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Introduction 
Marketing adds value to customers and grows businesses. Hotels need effective marketing to stand out in the hospitality industry and attract loyal customers (Broekhuizen, Bakker and Postma, 2018). This essay contrasts Six Senses and Holiday Inn, two well-known multinational hotel brands, marketing techniques. In particular, it will examine crucial areas like segmentation, targeting, positioning, and marketing communications while assessing how these firms use them to meet their marketing goals. The essay will also discuss current issues affecting the hotel industry and examine how these brands handle and address such difficulties. A thorough understanding of the efficacy of their marketing strategies can be attained by using situational analysis tools, such as the marketing mix, segmentation, targeting, positioning, and marketing communications. This will ultimately result in valuable insights and recommendations for enhancing the marketing efforts of multinational hotel brands in today's fiercely competitive global market (Broekhuizen, Bakker and Postma, 2018).
Multinational hotel businesses like Six Senses and Holiday Inn comprehend their marketing strategy about the competitive environment thanks to the critical process of situational analysis (Özkul and Kumlu, 2019). These brands can successfully differentiate themselves and serve their target consumers by examining internal and external aspects, such as the marketing mix components of product, price, place, and promotion. In order to appeal to discriminating and ecologically sensitive guests, Six Senses portrays itself as a luxury brand emphasising sustainability and wellness, providing upscale amenities and unique experiences. Holiday Inn, in contrast, positions itself as a family-friendly and reasonably priced brand, offering uniform lodging and services appropriate for thrifty tourists and families (Aeberhard et al., 2020). Regarding pricing tactics, Six Senses commands higher prices as a luxury brand that caters to wealthy consumers wanting outstanding experiences. In contrast, Holiday Inn uses a more budget-friendly pricing approach to attract tourists concerned about costs. Six Senses emphasises exclusivity and individualised experiences through its luxury resorts and spas in a few locations. In contrast, Holiday Inn has a broader distribution network with properties in various locations, including urban areas and tourist hotspots (Camilleri, 2018). Six Senses emphasises experiential marketing through social media, influencer partnerships, and content marketing for marketing initiatives, presenting opulent and environmentally friendly products (Camilleri, 2018). On the other hand, Holiday Inn has a digital marketing strategy emphasising family-friendly services while using search engine advertising and social media efforts to reach a larger audience. Despite their differences, both brands strive to satisfy customers and add value to their customers. This shows how important it is to comprehend how each company develops its products, sets its prices, chooses its distribution methods, and conducts its marketing campaigns in the dynamic and cutthroat hospitality industry (Camilleri, 2018).
Segmentation, targeting, and positioning help Six Senses and Holiday Inn reach and serve their target markets (Chan and Tung, 2019). Both companies differentiate themselves in the competitive hotel industry by segmenting and targeting particular groups. Six Senses ' psychographic target is rich people seeking luxury, sustainability, and well-being. Through demographic segmentation, Holiday Inn targets families and budget-conscious travelers looking for affordable lodging. Brands segment clients differently. Six Senses emphasizes psychographic aspects, including lifestyle choices, values, and interests, to create personalized experiences that please clients. On the other hand, Holiday Inn examines demographics like age, income, and family size to meet customer needs. Six Senses is a premium brand that offers rich and rejuvenating experiences to affluent travelers by emphasizing luxury, sustainability, and wellness (Schumann, 2017). On the other hand, Holiday Inn presents itself as a family-friendly, budget-friendly hotel. Both brands align their specialist markets, marketing tactics, brand perceptions, and consumer experiences to compete. Six Senses promotes luxury, sustainability, and wellness to its target customers through marketing materials, social media, and experiential marketing. Holiday Inn emphasizes its family-friendly features and affordability in its marketing, brand images, and customer service to attract families and the frugal (Jo, 2022). Both brands align their marketing efforts to the needs and want of their target customers to establish a strong brand image and deliver great customer experiences.
Six Senses and Holiday Inn use numerous marketing communication methods to reach and engage their target consumers in the competitive hospitality industry (Dadwal and Hassan, 2016). Both brands use traditional advertising, internet marketing, and social media, but their approaches differ. Experiential marketing and word-of-mouth promotion give Six Senses a luxurious sense. The corporation promotes its brand through print, TV, and outdoor billboards. Six Senses also engages with its target demographic via social media and digital marketing (Kumar and Gupta, 2016). It showcases its luxurious hotels, sustainability efforts, and wellness experiences on Facebook and Instagram. Six Senses uses traditional and digital media to reach its target audience and boost its high-end hospitality brand image. Holiday Inn uses both traditional and digital marketing to reach a wider audience. The company advertises via television, radio, and print to promote family-friendly, affordable housing. Holiday Inn recognizes the importance of social media and digital marketing in reaching its target demographic. The company posts family-friendly features, offers, and client endorsements on social media. Holiday Inn uses traditional and digital marketing to reach its target demographic and maintain a consistent brand message (Slootweg and Rowson, 2018). Both organizations use multiple channels to engage and retain customers. Six Senses emphasizes personalization and immersion when connecting with loyal customers and delivering special offers and updates. Holiday Inn implements a customer-centric strategy by actively engaging customers during their stay through targeted interactions and feedback mechanisms, including guest happiness surveys and online review platforms. Both brands intend to use these communication channels to gain customer trust, gather feedback, and enhance their products and services. Brand awareness, consumer reaction, and conversion rates can measure the effectiveness of marketing messages in reaching and enticing customers. Six Senses' marketing communications aim to create a unique brand identity and evoke positive emotions from its target market by emphasizing luxury, sustainability, and wellness (Gabrielli and Baghi, 2016). Social media, digital marketing, and traditional advertising attract potential customers who share their ideas and build brand exposure. Holiday Inn's marketing campaigns emphasize family-friendly features and costs, engage a broad audience, and seek positive customer feedback. Holiday Inn uses traditional and digital marketing to reach new consumers and transform them into loyal customers. When evaluating marketing communications, important performance metrics, consumer input, and market response must be examined to see how these tactics have affected brand success.
Like other international hotel businesses, six Senses and Holiday Inn have had to adapt their marketing techniques to current issues and industry changes. The COVID-19 epidemic and other geopolitical events have significantly impacted the hospitality industry (Sharif, Aloui and Yarovaya, 2020). Travel limitations, diminished demand, and changing consumer preferences have plagued Six Senses and Holiday Inn. These brands have adjusted their marketing accordingly. Health and safety have been prioritised. Due to the pandemic, both firms have instituted strict cleanliness practices and informed customers. Six Senses has promoted guest safety through focused marketing initiatives emphasizing better cleaning, social separation, and contactless experiences. To ensure guests' safety and comfort, Holiday Inn has developed strict cleanliness requirements and offered new services, including contactless check-in/check-out. These brands want to build customer trust by tackling health and safety issues. Technology and internet platforms have also affected both firms' marketing methods. Six Senses and Holiday Inn have used digital platforms to engage their target customers and take advantage of remote work and virtual communication. Virtual experiences and online wellness programs allow clients to connect with Six Senses from home. Holiday Inn has focused on digital marketing activities like targeted internet advertising, social media campaigns, and mobile app development to attract tech-savvy tourists and accommodate their digital tastes (Vinod, 2022). These changes show brands' dedication to staying relevant in the digital age and addressing client demands. Customer response, brand impression, and business performance can evaluate these modifications. Six Senses and Holiday Inn's proactive health and safety procedures have garnered good client feedback (Buhalis and Sinarta, 2019). While traditional marketing avenues were limited, the firms' digital activities kept customers engaged and expanded their reach. Both brands have boosted online engagement and brand distinction by embracing technology and creating virtual experiences. To assess these changes' efficacy, brands must evaluate consumer satisfaction, online engagement, and financial performance. Six Senses and Holiday Inn have shown adaptation by addressing current issues and adopting effective marketing changes. These firms have proved their dedication to staying current, satisfying client expectations, and competing in the ever-changing hospitality sector by prioritising health and safety and adopting digital platforms (Buhalis and Sinarta, 2019). Their adjustments resulted in favourable customer feedback, greater online engagement, and corporate performance amid difficult times.
In conclusion, the comparison of the marketing strategies used by Six Senses and Holiday Inn reveals both aspects that are similar and different. To comprehend their markets and create winning strategies, both brands make use of situational analysis techniques, segmentation, targeting, and positioning. Six Senses emphasizes luxury and wellness experiences whereas Holiday Inn caters to a wider spectrum of tourists. They distinguish themselves through distinctive services and value propositions. Both brands engage their target customers through a variety of channels while utilizing a blend of conventional advertising and digital marketing strategies. It is advised that both brands concentrate on customer-centric strategies, personalisation, data analytics, and adaptability to handle modern issues and shifting market dynamics in order to improve their marketing efforts and support future growth. Six Senses and Holiday Inn can maintain their competitiveness in the constantly changing hospitality sector by closely observing and modifying their marketing strategy.
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