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Marketing is a core organizational function of a company that is responsible to spread brand awareness among the target market. Strong and strategic marketing practice make the company stronger since there is intense competition in the market (Hausmann, and Schuhbauer, 2023). Nowadays, every business is relying on marketing because it can create unique value for the customer, grab their attention, and create a good relationship with them. Marketing not only deals with the customer, but also uses different techniques and strategy to influence the suppliers, investors, and other respective personnel in terms of getting benefits and competitive advantages in the market over the competitors. So, the companies need to keep more attention while practicing marketing for new and existing products. This is an essay that is going to do a comparison of marketing methods between two marketing hotel chains named Six Senses and Holiday Inn. This comparison consists of marketing mix, marketing strategy, targeted customers, and so on. 
Six Senses is a renowned hotel brand which provides luxury hotel and resort services to the tourists and its guests. It was founded in 1995 and the headquarters is situated in Bangkok, Thailand. The main motive of this brand is wellness and sustainability. It operates its hotels and resorts in different regions including Asia, America, Middle East, and Europe. This brand offers a wide variety of products and services including spa treatments, various wellness programs, Yoga, medication, eco-friendly elements, etc.
Holiday Inn is an American hotel brand that was founded in 1952 by Kemmons Wilson. The headquarters of this hotel chain are in Atlanta, Georgia, and the United States. It operates its business operations across Asia, Europe, Middle East, Americas, and Africa. It offers a wide variety of consistent and reliable hotel services to the guest and travelers with 1,173 locations and 214,000 rooms.
For promoting the brands’, marketing mix is an important and efficient tool for the company. Marketing mix also known as 4P’s which means this marketing tool consists of four factors including product, price, place, and promotion (Karim, et al., 2021). Regarding to the Six Senses and Holiday Inn Hotel brand, the marketing mix is demonstrated in below: 
Product- Since Six Senses is a luxury hotel brand and its main motives are wellness and sustainability, it offers diverse products and services which are unique and exclusive. Its product line is categorized with room services, restaurant, Spa, Iberostar Beachfront Resorts, wellness programs & services, and so on. It basically offers premium and exclusive services rather than random offerings so that customers can get holistic experience from Six Senses. Holiday Inn is also a renowned hotel brand that offers comfortable and affordable hotel services to guests including dining, room services, easy reservation, pool, gym facilities, attractive lounges, laundry services, and so on. 
Price- Since Six Senses hotel claims that it is a luxurious hotel brand, it charges premium price for its premium services (Nuseirat, and Aljumahb, 2020). This brand is focusing on quality not quantity and it’s trying to offer a premium value to the guests and charges a price that is worth its value. But Holiday Inn does not charge premium prices for its services since it offers comfortable and affordable hotel services to its guests. It follows the competitive pricing strategy so that its targeted customer can easily consume their hotel services and enjoy a happy leisure time. 
Place- Six Senses Hotel brand operates its hotel business in only 17 countries across the world with 21 properties. Though it has limited locations and properties, those locations are situated in most desirable destinations around the world which attract the high-end customers who are seeking for luxury travel and hotel experience. On the other hand, Holiday Inn has 1.182 locations according to the states of 2022. These locations are situated in both urban and suburban areas so that all categories’ people can enjoy the hotel services with affordable costs. 
Promotion- Since, the competition and the era has changed dramatically, Six Senses is following both online and offline methods for promoting its brand across the market (Malik, and Sharma, 2019). Similar to Six Senses, Holiday Inn also follows both online and offline methods for promoting their brand. But Holiday Inn is also running different loyalty programs and getting partnerships with some local and international companies so that it can get better customer response and capture new markets around the world.
Both hotels are segmenting the market into three categories since both are doing business internationally. As mentioned earlier, Six Senses categorizes the market with high income capability and looking for luxury and exclusive hotel services under the demographics segment. Under the segment of psychographics, Six Senses segment the market with customers who are concerned about wellness and sustainability as well as eco-friendly services. Travelers have a variety of choices in their consumption like some people like general locations for traveling and some people like remote and private destinations which are easily accessible for all. So, Six Senses is segmenting the market with those customers who love to travel remote destinations. On the other hand, Holiday Inn segmenting the targeted customers who are budget conscious, value the reliability & consistency and would love to travel to accessible destinations rather than remote locations. 
During the time of targeting customers, Six Senses is paying more attention because it is a luxury hotel brand and offers premium hotel services to the customer. So, it is necessary to be careful that these hotel services are not affordable for everyone. It basically targeted the customer with high level income as well as having willingness to enjoy a luxury and premium time with family and friends. Moreover, Six Senses is following wellness and sustainability while offering the hotel services to the travelers and guests (Othman, et al., 2019). So, it targets those travelers or guests who highly prefer wellness and sustainability and are ready to pay a high price for the services. On the other hand, Holiday Inn is a popular hotel brand who makes the dreams true for the people who are looking for affordable and comfortable travel and hotel services. It basically targets all areas such as urban and suburban, as well as it is currently paying more attention to target the Generation-X who more likely travel and pay for hotel services. 
Six Senses is a good position in the lists of luxury hotel brands, but it needs to be stronger to sustain in the competitive world. So, it is trying to make the brand eco-friendly with greater sustainability so that it will be the first choice of travelers over its competitors. Further, it should try to find out some extraordinary remote locations to set up the hotel business there and make for a more exclusive vacation experience for the customer. Holiday Inn is working to maintain its position and make it stronger as an affordable and comfortable brand in the market. It positioned the market by offering a wide range of hotel services to the customer with greater accessibility and affordable price. Further, it is involved with some social welfare programs so that it can contribute to social welfare and put a good reputation of the company toward the society.
Compared to Holiday Inn, Six Sense was founded in the late 19th century. It was founded in 1995, so it is less engaged with traditional marketing methods (Pike, 2020). After the time it was set up, the digitalization era started. So, it gets all kinds of facilities through the technology to market its brand to the world. Digital marketing methods include social media, digital screen, email marketing, and so on. It is active on some social media like Instagram and Facebook by which it can keep a continuous interaction with the target audiences. Further, it has dealt with some influencers who can promote the brand and increase the awareness among the target customer. Moreover, it has also got a partnership with Tesla to offer premium transportation service to the customer. 
Since Holiday Inn was founded in the middle of the 19’s century, it has used traditional marketing methods to communicate with target audiences like newspapers, magazines, billboards, direct marketing, radio advertising, etc. (Polat, 2022). But, with the change of era and technology, now it has changed its marketing method tradition to digital. It did not completely stop the use of traditional marketing methods for marketing. Now, Holiday Inn gives focus on social media since 4.48 billion people are using social media and more than half of them are active members. So, this is a big platform to capture a large number of customer base for the brand. Further, sometimes it runs different social welfare programs to keep in touch with the target audience. 
The brand message of Six Sense for the people is reduce environmental negative impact, be eco-friendly and promote sustainability of environment. On the other hand, the brand message of Holiday Inn “Champion the Joy of Travel for Everyone.”
In conclusion, it can be said that marketing helps the business to grow from zero to hero. Effective marketing practice can put the brand at the top of the market and helps to lead the whole industry. Marketing is a multifaceted function that deals with customers, creates value for them, makes them satisfied, creates awareness, promotes internal and external activities, attracts investors, influences suppliers, and so on. This essay has demonstrated the different aspects of marketing like marketing mix, STP analysis and marketing methods for communication with audiences by comparing the marketing practice of two hotel brands. 
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