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Success in the hotel business, like that of other businesses, requires innovative forms of marketing. The goal of this effort is to develop products and services that can be sold to and enjoyed by a wide variety of clients.  Marketing in the hospitality sector focuses on bringing in and keeping repeat business by highlighting the unique selling points of each individual service. The purpose of this research is to compare the advertising approaches of two hotels with quite distinct clientele and service focuses. Hotels Holiday Inn and Six Senses are at odds with one another. Everything from their marketing mix to their segmentation, targeting, positioning, and messaging will be scrutinised. In this research, we'll analyse the hotels' existing marketing approaches and offer recommendations for improvement.
The Holiday Inn and Six Senses hotel chains are two of the most well-known in the world. Six Senses is able to offer high-end lodgings in exotic locations because of its focus on sustainability, health, and innovation. Their dedication to environmental sustainability and excellent customer service has made them a popular choice among those looking for a holiday with a really unique and unforgettable experience (Muninger, et al., 2019). However, Holiday Inn has survived for so long because of the exceptional quality and affordable price of its lodgings. Those that prioritise cost-effectiveness, ease-of-use, and service quality are the brand's sweet spot. Holiday Inn continues to draw a large client base despite having a below-average rating on Facebook. The hotel's reasonable pricing and reliable excellent quality are likely reasons for its popularity (Stojanovic, et al., 2018).
In a SWOT analysis, strengths, weaknesses, opportunities, and threats are weighed. Some of the hotel's many perks include high-end marketing, environmentally responsible policies, and specialised care. However, it's prohibitively expensive and nobody knows what brand it is. Both the rising popularity of ecotourism and the hotel's intense rivalry with similar establishments present opportunities. Holiday Inn's inexpensive rates, widespread availability, and reward programmes are all positives, but the chain's less-than-luxurious image and the likelihood of uneven quality are drawbacks. The capacity to serve a varied client base is an exciting opportunity for any firm, but competitive pricing and shifting consumer tastes are two possible concerns (Veseli-Kurtishi, 2018).
Product, pricing, location, and promotion are the four pillars of Holiday Inn's marketing mix. Holiday Inn has a great product (comfortable, reasonably priced rooms), price (competitive rates), location (many locations and partnerships with online booking sites), and promotion (a revamped website, partnerships, and social media). The four pillars of Six Senses' marketing mix are "product," "price," "place," and "promotion" (CFI, 2023). Six Senses is a company that provides eco-friendly and wellness-focused lodgings in exotic locales. Six Senses caters to affluent clients who can afford to spend more for high-quality, ethical vacations. Location: Six Senses is always situated in highly desirable areas. Six Senses showcases their brand and products through content marketing, social media, and strategic partnerships for promotion (AMA, 2023).
A firm's vulnerability to environmental impacts may be measured using the PESTEL methodology. Hotel Six Senses places a premium on countries with stable governments, strong economies, advanced technologies, clean environments, and the rule of law. The hotel makes the most of advantageous political and economic situations, places a premium on environmental responsibility, provides a relaxing and secure setting for guests, and abides by all local, state, and federal rules. The political and economic stability, economic trends, social factors, technological advances, and legal laws of the Holiday Inn are the primary foci of this investigation. Until there is peace in the neighbourhood, progress in technology, and compliance with all rules, the hotel will have to close (WSU, 2023).
Comparable sites report growth in Holiday Inn's social media following while reporting explosive growth in Six Senses' Instagram audience. Six Senses uses content marketing and social media to promote its brand and products. Holiday Inn, on the other hand, has put money into a brand-new website and strategic alliances in order to entice tourists (Smith, 2018). These hotels' employees receive diversity, equality, and inclusion training that includes expanded guest room cleaning and contactless check-in as a result of the racial justice movement and security rules. These regulations have been put in place for the sake of the guests' safety. One example of how these adjustments were made in response to modern issues is the battle for racial justice (IHG, 2023). The consequences of political considerations, such as ever-changing laws and regulations and the effects of foreign conflicts, have been felt by both Six Senses and Holiday Inn. To be competitive and continue offering outstanding guest experiences, these hotels must successfully traverse political environments, adapt to new laws, and handle disruptions (Sivarajah, et al., 2019).
Many different hotel chains exist, and each one has its own specialties and ways of making guests happy. Both Six Senses and Holiday Inn advertise in different ways to bring in the tourists that make up their customer bases. Bowman's Strategy Clock exemplifies this notion (Mishra, 2019). Holiday Inn caters to individuals on a smaller budget who want a basic and efficient place to stay, while Six Senses is aimed at those with more disposable cash who are ready to pay on genuine, luxurious, and ecologically conscious experiences. Both firms employ segmentation, targeting, and positioning as part of their marketing efforts to focus on certain subsets of consumers (Gordon, 2022).
Six Senses and Holiday Inn's commercials are different since they are aimed at different audiences and hence must be evaluated using different metrics. Affluent people with discretionary cash to spend on luxurious, one-of-a-kind, ecologically sensitive activities are the target audience for Six Senses, as shown in Figure 2 in the appendix. Content marketing and social media are used to spread the word about the company's eco-friendly and healthy wares. Holiday Inn, on the other hand, is aimed towards thrifty vacationers who prioritise convenience and familiarity above luxury. The firm is putting money into a revamped website and developing partnerships with online travel agencies in an effort to draw in more budget-conscious clients (Shareef, et al., 2019). 
Both hotel chains have used scenario analysis to come up with unique approaches to advertising their own brands. Authentic, one-of-a-kind, and ecologically responsible services are what draw wealthy clients to Six Senses, as shown by the perceptual map (see Diagram 2 in the appendix). In the future, this will be used as a promotional tool by the firm. It markets itself as an improved alternative that helps the planet and its inhabitants. Tourists on a tight budget often choose Holiday Inn because of its low prices and high standards. Six Senses has introduced the Earth Lab project to show its dedication to environmental stewardship (Shanahan, et al., 2019).
Six Senses must place an emphasis on content marketing and social media if it wants to continue to be seen as a source of high-quality services. The brand's market dominance might be strengthened by strengthening its connections to key figures in the tourist sector. Holiday Inn may improve their website by making it easier to navigate and by including more photos of their products. Tourists who are more price-conscious may be targeted by attempting to haggle with online travel companies (Ray, 2019).
Consumers have reportedly gotten increasingly vocal in recent years, pressuring companies to publicly declare their stances on a variety of topics. Businesses' interactions with their clients have been revolutionised by digital and social media marketing. Businesses may now have two-way discussions with the people they want to convince to buy their products because to the rise of social media platforms like Facebook, Twitter, Instagram, and LinkedIn (Parsons & Lepkowska-White, 2018).
In conclusion, the digital marketing campaigns of both organisations were effective because they each used their own strategies to reach their respective target audiences. This result was achieved despite the fact that the firms took different tactics. Different social media advertising platforms have been used by Holiday Inn, whereas social media and influencer marketing have been prioritised by Six Senses. Each firm's advertisements include some reference to environmental consciousness and the importance of building a sustainable future. Based on the findings, Six Senses should keep focusing on expanding the company's client base while using the same advertising approach it has been using thus far. The company may either network with airlines and travel firms to get it featured more prominently on trip registration systems or lobby to have it displayed more prominently on existing systems.
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