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INTRODUCTION 
	Marketing is an essential component of any business that intends to thrive in today's competitive market. This purpose of this essay is to compare and discuss the marketing strategies employed by two multinational hotel brands Six Senses and Holiday Inn. Six Senses is a luxury hospitality brand founded in 1995. It originated in Thailand and has since expanded globally, with properties in Asia, Europe, the Middle East, Africa, and the Americas. On the other hand, Holiday Inn is a multinational hotel brand that was founded in 1952 in the United States. It is known for its affordable and comfortable accommodations, with properties in over 100 countries around the world. Six Senses offers a unique experience to its guests by combining wellness, sustainability, and impeccable service. On the other hand, Holiday Inn is a hotel chain that offers its services to the mid-scale traveller. The essay will assume that Six Senses' marketing strategy is geared towards attracting the high-end traveller, while Holiday Inn's strategy is focused on budget-conscious travellers. Different strategic frameworks, including SWOT analysis, PESTLE analysis, and Marketing mix will be employed to compare the brands.
	
MAIN BODY 
           To compare the marketing methods and strategies for Six Senses and Holiday Inn hotel brands, different strategic frameworks will be employed which will analyse their strengths, weaknesses, opportunities, and threats (SWOT), evaluate the political, economic, social, technological, legal, and environmental (PESTLE) factors (Madsen, and Stenheim, 2022). Looking at Six Senses, their strengths include its strong brand reputation, its focus on wellness and sustainability, and its loyal customer base. Their weaknesses are their limited brand awareness, niche target market, and high costs compared to competitors. Their opportunities are to expand to new markets, partner with other luxury brands, and offer new wellness experiences. Their threats are increasing competition, economic recessions, and natural disasters. On the other hand, looking at Holiday Inn, their strengths are their brand's familiarity, widespread geographic presence, and affordable pricing. Their weaknesses are the lack of brand differentiation from competitors, reduced guest satisfaction due to lower-priced fares, and the brand's dependence on corporate clients. Their opportunities are to expand to new markets and demographics, collaborate with other travel brands, and invest in digital marketing. Their threats are economic downturns, natural disasters, and new market entrants. The opportunities for both hotels are that they can improve various areas to boost their business. This could be done by expanding to new destinations and offering services that align with different countries' seasons.
             The impact of climate on both the Holiday Inn and Six Senses hotels can be assessed using PESTLE analysis, considering that these hotels provide budget-friendly lodging options for vacationers (Maghssudipour, Lazzeretti, and Capone, 2020). Both Holiday Inn and Six Senses could share characteristics with one another. Politics, the economy, society, technology, the environment, and law all have an impact on both hotels. Their implications and interpretations, however, could differ. Because of its upscale eco-focused posture, Six Senses may place a greater emphasis on environmental sustainability than Holiday Inn, even though political stability and laws affect both hotels.
               Six Senses benefits from the political stability of the countries it operates, the growth of the wellness industry, advances in technology and innovation, and environmental awareness. Their significant challenge is the limitation of their client base due to their pricing strategy. Holiday Inn benefits from a stable economic environment, significant social demographic changes, advancing technology, and legal frameworks protecting its business operations. However, their significant challenge lies in the sensitivity of their pricing strategy and the rising competition in the industry.
               The 7 P's of marketing can be evaluated to identify how effectively Six Senses and Holiday Inn capitalize on product, price, promotion, place, people, process, and physical evidence in their marketing strategies. Looking at the Product, both hotels offer lodging and amenities for guests. However, Six Senses is known for its luxurious, eco-friendly, and wellness-focused accommodations, while Holiday Inn caters more to budget-conscious travellers. The next element is the Price and as expected, Six Senses is generally more expensive than Holiday Inn. The former’s target market tends to have higher disposable incomes than the latter. When it comes to Promotion, both hotels use various marketing channels to reach their target audience. While Holiday Inn mainly relies on online and offline advertising, Six Senses has a more robust social media presence, leveraging influencer marketing, and targeted email campaigns. Regarding the Place, both hotels have global footprints, with Holiday Inn having over 3500 properties worldwide, and Six Senses having 18 resorts/hotels. Six Senses’ locations tend to be more secluded and have an exclusive feel, while Holiday Inn has hotels in multiple city centres and airports. Looking at People, Six Senses puts a significant emphasis on hiring staff that aligns with the brand’s values and mission, leading to industry-leading employee retention rates. In contrast, Holiday Inn does not have such a focus on employee retention but rather focuses on providing excellent customer service. Regarding the Process, Six Senses’ guest experience prioritizes personalization, wellness, and sustainability so that they offer longer onboarding and exit processes. Conversely, Holiday Inn guests' needs are mostly served through quicker check-in and check-out processes. The last element is Physical Evidence. Both hotels take their physical appearance seriously, with Six Senses employing environmentally friendly materials and a minimalist design to offer a luxurious and modern yet nature-inspired feel. In contrast, Holiday Inn's decor language is more mainstream and functional.
              However, despite catering to various requirements and preferences in terms of price, amenities, and overall brand positioning, both brands share the goal of giving their customers unforgettable experiences.
              The segmenting and targeting for both hotels are very different as these hotels mainly target the higher section of society (Gbadamosi, 2019). The target audiences and methods used by Six Senses and Holiday Inn are both different. To draw wealthy clients wanting exclusivity and individualised treatment, Six Senses places a significant focus on luxury, sustainability, and wellness experiences. Holiday Inn, on the other hand, focuses on affordability, family-friendly features, and convenient locations to appeal to travellers on a tight budget.
	The Bowman strategy clock model is a helpful tool for hotels, like Holiday Inn and Six Senses, to comprehend how companies compete in the market. Through an analysis of different arrangements of price and perceived value, these hotels can determine a strategic position that maximizes their competitive advantage and aligns with the company's capabilities. . This provides strategic position options that help hotels to demonstrate various options through which a business operates.(Gretz,  and Malshe,  2019).These hotels operate in both B2B and B2C sectors as they have to maintain effective relationships with companies as well as consumers. Holiday Inn and Six Senses can use this method to stay connected with their consumers and take feedback from them to maintain consistent and relevant communication so that their customers can easily approach them.  
	Apart from this, there are social and technological factors such as changing demographics and advancement of technology that influence the company’s business and lastly, there are several environmental factors that can affect the business of these hotels including sustainability and change in climate. 
	 Every business needs effective communication. New strategies can be used in order to deal with any problems that may occur and enhance communication in general. Hotels like Holiday Inn and Six Senses present communication tactics, such as their social media presence, email marketing campaigns, and website traffic, which should be evaluated first. By examining the hotel's internet performance with programmes like SimilarWeb(Appendix A), areas that could use improvement can be identified. They can use new strategies, such as influencer relationships, social media advertising, and interactive content, to boost engagement and reach if the hotel's social media presence is insufficient.(Ouvrein,  ad et. al., 2021). It's crucial for these hotels to successfully connect with visitors and deal with any potential problems. Looking at Appendix B, based on this analysis, it can discover which channels each hotel brand is focusing on, which channels are driving the most traffic, and potentially find areas of opportunity for improving their own marketing strategy. Six Senses focuses on organic search while Holiday Inn focuses on paid search.

CONCLUSION
This essay compared the marketing strategies used for the multinational brands Six Senses and Holiday Inn and provided an analysis of the frameworks SWOT & PESTLE and the marketing mix by identifying the 7 Ps for each brand. It also covered Segmentation Targeting and Positioning and used SimmilarWeb for a clearer picture of each brand’s impact on different platforms. In conclusion, Six Senses and Holiday Inn are not immune to the challenges posed by the hospitality industry. The economic recession, competition, technological advances and emerging trends are some of the significant threats that could affect these companies' profitability. However, by adopting a proactive approach and adapting to these challenges, Six Senses and Holiday Inn can remain relevant and successful in the highly-competitive industry.
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