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There are numerous hotel chains, each of which focuses on a certain clientele. (Tsai, Song, & Wong, 2009). This essay aims to examine and contrast the advertising campaigns of two well-known hotel chains: Six Senses and Holiday Inn. While Holiday Inn uses popular tactics with millennials (IHG, 2017), Six Senses markets itself as a premium brand appealing to well-off middle-aged people (IHG, 2019). The internal and exterior surroundings of the brands will be analyzed and contrasted using the SWOT and PESTLE frameworks in this study. The marketing mix will also evaluate the companies' products, pricing, distribution, and advertising approaches. Lastly, segmentation, targeting, and positioning will be employed to scrutinize the customer focus of the brands. 
Holiday Inn's SWOT analysis reveals that their global brand recognition is a strength. Their prices are made them more affordable for a family for last minute bookings and they are good for business trips. Potential branding strategies involve leveraging the growing trend toward immersive travel experiences and implementing novel approaches to enhance customer satisfaction (Dwivedi et al., 2021). Their weakness is that they can confuse customers as numerous subsidiary firms operating under the Holiday Inn and the brand’s perceived lack of individuality may be a disadvantage. Holiday Inn faces challenges from domestic and international hotel enterprises, in addition to the increasing prevalence of alternative lodging options such as Airbnb (The Economist, 2020) (Glusac, 2020).
SWOT analysis of Six Senses is a strength resort who’s targeting into families with kids. They got in offer lots of workshops, environmentally sustainable architecture, personalized guest services, and health-focused activities, but the substantial expense limits its consumer demographic. (Bowie et al. 2017). The potential advantages for the brand from the increasing desire for luxurious travel experiences in areas such as Asia and the Middle East. Nonetheless, the market for high-end travel is characterized by intense rivalry, and any economic downturns potentially adversely impact the demand for Six Senses' offerings. But to their weakness, we can take their price which is on a high level for their offer. 
The PESTLE analysis reveals that Six Senses and Holiday Inn are subject to external factors beyond their purview. Both hotels encounter political challenges due to variations in regulations, trade policies, and geopolitical concerns across different regions (Morrison, 2016). According to Jobber and Ellis-Chadwick (2020), luxury firms such as Six Senses are highly susceptible to economic downturns due to various factors, including fluctuations in currency rates, inflation, and evolving economic conditions. Six Senses has effectively accomplished this by incorporating sustainable practices and health-oriented offerings into its merchandise (Six Senses, 2022). The situation with the war in Ukraine had negative aspects for a hotel Holiday Inn. They had to close their main office in Moscow. (IHG, 2022). Holiday Inn also opened their hotel for refugees from Ukraine to make them space to live. (Daily Record, 2022). The most effective for the hotel industry was Covid19, lockdowns and restrictions impacted their earnings and less customers. 
To enhance operational efficiency, customer satisfaction and maintain a competitive edge, businesses must adopt digital transformation. Both hotels are susceptible to the impact of environmental factors such as climate change and natural disasters. However, Six Senses' implementation of eco-friendly practices potentially mitigates the resort's ecological footprint (Six Senses, 2023).  Kotler et al. (2020) have established a robust association between the marketing mix and the efficacy of a brand's marketing approach. The marketing mix is comprised of seven key elements, commonly referred to as the 7 Ps. These elements include Product, Price, Place, Promotion, People, Process, and Physical Evidence. The subsequent paragraph will compare the marketing strategies employed by Six Senses and Holiday Inn.
According to Bowie et al. (2017), Six Senses targets affluent travellers seeking unique and exceptional experiences by offering luxurious accommodations, wellness amenities, and personalized attention. In contrast, Holiday Inn efforts to appeal to a broader range of customers by upholding a consistent level of quality throughout its hotel chain while simultaneously offering competitive pricing (Kotler et al., 2020). Six Senses are more expensive due to their luxury. Holiday Inn is an affordable price for people who are looking for nice accommodation at a responsible price.  The Six Senses brand maintains a premium pricing strategy, consistent with its upscale image, which entails elevated room rates and supplementary charges for its luxurious amenities (Jobber & Ellis-Chadwick, 2020). Kotler et al. (2020) assert that Holiday Inn employs a pricing strategy for low-budget holidaymakers, which made them more affordable for families. Bowie et al. (2017) assert that Six Senses significantly emphasizes its commitment to sustainability and unique experiential offerings, primarily by operating in remote and exotic locations.  According to Kotler et al. (2020), Holiday Inn exhibits a greater degree of market saturation in both urban and suburban areas relative to its competitors.
Six Senses leverage digital marketing, public relations, and strategic alliances to exploit its unique high-end eco-resort position. (Jobber and Ellis-Chadwick, 2020) Holiday Inn leverages its established brand by employing digital platforms, customer loyalty programs, and traditional advertising methods, as noted by Smith and Zook (2020). The Six Senses website is more friendly and easier to make a booking. Holiday Inn should change its website to make easier bookings and find easier information. According to Bowie et al. (2017), both companies emphasize the value of their employees due to their crucial contribution to delivering exceptional customer service. Six Senses emphasizes imparting personalized attention through employee training to cater to a diverse customer base. At the same time, Holiday Inn prioritizes the provision of friendly and hospitable service (Kotler et al., 2020).
Process According to Jobber and Ellis-Chadwick (2020), Six Senses provides guests with a seamless and noteworthy experience that prioritizes sustainability and personalized attention, starting from the booking process and extending until check-out. Holiday Inn employs technological solutions to establish uniform procedures throughout its hotels, thereby enhancing its customer service (Chaffey & Ellis-Chadwick, 2019) According to Bowie et al. (2017), Six Senses is substantiated by empirical evidence, such as its upscale residences that employ environmentally sustainable construction techniques to attain ecological equilibrium. According to Kotler et al. (2020), a standardized design language exists across all Holiday Inn establishments, immediately distinguishing them from their clientele.
According to the findings obtained through the SimilarWeb platform, it has been determined that a significant proportion of Six Senses' customer base comprises affluent, middle-aged individuals who prioritize luxurious and sustainable travel experiences. (Appendix1) On the contrary, Holiday Inn targets a relatively younger and more budget-conscious demographic, prioritizing convenience, and flexibility (Hotel Business, 2019).  (Appendix 2) The Six Senses brand has established itself as a high-end chain of eco-resorts that provides distinctive and lasting impressions to guests. The properties affiliated with this brand are renowned for their selectiveness and the unique locales in which they are typically situated. In contrast, Holiday Inn positions itself as a hotel chain that provides affordable accommodations with contemporary amenities in convenient areas. Both hotels use social media, and their achievements are similar. (Appendix 3)
Six Senses employs a specialized targeting strategy focusing on affluent tourists who prioritize uniqueness and luxury and are willing to allocate a higher budget for such experiences. However, Holiday Inn adopts a focused strategy, specifically targeting budget-conscious travellers who prioritize convenient access to major transportation routes. Six Senses and Holiday Inn employ unique marketing mixes that align with their respective positioning objectives. The Six Senses brand is renowned for its high-end amenities prioritizing luxury, hospitality, and ecological stewardship. Holiday Inn prioritizes providing cost-effective rates, convenient accessibility, and amenities suitable for families with children.
The luxury brand Six Senses provides guests with a unique and comprehensive wellness experience. the brand is standing for environmental sustainability, wellness, and intercultural awareness. The corporation's lodging and recreational facilities are intentionally fashioned to embody the surrounding ecology, traditions, and gastronomy, furnishing guests with an unforgettable and authentic vacation. The hospitality industry's increasing demand for sustainable and eco-friendly practices is among the challenges Six Senses must confront.
In contrast, Holiday Inn is a brand that offers accommodations at a more affordable price point, appealing to individuals who are mindful of their vacation expenses. The fundamental principles that underlie the brand's ethos are reliability, uncomplicatedness, and uniformity. Holiday Inn aims to ensure uniformity in the customer experience across all its hotels in different parts of the world. Holiday Inn faces contemporary challenges such as the emergence of internet-based travel agencies, the growing demand for personalized guest experiences, and the impact of technological advancements on the hospitality industry.
The present essay has conducted a comparative analysis of the advertising strategies employed by Six Senses and Holiday Inn, two prominent hotel chains. The examination of endogenous and exogenous determinants, marketing mix, and segmentation, targeting, and positioning tactics has substantiated that Holiday Inn employs approaches that are attractive to youthful people, whereas Six Senses concentrates on affluent elderly demographics. An examination of the industry reveals that it is highly competitive and that both hotels must grapple with variables such as evolving consumer preferences and advancements in technology. In contrast, as the marketing mix analysis establishes, the Holiday Inn brand efforts to appeal to a wider demographic by providing relatively lower prices and more conventional amenities. Six Senses targets a more affluent customer base by implementing higher pricing strategies and offering more luxurious facilities. The segmentation, targeting, and positioning analysis findings indicate that Six Senses targets high-end customers who value personalized and unique experiences, whereas Holiday Inn targets cost-conscious travellers who prioritize reasonable prices while maintaining convenience and comfort.
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Appendices:
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