

Marketing is an essential component of every business strategy, including hospitality services. Marketing, according to Kotler et al. (2017), is the process to recognize, anticipate, and fulfil the consumer’s demands and needs done through developing, promoting and deliverance of the goods and services. The hospitality industry is defined by the provision of lodging, food and beverage, and other services to visitors travelling away from their homes. It has a wide spectrum of operators, from local bed & breakfasts to huge global hotel chains. This essay compares the marketing strategies of two international hotel chains, Six Senses and Holiday Inn and examine the internal and external elements influencing their long-term viability and sustainability, such as their target clients, location, and the brand image they carry. Six Senses is a hotel brand that caters to wealthy clientele, celebrities, and luxury vacationers in exotic destinations. Holiday Inn, on the other hand, is conveniently positioned near amenities, malls, government buildings, train stations, and so on. It also attracts professionals for short-term meetings in suburban areas, business travelers, and short-term vacationers. The comparisons will give the insight into their marketing strategies.
Comparison of SWOT and PESTLE analysis (Appendix 5) would give the insight into these two brands’ marketing strategies. Strengths that Holiday Inn possess include that it has an established reputation and worldwide reach, excellent client loyalty programs, and a varied network of hotels catering to different market segments (Kotler et al., 2020). The downside is that it is a mid-range hotel, thereby restricting high-end popularity potential, fierce rivalry in the mid-range hotel industry, and dependence on business travelers, which may be harmed by economic downturns (Hitt et al., 2020). Its opportunities include expanding into emerging regions with rising travel demand, collaborating with local companies to promote client engagement, and developing distinctive amenities and services to separate itself from competition. (Hausmann & Johnston, 2017). Threats include strong rivalry from both major hotel chains and new unconventional competitors, economic volatility affecting the travel and hospitality industries and rising customer demands for individualized experiences.
Six senses' strengths include a strong focus on sustainability and wellness, which aligns with expanding consumer preferences, high-end luxury branding aimed at affluent visitors, and distinctive and exceptional venues such as isolated and exotic locations (Sharma & Chauhan, 2019). In terms of limitations, it has a smaller global footprint in comparison to larger hotel chains, high price factor would limit the visitors, and potential issues with sustaining uniform quality of the service all across (Hitt et al., 2020). Expansion into growing luxury travel markets, cooperation with eco-friendly partners and local communities, and leveraging technology to improve guest experiences are among the opportunities (Hausmann & Johnston, 2017).Pressure from competing luxurious lodging brands, economic downturns influencing high-end tourism, and regulations regarding the environment hurting operations and sustainability initiatives are among the challenges (Sharma & Chauhan, 2019).

Comparing the two brands, it is evident that both have separate marketing strategies, but they also share some similarities. Six Senses, for example, has positioned itself as a premier hotel chain committed to promoting environmentalism and well-being, whereas Holiday Inn is perceived as a more affordable hotel committed to providing great customer service.
Six Senses employs a niche marketing strategy, focusing on a specific group of consumers interested in environmentally friendly and elegant vacation experiences Holiday Inn, on the other hand, adopts a mass marketing strategy, catering to a broader audience interested in economical yet high-quality lodging services (Kotler et al., 2021). To reach their target demographic, both brands employ distinct marketing communications tactics. Six Senses employs digital marketing on platforms such as social media and through email marketing, to efficiently reach its target audience (Six Senses, 2021). Holiday Inn, on the other hand, employs more on traditional marketing techniques like Television, radio advertisement and print media (IHG, n.d.). 
In terms of current issues in the hospitality industry, both businesses are impacted by inflation worldwide, Ukraine war, hike in air travel prices and government regulations (increased taxes) in some countries (The Economist, n.d.). In terms of sustainability, both brands have undertaken various steps to lessen their environmental impact. To lessen its carbon impact, Six Senses has established a "farm to table" strategy in its restaurants, using farm-fresh, organic ingredients. (Six Senses, 2021). Holiday Inn has launched a "Green Engage" initiative to minimize energy and water use, as well as trash creation, in its hotels (IHG, 2021)
To better understand Six Senses and Holiday Inn's marketing mix, consider the 7Ps “product, price, location, promotion, people, process, and physical evidence”. The product feature of this strategy, according to Jobber and Ellis-Chadwick (2020), refers to the concrete and invisible advantages that a customer receives from a product or service. Six Senses' priority is to provide a luxury experience that is also environmentally conscious, with a variety of wellness treatments and eco-friendly amenities. Holiday Inn, on the other hand, provides a more standardized, cheap experience with a focus on convenience and dependability. Six Senses yields a higher price due to its emphasis on luxury, but Holiday Inn provides more economical options for budget-conscious guests. Six Senses facilities are frequently located in secluded, attractive locales, whilst Holiday Inn locations are typically situated in urban regions. Six Senses promotes its brand message using a range of platforms, including social media, events, and partnerships with like-minded organizations. Holiday Inn's promotion, on the other hand, is primarily focused on traditional advertising strategies like as television and print ads. The marketing mix factors of people, procedure, and tangible evidence differ between the two brands as well. These particular variances in the 7Ps may have an impact on how each brand is regarded by its target audience and their distinct market positions. (Išoraitė, 2021).
Perceptual positioning maps can help you understand how a brand is perceived in comparison to its competitors. According to Bowie et al. (2017), these maps can assist organizations in identifying regions where they may have a competitive edge or where their positioning may need to be improved. In the appendices #2&3 the perceptual maps of luxury hotels show Six Senses positioned in a premium, environmentally sustainable, beach hotel with focused differentiated, high priced category, whereas Holiday Inn can be positioned in a more budget-friendly, low cost segments. When constructing perceptual maps, it is also crucial to consider the additional hotels in the market. A map of the luxury hotel market, for example, may include other high-end brands like Four Seasons and Ritz-Carlton (Smith and Zook, 2020). Businesses can do well by comparing perceptual maps of competitors’ brands.
Segmentation, targeting, and positioning strategies are important components of the marketing mix because they assist firms in identifying and meeting the demands of their target customers. The segmentation variables for Six Senses and Holiday Inn comprise demographic, regional, psychographic, and behavioral aspects (Jobber and Ellis-Chadwick, 2020). Six Senses and Holiday Inn use distinct targeting tactics to reach out to their target clients. Six Senses has a focused strategy, focusing on affluent tourists wanting unique and personalized experiences (Bowie et al., 2017). Holiday Inn, on the other hand, employs a differentiated or varied targeting strategy, providing different services and amenities to different consumer categories based on their needs and interests. In the perceptual positioning map, both six senses and holiday inn holds their respective positions according to the needs and demands of their customers. (Smith and Zook, 2020). The Bowman's strategy clock can also be used to examine Six Senses and Holiday Inn's competitive positioning In the appendix # 4, the photo shows (Bhasin, 2019), Six Senses can be positioned as a hybrid of differentiation and focused tactics, focusing on a specific consumer segment while providing high-quality services. Holiday Inn, on the other hand, can be positioned as a mix of low-cost and differentiation strategy, offering economical yet distinct offerings to diverse consumer segments.

In the appendix #1, according to the Similarweb research tool, both firms have a strong online presence, as shown by significant traffic on their websites and social media channels, however six senses should focus on more presence online on digital media, in the countries like USA, UK and amongst the older age groups as well. Holiday Inn has significantly large audience on Facebook then six senses. Demographic, geographic, gender interests are also shown in the photos in this appendix. (Similarweb, 2023). Holiday Inn should focus on more luxury resorts areas, sustainability and focused differentiated target market. Both brands should consider implementing an integrated marketing communication (IMC) strategy to improve their marketing efforts. This strategy entails utilizing a variety of communication channels, both traditional and digital, to convey a consistent brand message to its target audience. (Salehi et al., 2012). This would allow Six Senses and Holiday Inn to reach a larger audience while also improving their brand recognition and credibility.
It conclusion, based upon the findings it is right to conclude that Six Senses promotes elegance, comfort, and exotic places, whereas Holiday Inn promotes affordability, convenience, and accessibility for professionals and intercity visitors. Both brands' segmentation, targeting, and positioning strategies were discussed, and it was discovered that their approaches differed. Six Senses focuses on high-end clients with differentiated targeting and subjective positioning, whereas Holiday Inn focuses on the general market with homogeneous targeting and objective positioning. According to the perceptual positioning maps, Six Senses stresses excellent quality of service and a higher price point, whereas Holiday Inn emphasizes cost and convenience. Further research might look into how effective these methods are in different markets and cultures. Overall, the analysis verified the basic thesis statement regarding each hotel's brand.
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