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Introduction
The discipline of marketing plays a crucial part in determining the success or failure of a firm. The process of customer engagement and demand generation has both artistic and scientific elements. Multinational hotel corporations use many marketing strategies in the hospitality sector to attract clientele and differentiate themselves in a highly competitive market (Zhang, Xiong and Lee, 2020). This article provides a comparative analysis of the marketing tactics and aspirations of two prominent global hotel companies, namely Six Senses and Holiday Inn.
Main Body
Marketing has many key components, including product, pricing, distribution, and promotion (Leung, Bai and Stahura, 2015). The marketing mix is a fundamental idea that aids firms in formulating efficient strategies to satisfy consumer needs and achieve organizational goals. The marketing mix is comprised of these aspects. Examining the marketing strategies used by Six Senses and Holiday Inn proves to be enlightening within the framework of the hospitality sector, whereby the quality of visitor encounters can have a substantial influence on brand perception.
Six Senses has a distinctive position within the hotel sector due to its renowned reputation for sophistication and commitment to sustainable practices. The business's portfolio includes luxury resorts and spas that provide health initiatives and environmental activities with conventional comforts. The company Six Senses places significant emphasis on the significance of sustainability and the re-establishment of a connection with nature in all its product offerings (Smirl, 2016). In contrast, Holiday Inn offers comprehensive lodging options that serve a wide range of customers, including those visiting for business purposes as well as those seeking recreational activities. The constant product offerings of Holiday Inn ensure that customers get a predictable experience regardless of their location.
The consideration of price is a fundamental element in the development of any marketing plan since it has a direct impact on the perception of value by potential purchasers (Chung, 2020). The Six Senses brand positions itself as a provider of high-end luxury offerings, with its exclusive and personalized experiences often commanding higher prices. Customers who choose Six Senses anticipate incurring more costs in exchange for the distinctive experiences provided by the brand. In contrast, Holiday Inn has a more adaptable pricing strategy. In the marketing mix, the concept of "place" relates to the distribution and accessibility of a product or service (Nguyen, 2018). Holiday Inn offers accessibility to a wide variety of customers by providing a diversified selection of prices, including both budget-friendly alternatives and comprehensive, full-service accommodation (Morrison, 2022). Six Senses strategically operates in a select number of international locations with meticulous attention to detail, aiming to provide unparalleled and indelible experiences. By strategically choosing these sites, Six Senses effectively leverages the inherent worth of its surroundings to create an atmosphere of exclusivity and excitement. In contrast, Holiday Inn adopts a distinct methodology. The Holiday Inn establishments are strategically located in prominent urban centers, near airports, and inside renowned tourist hubs. Moreover, the firm has a substantial worldwide footprint.
Promotion refers to the capacity to efficiently convey a brand's message to its intended audience (Rogers and Davidson, 2015). Both Six Senses and Holiday Inn use several marketing tactics to effectively engage with its clients. The company Six Senses has a robust online presence, therefore facilitating the establishment of brand recognition. The brand's website offers potential purchasers a captivating preview of what they might anticipate, serving as a gateway to its realm of opulence and environmental consciousness. Engaging in partnerships with environmentalists and wellness influencers can effectively enhance the brand's reputation and expand its audience reach. Six Senses primarily relies on email marketing and tailored communications as key components of their marketing strategies to maintain connections with previous visitors. Holiday Inn has a comprehensive approach to marketing, including both contemporary digital strategies and conventional advertising techniques to effectively extend its reach. To effectively engage a diverse client base, loyalty programs are used in conjunction with the brand's online platform (Rowley, 2017). Holiday Inn maintains its position as a preferred option for many categories of travelers via the implementation of family-oriented promotions and business travel packages tailored to certain sectors.
Segmentation, targeting, and positioning are fundamental pillars that underpin successful marketing campaigns (Sigala, 2016). Businesses are afforded the opportunity to choose and focus on certain customer segments, customize their products or services, and strategically position themselves within the market. Six Senses employs a systematic approach to segmentation. The firm employs a meticulous approach in the selection of its target population, prioritizing affluent visitors who place significant importance on sustainability and wellbeing. The exclusivity of Six Senses enables the company to effectively allocate its resources and customize its offerings to cater to the distinct requirements and preferences of its niche clientele. Holiday accommodates a diverse range of customers, including families, professionals, and individuals seeking cost-effective travel options. The Holiday Inn effectively attracts a diverse range of customers by accommodating various groups with different backgrounds and travel objectives. The segmentation approach used by Six Senses demonstrates a high degree of precision, hence elevating the effectiveness of their targeted strategies. The company caters to affluent individuals who intentionally seek high-end, environmentally sustainable experiences. Holiday Inn has a comprehensive targeting approach to appeal to a wide array of clientele (Smirl, 2016). The company provides services to a diverse range of individuals and entities with different travel needs and financial constraints. Positioning refers to the strategic process through which a brand establishes a distinct and memorable presence in the cognitive framework of consumers. Six Senses distinguishes itself by positioning itself as a premium brand that places significant focus on health and sustainability.  In contrast, Holiday Inn presents itself as a reliable and cost-effective option for those who are traveling. According to the marketing efforts of the Holiday Inn brand, visitors can anticipate a level of care and comfort that remains consistent throughout all locations, highlighting the brand's emphasis on uniformity and convenience. 
Both Holiday Inn and Six Senses use inventive strategies to successfully convey their concepts. The website of Six Senses effectively showcases its luxury and sustainability services, using content marketing strategies. The immersive experience of Six Senses captivates visitors via comprehensive explanations, visually stunning visuals, and a captivating narrative, enticing them to go further into its realm. Six Senses collaborates with environmentalists and health influencers to enhance their brand reputation. These collaborative efforts not only serve to expand the brand's market presence, but also establish it as an industry leader in the domains of health and environmental sustainability (Yang, 2015). The company consistently interacts with its followers on social media platforms by creating aesthetically appealing material that is related to its sustainability and health themes.
Holiday Inn effectively engages with its diverse clientele via a variety of marketing methods. The digital marketing strategy encompasses several components, including online advertising, email marketing, and loyalty programs, which all contribute to maintaining brand visibility among a wide-ranging audience. The inclusion of user-generated information, including reviews and testimonials, plays a crucial role in the establishment of Holiday Inn's reputation. Prospective customers rely on the opinions of their peers when making a choice about a booking, and the organization actively accepts and values such input (Shuford, 2015). Holiday Inn implements customized promotional strategies as it acknowledges the significance of catering to certain customer segments. For instance, tourism establishments offering family-friendly choices are designed to meet the specific needs and preferences of tourists accompanied by children. On the other hand, business travel packages are tailored to accommodate the unique requirements of corporate visitors.
Six Senses and Holiday Inn have quite different pricing strategies. Six Senses presents itself as a luxury brand, with greater prices to match the upmarket, ecologically conscious experiences it offers. Holiday Inn, on the other hand, offers a flexible pricing strategy that covers a wide range of budgets to provide accessibility to a wide range of travelers. Because sustainability and wellness are key to the Six Senses brand, it draws travelers seeking elite eco-conscious experiences. Holiday Inn, on the other hand, intentionally advertises itself as a low-cost and trustworthy alternative, stressing consistency, and convenience in its marketing. The target markets of Six Senses and Holiday Inn are not the same. Six Senses meticulously chooses high-end visitors who actively seek out upmarket, ecologically responsible experiences to provide them with unrivaled luxury. Holiday Inn has a more open approach, concentrating on a range of client groups such as families, business travelers, and budget vacationers.
In addition to refining their marketing strategies, Six Senses and Holiday Inn must keep an eye out for contemporary concerns impacting on the fast-evolving hospitality industry. Because of the global pandemic, the hotel industry has faced unprecedented challenges. Both firms must continue to adapt to changing travel habits, such as the expansion of remote work and higher consumer demands for cleanliness and safety. Both firms should spend heavily on solid data privacy and security procedures to protect consumer information and maintain confidence as technology continues to play an important role in the guest experience (Rowley, 2017). The subject of sustainability is gaining popularity. Six Senses and Holiday Inn should both continue to prioritize eco-friendly efforts, such as minimizing carbon footprints and assisting local communities, to better align their operations with the aspirations of environmentally conscious travelers.
Conclusion
Six Senses caters to a specific market that includes wealthy travelers searching for eco-friendly experiences, with a focus on luxury, sustainability, and wellness. Holiday Inn, on the other hand, promotes stability and convenience while portraying itself as a trustworthy and cost-effective solution for a wide range of clientele. Despite their significant disparities, both strategies illustrate the firm’s unwavering commitment to offering exceptional guest experiences. Six Senses and Holiday Inn can continue their success, expand their footprints, and keep their place as essential players in the competitive landscape of worldwide hospitality by implementing the proposed changes and navigating the industry's present issues.
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