


         Hotels are among the most successful businesses in the modern hospitality sector. Although the industry's attractive nature, the organisations have to act aimed operational strategies to ensure their performance and capacity to attract and keep clients. A key factor of consideration involves the marketing strategies employed by different hotels. The current hotel industry is characterised by a vast scope of marketing strategies that allows each organisation to adopt the most appropriate method perceived to match its goals and objectives in relation to its operations in the market. Holiday Inn focuses on implementing marketing strategies that suit families while Six Senses is more focused on capturing wealthy older populations. This essay focuses on comparing the marketing methods employed by Six Senses and Holiday Inn, which are between the most dominant multinational hotel brands.
	Six Senses Hotel is a international organisation that has been in operation for decades. According to the company website, the hotel brand is committed to prioritising innovation and sustainability in all its operations (Six Senses, 2023). Therefore, the hotel company is focused on practicing client-based operations that promote its performance and improve the growth rate of the company in today's extremely competitive and dynamic global hotel sector.  On the other hand, Holiday Inn For decades, has also been a major participant in the business. The company has effectively address important changes and shocks that have affected the hospitality industry to ensure its sustainability and efficiency of operation in relation to its goals of maintaining its leading position in the highly expanding and competitive market. The sustainability and resilience seen in both companies highlight the importance of their operational strategies in interacting with their specific customer and exposing their goods and services to the target customers in the global market. The conclusion highlights the course of the current analysis toward exploring the marketing strategies adopted by each of the two international hotels and the outcomes of their application in the hospitality sector consumer base.
	Both hotels were based on their strengths in order to maximise on existing marketing possibilities and adapt to changing market demands.
            The SWOT analysis can be used to compare the internal environments of both hotels to establish the key factors influencing the development of their marketing decisions. For xample, a major strength of Six Senses Hotel can be linked to its strong global reputation. Over the years, the company has played an important role in gaining and maintaining a positive brand in the global community. According to Miremadi et al. (2011), the brand reputation influences the capacity of target customers to reach out and interact with a international company. The established point of view leads that Six Senses focuses on its positive global image to interact easily with target buyers while promoting its products. Similarly, Holiday Inn has also established a strong brand name in its multinational operating environment. Since the beginning of the 20th century, the hotel has relied on its positive image to introduce its operations into new geographical regions worldwide, influencing its performance and sustainability (Holiday Inn, 2023). The established point of view affirms that both organisations count on their excellent reputation to develop the promotion part of the marketing mix (Product, price, place, promotion, people, process and physical environment) in expanding their activities into the global environment (Istiqomah, 2016). 
 “The marketing mix or 7Ps is aptly named as it is the way that this mix of tactics is applied and co-ordinated that positions our organisation clearly in the minds of the customer. This helps us to stand out against competitors with an offering that satisfies customer needs, which is what marketing is all about.” (Allen, 2020)
Therefore, both companies use their large global following to influence their marketing ventures.
	Effective marketing includes the capacity of an organisation to recognise and meet the demands of target consumers in the market. The development of the internet has also provided an opportunity for the organisations to effectively shape the direction of their marketing tactics. The global reach of the internet has formed a solid base for the efficiency of marketing strategies. For example, both companies use the internet to engage in online advertising by providing high-quality products and services to their clients and depending on word-of-mouth to sell their products and services on the internet. (Puriwat & Suchart, 2021). Its positive global reputation also adds to the success of the viral marketing strategy, boosting the company's ability to effectively communicate with its target customers on online platforms such as social media. Both corporations have also made major investments to improve the flexibility of their marketing ventures. The customer-focused operational strategies used by both companies promote innovation in marketing, improving the capacity of both hotels to identify and use opportunities in the market (Tuominen et al., 2022). 
             Based on the Customer aspect of the 5C model of situational analysis, both hotels highlight the importance to identify and satisfy the need and demands of target customers in the market. For example, both hotels identified that consumers are more engaged with online operations, influencing their organisational decisions to channel investments towards social media marketing and communicating their marketing initiative on diverse online platforms. Chaffey and Chadwick (2019) affirm that effective digital marketing is based on the ability of an organisation to make its products and services popular on the internet.
	 Although the highlighted similarities in the marketing methods used by both Six Senses and Holiday Inn hotels, the two companies also have significant differences in their operations. A highlight can be seen in the target customer base of both companies. Holiday Inn focuses on attracting and retaining the attention of mainly families that are seeking a place to visit and spend quality time together (Digital Journal, 2020). Statistics of the hotel also show that Holiday Inn is more associated with the younger generation as most of the visitors of the hotel are between 25 and 34 years old (SimilarWeb, 2023), see appendix. So, the company's marketing strategies will be more focused on recognising and fulfilling the demands of young people in the present global hotel sector. On the other hand, Six Senses also reflects a similar customer segment in relation to the age demographic (SimilarWeb, 2023). However, the company is more inclusive and focuses on attracting the needs of the wealthy members of the community. The differences in their segmentation are essential in highlighting their positions in the market. 
             According to the SOSTAC model, both organisations use web analytics to obtain control of assuring their capacity to effectively meet their indicated company operations goals and objectives. Such information is critical in strengthening the two hotels' ability to successfully assess things such as consumer behaviour and work for increasing customer satisfaction in their marketing initiatives. (Jobber & Chadwick, 2019). Although the two hotels have different consumer segments, both businesses have a very similar operational strategy. The similarities have a direct impact In order to assure the success of their marketing strategies in attracting and holding the attention of target customers in the international hotel industry. The similarities between the marketing strategies of the two companies can be seen in their respective marketing decisions. For example, both hotels have identified the importance of sustainable marketing in enhancing their performance (Bowie et al., 2016). Six Senses is dedicated to connecting its activities with the global drive for environmental sustainability by utilising clean resources in its operations and projects. (Hamdi, 2019). Similarly, Holiday Inn is also focused on implementing operational strategies such as recycling and conservation to help to reduce pollution and protecting the welfare of the global environment (Holiday Inn, 2023). Companies use such possibilities for creating marketing themes for their products and services in order to reach their global target customers. The prioritisation of technological marketing channels aims to improve the experiences of the users and ensure efficient procedures in accessing and interacting with the products and services offered by the hotels, ensuring customer satisfaction (Kotler et al., 2020). 
	In conclusion, the current research was based on the notion that Holiday Inn is focused on attracting the attention of younger generations while Six Senses Hotel focuses on rich older generations. However, the current analysis disagrees with the hypothesis, by identifying that both companies share a relatively similar target customer base. Both hotels count on their strengths, such as their strong reputations and dominating positions in the hospitality sector, to capitalise on new opportunities such as the internet in order to design effective marketing strategies that correspond with their goals. The use of marketing strategies such as viral marketing enables both hotels to identify the specific demands and needs of their customers and rely on a customer-oriented approach to effectively communicate and introduce their products and services in their diverse markets. The highlighted insights reveal that although both hotels have been operational for decades, little focus has been directed on critically assessing their operational and marketing strategies and ventures. 
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