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Introduction
In order to maintain competitiveness in the hospitality industry, it is imperative for multinational hotel chains to adopt sophisticated marketing strategies and techniques (Hultman et al., 2021, p. 562). The aim of this essay is to scrutinise the marketing tactics utilised by two premium hotel chains in the United Kingdom, specifically The Savoy Hotel and Six Senses. Conducting a thorough examination of the origin, present market standing, advertising strategies, and sustainability measures can yield significant perspectives on the efficacy of marketing endeavours.
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[bookmark: _Toc135380653]Historical Background and Marketing Changes
The Savoy Hotel, in the centre of London, has established a reputation for being a premium location, drawing important individuals, business visitors, and tourists from all over the world. In the very competitive luxury hotel industry in London, the brand has a sizable market share of roughly 5%, proving its ongoing allure and popularity. With sales of £100 million and a net profit of £10 million for the fiscal year of 2022, the hotel achieved significant financial success (Huang et al., 2022, p.1081). The Savoy Hotel, which opened its doors in 1889, has a long history and has used a number of marketing strategies to maintain its esteemed position in the industry. The company is aware of how crucial it is to provide customers a modern, sumptuous experience while yet maintaining its historic charm. As a result, the hotel has spent a lot of money modernising its amenities. The aforementioned improvements have enabled the hotel to meet the changing preferences of its customers while maintaining its distinctive heritage.
Conversely, the Six Senses brand has achieved worldwide acclaim for its luxurious hospitality offerings, distinguished by exceptional geographic placements, lavish accommodations, and innovative health and wellness programs. The estimated market share of the company in the global luxury hotel industry is approximately 2%. Nonetheless, the company has achieved impressive financial results for the fiscal year 2022. The aggregate revenue of the organisation amounted to $500 million, with a net profit of $50 million (Jones and Comfort, 2021, p.151). The Six Senses brand is recognized for its significant emphasis on sustainability and wellness initiatives. The organisation has developed a strong reputation in the hospitality industry by prioritising essential elements that cater to a particular demographic seeking comprehensive and transformative experiences. The brand sets itself apart from traditional luxury hotel chains by integrating indigenous cultural elements and advocating for environmentally sustainable practices. This particular strategy is designed to cater to travellers who place a high value on environmental sustainability and are in search of distinctive and significant travel experiences (Papaioannou, 2022).
[bookmark: _Toc135380654]Current Market Positions
Both the Savoy Hotel and Six Senses have achieved favourable standings within the luxury hotel industry. Nonetheless, there are significant differences in their target markets and positioning strategies. The Savoy Hotel has successfully drawn varied customers, including notable individuals and tourists, by leveraging its significant historical importance and advantageous location in London. The hotel's substantial market share and impressive revenue demonstrate its ability to attract and retain a significant customer base (Manns, 2020, p.358). The Savoy Hotel is renowned for its luxurious surroundings and refinement, as well as it’s distinguished past spanning more than a hundred years. The hotel's placement in London's West End is advantageous for both corporate and leisure travellers due to its proximity to the city's primary commercial, retail, and sightseeing areas. The Savoy Hotel has established itself as a high-end accommodation provider that caters to a wide range of discerning guests by leveraging its rich historical heritage and implementing successful marketing tactics (Lotfi and Guix Navarrete, 2023).
On the other hand, Six Senses has adopted a distinctive market positioning approach that focuses on holistic wellness and ecological accountability. The organisation carefully selects exceptional sites for its establishments, often located in pristine natural environments, which provide a serene atmosphere for customers seeking relaxation and rejuvenation. Six Senses offers a distinctive experience that goes beyond traditional luxury lodging through the incorporation of extensive wellness programs and initiatives, including spa services, yoga sessions, and organic cuisine. Furthermore, Six Senses places a high priority on implementing sustainable practices and promoting environmental stewardship (Page and Connell, 2020, p.217). The organisation integrates sustainable technologies, extends support to neighbouring communities, and implements measures to mitigate its environmental footprint. The commitment to sustainability is in line with a specific cohort of affluent travellers who prioritise environmental consciousness and seek meaningful experiences that align with their values. Six Senses differentiates itself from traditional luxury hotel chains by concentrating on a particular niche market, thereby establishing a unique selling proposition. The hotel offers luxurious facilities and top-notch services to the customers. It is also encouraged that they make informed decisions that promote personal wellness and contribute to environmental sustainability.
[bookmark: _Toc135380655]Marketing Strategies
The advertising campaign of The Savoy Hotel emphasises its elevated status, distinctiveness, and exceptional service. The hotel has gained a reputation for sophistication and refinement due to its legendary status and rich history. The Savoy Hotel is known to attract distinguished guests and discerning tourists due to its refined and captivating ambiance, which is upheld through meticulous branding and marketing communications (Sinha and Ekka, 2021, p.87). The marketing strategy of The Savoy Hotel places significant emphasis on delivering personalised services to its customers. The hotel acknowledges the importance of catering to the personalised requirements of its affluent customers. At the Savoy Hotel, they are dedicated to elevating the experience of every guest through personalised service and meticulous attention to detail, with a focus on exclusivity and elegance. Furthermore, The Savoy Hotel appeals to a sophisticated consumer seeking opulence and a hint of nostalgia. The marketing campaigns of the hotel are focused on highlighting the establishment's cultural heritage and historical significance, catering to individuals seeking an authentic and enduring experience (VUJOVIĆ, RAĐENOVIĆ and VUJOVIĆ, 2021). The Savoy Hotel effectively solidifies its status as a top-tier lodging establishment by evoking visitors' nostalgia and emphasising its extensive historical background.
Six Senses employs an immersive marketing strategy to effectively engage and establish a connection with its customers. The company presents its magnificent properties, several of which are situated in stunning natural surroundings, via a diverse array of promotional mediums. Six Senses successfully immerses potential visitors into a world of beauty and tranquillity through the use of appealing visuals and immersive narrative tactics, thereby generating interest in embarking on a life-altering voyage (Fayez Saber, 2022). The marketing strategy of Six Senses places significant emphasis on environmentally sustainable initiatives and wellness-oriented pursuits. The organisation employs various online platforms to showcase its dedication to promoting public health and environmentally conscious practices. Six Senses effectively appeals to environmentally conscious tourists by emphasising the positive impact that their visit can have on both personal well-being and the planet. The organisation is renowned for delivering authentic and impactful experiences (Joshi, 2022).
[bookmark: _Toc135380656]Considerations of Sustainability and Green Messaging
Both The Savoy Hotel and Six Senses have recognized the growing importance of sustainability in the hospitality industry and have incorporated environmentally conscious messaging into their marketing strategies. Several steps have been taken by The Savoy Hotel to improve its environmental footprint, such as installing energy-saving technologies, launching waste-reduction programs, and teaming up with neighbourhood suppliers. Despite the commendable efforts made by the hotel, it appears that these efforts have not been given sufficient recognition in their promotional endeavours. The Savoy Hotel prioritises its rich historical appeal, opulent amenities, and tailored services to attract and retain its customer base (Scully et al., 2021).
In contrast, Six Senses distinguishes itself by incorporating sustainability as a fundamental aspect of its brand identity and marketing communications. The organisation exhibits a proactive dedication to environmental stewardship by incorporating sustainable practices across all of its operations. Six Senses demonstrates a positive influence by implementing sustainable energy practices, minimising waste, and actively participating in community programs. The marketing campaigns of the company prominently showcase its sustainability initiatives, with a particular focus on attracting environmentally conscious travellers who prioritise eco-friendliness (Kenyon and Cox, 2020). Six Senses employs a diverse range of marketing channels to showcase its environmentally conscious initiatives and motivate guests to engage in sustainable activities throughout their visit. At Six Senses, sustainability is a top priority as they strive to meet the needs of environmentally conscious travellers who are seeking authentic experiences that are in line with their values.
[bookmark: _Toc135380657]Conclusion
Thus in the competitive industry, a hotel's capacity to use efficient marketing strategies is essential for success. The Savoy Hotel advertises its lavish facilities and illustrious history to appeal to a wide spectrum of customers. Six Senses, in contrast, sets itself apart by emphasising health, environmental sustainability, and total guest immersion. The Savoy Hotel's marketing plan puts luxury and distinction ahead of sustainability. By putting sustainability first as a core component of its business brand, Six Senses is actively encouraging environmental stewardship. Both of these names have become well-known in their respective fields. The commitment to sustainability of Six Senses may provide them a competitive edge in luring ecotourists. The hotel sector must adapt its marketing tactics to match the tastes of its clients if it is to succeed over the long run.
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