their employees with safety equipment out of concern for their mental health. Taking these measures during this pandemic demonstrates how highly they regard the health as well as security of their guests and employees (Ioanid et al., 2015).
Conclusion
The purpose of this study is to compare and contrast the marketing approaches used by two major hotel chains: Six Senses and Holiday Inn. The article begins with an overview of both hotel companies before delving into an analysis of their respective pricing strategies, advertising campaigns, and complementary amenity bundles. By poring through business data and market statistics, the author also assesses the hotels' competitors. The essay also evaluates the environmental initiatives of Holiday Inn and Six Senses. It's not hard to tell that Six Senses is a luxury hotel chain with properties all over the globe and that Holiday Inn is an additional wallet-friendly alternative having hotels throughout the entire globe as well. The measures that these hotel chains took to guarantee the security and well-being of their guests throughout the Covid-19 epidemic are also the subject of this research. This article compares and contrasts the marketing strategies used by Six Senses and Holiday Inn, two of the most dominant businesses in the industries they operate in.
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