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This essay will evaluate and analyze how well-known hotel chains Six Senses and Holiday Inn sell their respective brands. These brands alone will be discussed; no other brands, including parent or related ones, will be included. It will analyze how these businesses promote their goods and services via the use of situational analysis methods including the marketing mix, segmented target and position, and marketing communications. The study will be bolstered by the analyzing tool, Similarweb. In doing so, it will be easier to compare and contrast their marketing approaches and provide suggestions on how to improve these firms' marketing efforts in light of current trends in the hospitality industry.

The Six Senses hotel chain is a high-end option for travelers looking for somewhere to stay that prioritizes their health, the environment, and privacy. It features luxurious lodgings, spa treatments, and one-of-a-kind activities in remote and exotic locations (Cynthia, 2023). Six Senses markets itself to well-heeled vacationers who place a premium on health and sustainability by offering them unique, tailor-made experiences (Yosef, 2022). Wherein, Holiday Inn represents a chain of moderately priced hotels with the goal of appealing to a broad variety of travelers. Its properties may be found in cities and suburbs all around the world (Hammer, 2022). Holiday Inn is committed to providing business and leisure visitors with consistent quality and excellent value. The company targets a large audience with its marketing efforts by using channels such as television commercials, customer loyalty programs, and internet travel agents (Hogan, 2021).
Marketing mix analysis of both Six Senses and Holiday Inn- 
· Product: There is a clear distinction between the goods and services provided by Six Senses and Holiday Inn. The premium brand Six Senses promotes health and environmental responsibility. Luxury lodgings, spa treatments, and excursions into the surrounding natural landscape are all part of the package. Holiday Inn, on the opposite hand, caters to the middle class by offering moderately priced rooms with the usual facilities (Morris, 2019).
· Price: To attract wealthy clients who are ready to spend more on a premium experience, Six Senses uses a premium pricing approach befitting its luxury positioning. Holiday Inn, on the other hand, takes a more moderate approach to pricing, with the goal of providing excellent value to its core customer base that is on a budget.
· Place: Both brands are recognized internationally but in different ways. When selecting locations, Six Senses prioritizes seclusion and the preservation of natural beauty by favoring remote and exotic locales. Holiday Inn, a more widely available mid-range hotel chain, has locations in both downtown and suburban regions to better serve both business and vacationing guests (Murphy, 2018).
· Promotion: When it comes to advertising, Six Senses is all about the details and the experience. It does this via collaborations with influential people and health specialists, as well as through capitalizing on the prestige of its brand. Holiday Inn is a bigger brand, so it can afford to use mass marketing techniques like advertising, loyalty schemes, and internet-based travel agents to attract a wider variety of customers.
Segmentation - Six Senses mainly markets to the luxury market, namely those interested in high-quality, one-of-a-kind vacations. It caters to health-conscious vacationers, people who are concerned about the environment, and those who value privacy. Holiday Inn takes a more generalized approach to market segmentation, aiming to attract corporate as well as leisure guests in search of reasonably priced lodgings (Weinstein, 2017).
Targeting - Customers of Six Senses are well-off people who place a premium on health, the environment, and personal privacy. Holiday Inn caters to a broad variety of customers, from businesspeople to families to frugal vacationers (Medlin, 2018).
Positioning - Six Senses markets itself as a high-end company that provides customers with health, environmental responsibility, and exceptional adventures (Virginia, 2022). It stands out from the competition by using sustainable methods and providing unique products. Holiday Inn markets itself as a safe and inexpensive lodging option for tourists by consistently providing these two factors.
Marketing Communications
To expand its consumer base, Holiday Inn uses a number of marketing strategies. It spends money on ads in newspapers, on television, on the internet, and on social media. The brand interacts with its clients via a loyalty program that provides special discounts and other perks to those who shop with the company often (Tuckwell, 2017).
Six Senses reaches out to its customers using a variety of online and traditional marketing methods. It uses aesthetically pleasing websites, social media channels, and influencer collaborations to highlight its brand principles (Brown, 2018). In addition, it makes use of direct, individualized contact through email marketing.

Even if their target audiences are different, both businesses are committed to providing consumers with exceptional service and products. For advertising objectives, they make use of the internet and social media. While sustainability is more fundamental to Six Senses' positioning, it is a factor in the marketing of both businesses. Six Senses caters to the rich and those who value exceptional experiences by emphasizing opulence, health, and privacy. Holiday Inn, on the other hand, positions itself in the middle of the market by catering to both business and leisure tourists with reasonably priced, high-quality rooms.
Six Senses' marketing depends largely on experiential and individualized approaches that capitalize on the company's strong brand recognition and collaborations with influential people in the wellness industry. It creates a feeling of uniqueness and sustainability by highlighting its eco-friendly policies and one-of-a-kind products (Rupert, 2022). In contrast, Holiday Inn uses mass marketing strategies such as extensive advertising, loyalty schemes for clients, and partnerships with online travel agents to attract a wide range of potential guests. Its primary goals are reliability and affordability. The choice of settings also stands out as a key distinction. Six Senses frequently chooses far-flung, remote locations, focusing on isolation and natural beauty to foster a feeling of calm and relaxation (Kotler & Armstrong, 2016). On the contrary, Holiday Inn hotels may be found all across urban and suburban locations, meeting the need for ease of access and convenience among its target demographic.
Suggestions for Further Development of Six Senses-
· Increasing its online visibility and using social media to spread the word without losing its niche appeal.
· In order to improve its brand's reputation and provide more interesting content, it is fortifying its relationships with wellness professionals, influential people, and environmental groups.
· The company is considering forming partnerships with high-end travel firms and lifestyle periodicals in an effort to target consumers who share the company's core principles.
· Creating a feeling of exclusivity through customizing packages and providing one-on-one service.
· Aligning with the increasing need for eco-friendly vacations requires investment in sustainability efforts and clear communication of such activities.
Suggestions for Further Development of Holiday Inn-
· Increasing consumer involvement and loyalty by tailoring promotions and messages based on their individual preferences using data-driven marketing strategies.
· Increasing exposure on the web and using digital marketing to reach more people and take advantage of online booking sites and travel agents.
· Increasing the promotion of its rewards program and introducing perks that would interest companies as well as leisure tourists.
· Increasing your brand's reputation with prospective buyers by using user-generated content and internet reviews.
· In an effort to solidify its standing in the business travel market, the company is investigating potential collaborations with airlines, travel agents, and corporate customers.
In order to maintain their positions as market leaders, both Six Senses and Holiday Inn must respond to current issues in the hospitality industry. Some examples of such worries are:
· Concerns about COVID-19 and other transmissible diseases are being addressed with a focus on safety and health precautions including stricter cleaning procedures and contactless services.
· Sustainable methods: enhancing and disseminating sustainability activities in response to the rising demand for eco-friendly vacation choices.
· The term "digital transformation" refers to the use of digital and technological solutions to better serve customers, reduce costs, and meet their evolving needs.
· To show that you're committed to responsible behavior and ethical business methods, you should become involved in community projects and give back to the places you call home.

In conclusion, the Six Senses Hotel and Holiday Inn both have their own distinct marketing approaches that are tailored to the specific needs of their target demographics. While Six Senses employs customized and immersive marketing to emphasize comfort, health, and exclusivity, Holiday Inn targets the middle market with mass marketing that places an emphasis on price and comfort. Utilizing digital platforms, fortifying alliances, customizing offerings, and addressing modern problems in the hospitality business are all suggested ways to improve marketing operations. Both companies may position themselves for future development and keep pace with the ever-changing hotel sector by adjusting and improving their marketing methods.
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