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TITLE: A comparison of the marketing methods of two multinational hotel brands (Six Senses and Holiday Inn).
Introduction 
In this paper, the marketing strategies used by the two international hotel brands Six Senses and Holiday Inn are contrasted. Both businesses compete in the hotel sector, but they employ different strategies to draw in and keep clients. The facts presented in the article will be summarised in this introduction, which will also give a brief history of the brands. The premium hotel chain Six Senses is widely recognised for emphasising wellness and sustainability (Silva, 2018). With a small worldwide footprint, Six Senses caters to wealthy and eco-aware travellers by providing upscale facilities and distinctive experiences.
Holiday Inn, on the other hand, is a reputable hotel chain with a wide-ranging global network (Shuford, 2015). It serves a diverse clientele, offering cosy and reasonably priced lodging for families, business travellers, and thrifty people. The SWOT and PESTLE frameworks are used to analyse the strengths, weaknesses, opportunities, and threats of both businesses' marketing strategies as well as the political, economic, social, technical, environmental, and legal aspects that may have an impact on such tactics.
Main Body
Six Senses and Holiday Inn Situational Analysis: A Marketing Methods Comparison
Two international hotel chains that compete in the cutthroat hospitality market are Six Senses and Holiday Inn Kotler et al., 2020. To draw customers and keep a strong market presence, every business has its own distinctive marketing tactics and plans. Using the SWOT and PESTLE frameworks, we will conduct a situational analysis of the marketing strategies employed by Six Senses and Holiday Inn.
SWOT Analysis:
Six Senses:
Strengths: Six Senses sets itself apart from the competition by emphasising luxury and sustainability. Travellers who are concerned about the environment will find the brand's high-end amenities and eco-friendly practices intriguing (Rebelo Vieira, 2020). Another selling element of the company is its wellness-related offers, which include spa services and yoga retreats.
Weaknesses: Comparing Six Senses to other, more established hotel groups, its worldwide reach is one of its weaknesses. This can limit client reach and brand identification, especially in regions where rivals are more established. Furthermore, buyers who are concerned about cost may find Six Senses less appealing due to its premium stance.
Opportunities: Six Senses has the chance to grow its consumer base as interest in sustainability and well-being grows on a worldwide scale (Pavlova, 2017). The brand may draw in a wider demographic of customers and improve its market position by capitalising on its strengths in these areas and entering new markets.
Threats: Growing competition from other upscale hotel chains that are implementing sustainable practices pose a possible danger to Six Senses. Six Senses must constantly develop and uphold its unique selling proposition as more competitors flood the market with comparable products.
Holiday Inn:
Strengths: Holiday Inn is a well-known and dependable brand thanks to its extensive hotel network and strong worldwide presence. It draws in a wide spectrum of customers by providing lodgings that vary from low-cost to luxurious alternatives (Morrison, 2016). IHG Rewards Club, the company's reward programme, also aids in luring back repeat customers.
Weaknesses: The impression of Holiday Inn as a conventional and generic hotel chain is one of its weaknesses. This can make it tough to set yourself apart from the competition and may make it harder to draw in clients looking for a more exclusive or luxurious experience.
Opportunities: Holiday Inn may grow into new areas and target untapped client groups by utilising its current brand name and worldwide presence (Lisle, 2016). In order to improve customer experience and interact with the younger generation, it can also make investments in technology and digital marketing.
Threats: Holiday Inn is at risk from the rising popularity of alternative lodging choices including home-sharing websites. These platforms provide distinctive and tailored experiences that can tempt guests away from established hotel brands. Holiday Inn's income may also be impacted by economic downturns or travel interruptions that lower demand for hotel rooms.
PESTLE Analysis:
Political: Since Six Senses and Holiday Inn have locations in numerous nations, they are both impacted by political issues including laws, taxation, and unrest in the world's politics. Their operations and profitability may be impacted by changes in government policy or political turmoil.
Economic: The demand for hotel rooms may be impacted by economic variables such as GDP growth, inflation rates, and currency rates. To be competitive, both businesses must keep an eye on broader economic developments and adjust their pricing tactics appropriately (Smith and Zook 2020).
Social: The hotel sector is significantly impacted by shifting customer trends and tastes. While Holiday Inn strives to offer cosy and reasonably priced accommodations for families and business travellers, Six Senses responds to the rising desire for environmentally friendly and wellness-focused travel experiences.
Technological: Developments in technology have changed how hotels run and advertise their services. Both businesses may make use of technology to improve customer service, streamline processes, and enhance visitor experiences.
Environmental: Environmental sustainability is becoming more and more significant in the hotel sector. Six Senses has a competitive edge because of its dedication to eco-friendly practices, which are in line with the public's rising concern for the environment (Jobber and Ellis-Chadwick, 2020). Additionally, Holiday Inn may make investments in green programmes to satisfy client demands and support environmental protection efforts.
Legal: In the nations, they do business in, Six Senses and Holiday Inn must abide by national and international laws and regulations. This covers regulations for licencing, health and safety rules, and labour laws. 
The Advertising Mix 7Ps
Product:
Six Senses sets itself apart by providing opulent lodging and emphasising wellness and sustainability. Their offering consists of upscale facilities, environmentally responsible procedures, and wellness activities including spa services and yoga retreats. Holiday Inn, on the other hand, offers a variety of lodging options that are catered to different budgets and offer convenient and pleasant lodgings for families and business travellers.
Price: 
Six Senses advertises itself as a premium brand and charges more for its opulent products and environmentally friendly practices. The value and exclusivity they provide clients are reflected in their pricing approach. As a more approachable brand, Holiday Inn uses competitive prices to draw in a wider clientele, especially budget-conscious tourists.
Place: 
Both brands are present everywhere, but Holiday Inn has a wider network of hotels spread around the globe. To meet the demands of travellers, Holiday Inn arranges its hotels in strategic locations near business centres, tourist attractions, and transit hubs (Rafahat, 2022). Despite having a smaller footprint, Six Senses concentrates on attractive and exotic settings that are consistent with its brand approach.
Promotion: 
Marketing strategies for Six Senses and Holiday Inn both heavily rely on promotion. Through focused advertising, public relations, and digital marketing initiatives, Six Senses highlights its distinctive selling qualities, which include luxury, sustainability, and wellness (Ehwi et al., 2023). To reach their target audience, they also make use of influencer relationships and collaborations. Holiday Inn promotes its brand using a combination of traditional and digital marketing channels, including advertising, social media campaigns, and collaborations with travel agencies and online booking services.
People: 
The workers and customer service representatives who engage with consumers are referred to as the "people" component of the marketing mix. A top priority for Six Senses and Holiday Inn is providing superior customer service. Six Senses only works with employees who have a background in wellness and sustainability and who share its principles. Holiday Inn places a priority on offering helpful and timely service to meet the various demands of its visitors.
Process:
The mechanisms and practises used to supply the good or service are referred to as the process element. From the time of booking through the guest stay, Six Senses places a strong emphasis on delivering a smooth and customised experience (Fitzpatrick et al., 2016). They put efficiency and care for the little things first to make the visitor experience unforgettable. The check-in and check-out processes at Holiday Inn are simplified and effective, and they make use of technology to increase client convenience.
Physical Evidence:
The tangible qualities that clients notice while interacting with the brand are covered by the physical evidence component. The opulent and environmentally friendly architecture of Six Senses' buildings, as well as the high calibre of its amenities and tranquil atmosphere, serve as tangible proof of their claims. The goal of Holiday Inn is to provide a friendly atmosphere with clean, well-maintained accommodations and a unified brand identity.
Segmentations targeting positioning
Segmentation:
Six Senses makes use of segmentation by focusing on a certain client group looking for experiences in luxury, sustainability, and wellness. They concentrate on luring guests who are committed to eco-friendly behaviours, high-end amenities, and distinctive experiences. Six Senses customises its goods and marketing messaging to appeal to this specific demographic by being aware of their wants and preferences.
On the other hand, Holiday Inn has a more extensive segmentation strategy to cater to a variety of customers (Morrison and Morrison, 2016). Their core demographics include families, business travellers, and individuals searching for pleasant accommodation at an affordable prices. In order to meet the varying demands of various industries, Holiday Inn changes its product lineup and marketing tactics.
Targeting: 
Six Senses focuses on affluent, ecologically aware people that value luxury, sustainability, and well-being when travelling. They want to draw clients who are prepared to spend more for first-rate amenities and a green philosophy (Piuchan and Prachansit, 2019). By concentrating on this particular target group, Six Senses can provide a customised experience and develop a following of devoted customers.
On the other hand, Holiday Inn seeks a larger client base by providing lodging at various pricing points. Families wanting a convenient and comfortable stay, business travellers needing effective services, and people on a tight budget seeking reasonable solutions are all catered to by these establishments. With the help of their targeting approach, Holiday Inn can cater to a wider range of customers.
Positioning: 
Six Senses presents itself as a premium company that blends wellness and sustainability. They set themselves apart by providing luxurious amenities, unique experiences, and a firm dedication to environmentally sustainable practices (Bowie et al., 2017). Six Senses markets itself as a pioneer in environmentally conscious luxury, attracting clients who value both luxury and environmental stewardship.
Holiday Inn markets itself as a reputable company that offers luxurious lodging at reasonable rates. They promote themselves as a dependable option for travellers in numerous areas by highlighting their worldwide presence, consistency, and easy services (López-Andreu et al., 2019). The positioning of Holiday Inn is on providing for the demands of various consumer groups while preserving value and high standards.
Conclusion
In conclusion, the comparison of Six Senses and Holiday Inn's marketing strategies indicates that each company uses a different strategy to draw in and satisfy its target market in the fiercely competitive hospitality sector. Overall, the results emphasise how crucial it is to comprehend target clients, customise offers, and strategically position the brand in order to get an edge in the hospitality sector. Both Six Senses and Holiday Inn can sustain their market position and continue to attract and satisfy their different target customers by utilising their particular capabilities and attending to client demands.
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[bookmark: _Toc135055092]Introduction 
The goal of this marketing strategy is to lay out the strategies and techniques that Hilton Hotel will use to increase its market presence, draw in more consumers, keep them loyal, and boost overall performance (Paraskevas and Quek, 2019). The management group and other Hilton Hotel stakeholders are the intended audience for this strategy. The framework for building a marketing strategy, SOSTAC (Situation Analysis, Objectives, Strategy, Tactics, Actions, and Control), will be used to organise the plan. The 4Ps (Product, Price, Promotion, and Place), Ansoff's Matrix, SWOT analysis, Bowman's strategy clock, and the RACE/Communications Mix are important frameworks and concepts that will be used to analyse the present situation, define goals, develop strategies, and put successful tactics into action. These frameworks will serve as a guide for decision-making and will assist in coordinating the marketing strategy with the overall business goals of Hilton Hotel.
[bookmark: _Toc135055093]Situation Analysis 
Company SWOT Analysis:
Strengths:
· Strong reputation and brand awareness.
· The diverse variety of offers, including luxury and low-cost hotels; 
· Wide global presence with a huge portfolio of hotels.
Weaknesses: 
· Susceptibility to travel industry volatility and economic downturns.
· Significant reliance on Internet travel firms for reservations.
· Limited accessibility in several emerging markets.
Opportunities:
· Expansion into developing regions with high tourist potential;
· Growing desire for immersive and personalised travel experiences.
· A rise in the popularity of environmentally friendly and sustainable practices.
Threats:
· Pandemics, natural catastrophes, or geopolitical conflicts that cause disruption; global regulatory and legal issues.
· include fierce rivalry from other hotel chains and internet travel agencies
(Source: Dimitrescu et al., 2018; Calkins, 2016)
Customer targeting and segmentation:
Based on a variety of factors, such as travel intentions, psychographics, and demographics, Hilton Hotel divides its clientele into several groups. Travellers for both business and pleasure are part of the target market (Dardeer et al., 2017). While psychographic segmentation takes into account lifestyle, hobbies, and values, demographic segmentation takes into account aspects like age, income, and employment (Brioso and Borbon, 2022). The consumer profiles of Hilton include a wide spectrum of people, from affluent travellers, searching for opulent experiences to thrifty travellers seeking reasonable lodging.
Competitor Analysis:
The placement of Hilton in relation to its rivals may be evaluated using a perceptual positioning map based on elements including cost, level of service, luxury options, and geographic reach (Haapasola, 2022). The competitive strategies used by Hilton's rivals, such as differentiation, low-cost focus, hybrid, and niche strategies, may also be examined via Bowman's Strategy Clock.
Partners and collaborators: 
The Hilton Hotel has B2B ties with a variety of them. This comprises tour operators, carriers, automobile rental firms, event planners, and business clients (Vaníčková and Szczepańska-Woszczyna, 2020). Additionally, Hilton enters into franchise contracts with independent hotel proprietors, enabling them to run their establishments under the Hilton name while making use of marketing, distribution, and operational assistance from the latter (Paley, 2017).
Hilton Hotel takes into account the following macro-environmental parameters while conducting climate analysis (PESTLE):
• Political: Laws and policies affecting the tourism and hospitality sectors.
• Economic: How the economy is doing has an impact on consumer travel and tourist expenditure.
• Sociocultural: Social trends, alterations in travel choices, and cultural changes.
• Technological: Advances in mobile applications, artificial intelligence, and digital technology.
• Environmental: Ecological responsibility and sustainable practises are becoming more important.
• Legal: Adherence to applicable federal, state, and local laws as well as workplace rules.
(Source: McCamley and Gilmore, 2018; Ferrell et al., 2021)
Hilton's marketing strategy includes the four Ps:
• Product: A range of hotel options, including high-end, upmarket, mid-scale, and low-cost lodging.
• Price: Various price plans are dependent on the area, the time of year, and the degree of service.
• Promotion: To draw and keep consumers, businesses use advertising, internet marketing, public relations, and loyalty programmes.
• Place: Prominent global presence with hotels situated in popular travel hubs, as well as agreements with travel agents and internet booking platforms.
(Source: Chaffey and Smith, 2022; Elsayed Fayed, 2021)
[bookmark: _Toc135055094]Objectives
SMART Goal: Within the next 12 months, grow the market share of Hilton Hotels by 10% by attracting a younger audience with creative digital marketing strategies and tailored experiences.
[bookmark: _Toc135055095]Strategy 
The new value proposition for Hilton Hotels places an emphasis on creating memorable and personalised experiences in order to improve the overall guest experience (Gagnon, 2016). The plan will focus on integrating cutting-edge technological solutions, improving service quality, and providing visitors with distinctive and customised experiences.
The Ansoff Matrix
Hilton Hotel can use a market development plan from Ansoff's Matrix to overcome any difficulties relating to the brand's reputation as a result of negative evaluations (Chernev, 2020). This entails focusing on new consumer demographics or breaking into new markets with an enhanced value offer (Westwood, 2022). Hilton may extend its clientele and enhance the impression of its brand by pursuing new market niches or geographic areas.
Modifications to the Marketing Mix
Product: To stand out from the competition and satisfy the preferences of the target market, introduce fresh experiential offers, such as themed packages or carefully selected local experiences.
Price: Consider price options carefully to maintain competition in the areas you've chosen (Da Silva and Las Casas, 2017). To entice new clients and promote experimentation, take into account providing exceptional discounts or promotions.
Promotion: Implement a thorough digital marketing plan that highlights personalised interactions and draws attention to the brand's advancements. 
Place: To boost accessibility and serve the intended consumer categories, the hotel should expand into new marketplaces or consider forming partnerships with other lodgings (McDonald and Wilson, 2016).
[bookmark: _Toc135055096]Tactics 
RACE/Communications Mix:
Reach:
· Work with bloggers and influencers in the travel industry to create buzz and expand your audience.
· Share interesting information on social media channels, advertise exclusive deals, and highlight one-of-a-kind visitor experiences.
Act:
· Implement retargeting tactics to encourage potential guests who have expressed interest to complete their bookings; 
· Optimise the hotel's website to provide a user-friendly interface and a seamless booking procedure.
Convert:
· Create customised offers and promotions based on consumer preferences and prior behaviours by segmenting the customer database and personalising email marketing campaigns.
· Implement a CRM system to monitor consumer interactions, preferences, and feedback, enabling personalised and focused communication.
Engage:
· Promote user-generated content by putting user-generated content initiatives in place, including social media hashtags or picture contests.
· Keep an eye on consumer feedback and comments posted by guests on social media platforms and review websites, and reply as soon as possible.
Improving Current Communications:
· Perform an evaluation of the hotel's existing communication channels, including its social media pages, email marketing programmes, and website content.
· Identify areas that need to be improved, such as inconsistent messages, a lack of follower interaction, or out-of-date information.
Missed Opportunities:
· It's possible that the Hilton Hotel lost out on possibilities to fully utilise social media sites like Instagram and TikTok to highlight unique experiences and interact with a younger audience.
Steps to Introduce:
· Create a social media content calendar to guarantee regular publishing and interaction on all channels.
· Invest in social media listening tools to track mentions and conversations about the hotel and quickly address visitor comments.
[bookmark: _Toc135055097]Action 
Search Engine Optimization (SEO): 
· Improve website exposure and organic search ranks 
Online Advertising (Google Ads, Display Ads):
· Use eye-catching ad creative to target particular demographics and geographic areas.
Social Media Marketing (Facebook, Instagram, Twitter):
· Use social media marketing (Facebook, Instagram, Twitter) to interact with customers, highlight distinctive experiences, and advertise exclusive deals.
Influencer Partnerships:
· Work with bloggers and influencers in the travel industry to broaden your brand's reach.
Email Marketing:
· Sending personalised offers, news, and advice to current and future clients via email.
Content Marketing:
· Create and distribute useful and pertinent material through blog entries, videos, and infographics.
[bookmark: _Toc135055098]Control 
Customer Acquisition: Measure the number of new clients obtained through different methods, such as direct reservations, social media recommendations, and influencer collaborations.
Revenue and Profitability: Track the growth in revenue and profitability while concentrating especially on direct bookings and upselling strategies.
Customer Satisfaction: Track customer satisfaction scores using post-stay surveys, internet reviews, and sentiment analysis on social media to identify favourable perceptions of the business.
Website and Social Media Analytics: To evaluate the success of online marketing initiatives, and examine website traffic, conversion rates, engagement metrics (likes, comments, and shares), and follower growth on social media platforms.
Brand Awareness and Perception: Conduct brand perception studies to evaluate shifts in the target market's awareness, consideration, and preference for the brand.
[bookmark: _Toc135055099]Conclusion
In conclusion, there are a number of possibilities and problems for the Hilton Hotel's marketing strategy. Overcoming poor brand impressions, fierce competition, and adjusting to shifting consumer preferences are challenges. The following suggestions are made in order to solve these issues:
 • Improving the visitor experience through tailored and creative offerings.
• Focusing on market development strategies to enter new markets and draw in new client categories. 
• Making use of digital marketing and social media to reach and interact with target customers.
Implementing these suggestions and routinely assessing and modifying marketing tactics can help Hilton Hotel spur development, boost client happiness, and keep a competitive edge in the hospitality sector.
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[bookmark: _Toc135055101]Introduction 
I appreciate you listening as I discuss the Hilton Hotel's marketing strategy today. With the use of these techniques and approaches, the Hilton Hotel will be better able to stand out in the market, draw in and keep clients, and eventually expand its clientele. The strategy is based on a careful examination of the business's existing state, target market segmentation, and market trends.
[bookmark: _Toc135055102]Discussion 
Recalling our target consumer categories will help us get started. Business travellers and youthful leisure travellers looking for distinctive experiences are two significant client categories we have discovered for Hilton Hotel through extensive market research and segmentation analysis. We can successfully adjust our marketing initiatives by having a thorough understanding of the particular requirements and preferences of these segments.
We will concentrate on delivering great service, efficiency, and convenience to business travellers. When business travellers are seeking rooms, we will make use of digital marketing strategies like search engine optimisation (SEO) to make sure that the Hilton Hotel is prominently shown in search results. Additionally, we will put in place a thorough email marketing plan, providing this group with exclusive offers and discounts. By emphasising our business-friendly features, such as our conference rooms with all the necessary technology and dependable Wi-Fi, we will position Hilton Hotel as the best option for business travellers.
We will place an emphasis on memorable stays for young leisure travellers looking for uncommon experiences. Our social media approach will concentrate on aesthetically attractive content that highlights nearby landmarks, handpicked activities, and the energetic vibe of the Hilton Hotel. To create excitement and reach a larger audience of young travellers, we will work with travel influencers and bloggers. We will promote a feeling of community and generate buzz for our brand by introducing user-generated content initiatives and encouraging visitors to share their experiences using branded hashtags.
We will keep a careful eye on important indicators and KPIs to assess the effectiveness of our marketing initiatives. This includes monitoring brand perception polls, website and social media analytics, customer satisfaction ratings, revenue and profitability growth, and rates of client acquisition. Regular analysis and reporting will provide us with insightful information that will help us make data-driven decisions to improve.
[bookmark: _Toc135055103]Conclusion 
In conclusion, Hilton Hotel hopes to improve the guest experience, broaden its market reach, and spur economic growth by putting the ideas and methods stated in its marketing strategy into practice. We are confident in our capacity to attract and keep clients in a highly competitive business by focusing on providing unique experiences, utilising digital platforms, and targeting the specified customer categories. I appreciate your time and interest, and I look forward to your questions.
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