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[bookmark: _Int_rB0cS2W2]In this assignment and this essay in particular, we are going to look at and compare the different marketing strategies of two well-known global hotel chains. We will look at the way both Six Senses and Holiday Inn use an array of methods to utilise and maximise sales in today's current market.
Before we dive into a detailed analysis of these two hotel giants, it would seem at a glance that we may find that although they are both trying to achieve the same goal, be that of maximum profit via maximum usage through customers, we could see quite a difference in strategies and target audience. One would seem to be more appealing to sole travellers and couples looking for a more bespoke, unique style of relaxation. Whereas the other appears to wish to target a more generic audience and reach out to a wide range of customers including sole travellers and couples but also families and large groups. 
The aim is to compare both Six Sense and Holiday Inn by using situational analysis tools and similar web analysis site to differentiate between the two and gather evidence to confirm or combat the preconception.
Currently, Six Senses, operating out of its headquarters in Thailand, was founded in 1995 and boasts up to 5000 employees bringing in an annual revenue between $200-500M. They claim to provide only five-star accommodation offering luxury resorts and wellness spas tailored for a more unique and personal experience.
[bookmark: _Int_Y1780DoZ]Holiday Inn whose headquarters are based in Russia, were founded back in 1952, have a mass of over 10000 employees and a revenue of up to $1B. On their website they advertise a more family orientated and child friendly experience that in turn comes reasonably priced and offering online offers to further entice customers.

First, we are going to look at the Six Senses Hotel chain and weigh up its strengths and weaknesses and take a look at any risks it may involve but also the opportunities they create. Six Senses is a luxury hotel and resort brand that has 22 open hotels with 1,569 open rooms and 41 hotels in the pipeline as of March 31, 2023. With the majority of these hotels situated in highly sought after and well visited locations across four continents. Although this could easily be seen as a strength and huge selling point for Six Senses, it could also hinder the company's financial gains as there are an extremely vast number of big cities in popular countries that are yet to offer their services. Taking this approach is quite risky in terms of missing out on a lot of potential custom however it is a cunning way to appeal to a select niche market who are prepared to pay a much more premium price for quality and exclusivity.  To add shed some light on the price range for a one-night stay based on today's date, at the Six Senses hotel in Rome, its £1200. In contrast to the Six Senses hotel in the Seychelles based on one night stay is currently £1299. Both have a policy which states no under 12s.  Their website was visited 433k times last month for an average of 1.42minutes and globally ranked 125,305 among similar sites across the industry.  ¼ of this online traffic came from the USA, ¼ coming almost equally combined from India, Uk, Vietnam and Israel with the other ½ from the rest of the world.  Around 50% of the age range of visitors has been below 35yrs old. Site traffic reported from users of the Six Senses pages have mostly been searching for categories involved with accommodation and travel, hitting the majority of tags through keywords surrounding travel, hotels and Google. Fundamentally the highest channel distribution has come from organic searches specifically for Six Senses with Ibiza topping the data search. More than 70% of the company’s social footprint is shared equally between YouTube and Facebook. This would suggest they're massively underselling their services on some of the world’s largest platforms such as Instagram.  

Across the map in Russia, the Holiday Inn corporation has a similar interest but stack up quite differently in some areas. Ranked not too far ahead with a global placement of 125,126, they have an online reach nothing short of 538,7k per month. As of December 31, 2022, there were 1,226 Holiday Inn hotels worldwide. This figure shows an increase of eight hotels when compared to the previous year.  Currently standing fractionally higher in the global rankings for similar sites involved with travel, tourism and accommodation, the Holiday Inn brand, 63.85% of site traffic comes directly from the USA with only 5% coming from the UK and the other 30% spreading across the world. With an almost 50-50 split between male vs female visitors and the highest age range data coming from 25-34, 23.26%, there is a much more levelled spread range across all the other age groups. The other four categories reached 19% 17% 14% 14% and 11%. As to be expected the audience traffic for the online site have the common interests of travel and accommodation, hitting the top topic tags of travel, hotels and news. Holiday Inn have really branched out to the point you can find them situated in each of the continents around the world and in most of the major cities and along major routes. The variety of hotel they offer is vast, for instance, you could find yourself on one occasion staying at a Holiday Inn at the side of one of the UKs (United Kingdom) busiest motorways, and on another occasion be taking in a completely different experience in the warmer climate of Jamaica. They really do target a much wider audience and offer slightly less in terms of bespoke luxury and have gone for a more universal quality along with the quantity to generate custom. From the data we have looked at we can see that quite a high amount of the online traffic has come from paid search at 42% with on half of that percentage being searched organically. Also, the contribution towards the social engagement coming from one particular platform massively outperforms all the others.  That being Facebook with a mammoth 92%. Leaving plenty of room to increase their footprint if they were to introduce more measures to include a presence on major global platforms such as YouTube and Instagram. It would seem Holiday Inn have been prepared to compromise on a lot of marketing opportunities in the hope that the price range along with the assured level of quality and experience is enough to grow sufficiently.  For example, a Holiday Inn hotel in Manchester, United Kingdom, for one night stay at today's prices are from £145. In contrast to that a one-night stay in a Holiday Inn hotel for one room in Montego Bay, Jamaica is from £199. Not much of a price difference considering the huge change of location, services, climate and value for money.

In conclusion to the research and findings, it would seem that the initial assumptions made prior to overlooking the data were quite accurate. The Six Senses hotel brand do seem to offer a more luxury style higher class opportunity to relax and enjoy more limited but tremendous parts of the world.  Infused with an array of backdrop photo opportunities, these locations would grip the attention of anyone looking for a lavish outing and break away from day-to-day life. On the flip side the Holiday Inn chain are much more easily accessible to the average income household and offer accommodation from smaller quick pitstop hotels to luxury rooms in Caribbean Islands. However, they are significantly cheaper and also cater for all family members all ages. For this reason, they are slightly more popular with online traffic but in terms of availability they both do extremely well.  Six Senses for most will be bucket list type get away whereas Holiday Inn are more common and value for money. Some would put forward that Six Senses are unaffordable to a lot of families; this would seem to be part of their pricing strategy and no children aimed policies. It would be unwise to associate the data for online traffic to the number of bookings taken as especially with the Six Senses websites, people would visit for inspiration and out of curiosity into a world some may never afford to see. 
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