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[bookmark: _Toc135396878]Introduction:
This essay aims to compare the marketing methods and strategies of two multinational hotel brands, Six Senses and Holiday Inn. We will examine how these organisations market their products and services by utilising situational analysis tools, such as the marketing mix, segmentation, targeting, positioning, and marketing communications. This essay will also consider using social media and digital marketing versus traditional advertising and marketing techniques. Furthermore, we will analyse the brand messages and explore any changes due to contemporary issues or concerns within the hospitality market. Ultimately, recommendations will be provided to develop and enhance marketing activities for both brands, considering potential future growth and relevant industry changes.

[bookmark: _Toc135396879]Main Body:

[bookmark: _Toc135396880]Overview of Six Senses and Holiday Inn:
Six Senses:
Six Senses is a luxury hotel brand committed to sustainability, wellness, and unique guest experiences. The brand operates in various locations worldwide, offering upscale resorts and spas that cater to high-end travellers seeking rejuvenation and relaxation. Six Senses aims to create memorable experiences by focusing on holistic well-being, personalised service, and environmental responsibility (Six Senses, n.d.).

Holiday Inn:
On the other hand, Holiday Inn is a globally recognised hotel brand that caters to a broader range of customers, including business and leisure travellers. It offers a comfortable and affordable stay in convenient locations, focusing on providing a consistent and reliable experience across its properties. Holiday Inn aims to be a trusted choice for travellers seeking quality accommodations and services (Holiday Inn, n.d.).

[bookmark: _Toc135396881]Situational Analysis:
[bookmark: _Toc135396882]a) Marketing Mix:
Product:
Six Senses distinguishes itself through its unique product offerings, emphasising sustainable practices, wellness amenities, and immersive experiences. The brand creates memorable moments by providing guests access to pristine natural surroundings, organic cuisine, and customised wellness programs (Kotler et al., 2020).

In contrast, Holiday Inn focuses on offering standardised amenities and services to meet the needs of a diverse customer base. The brand provides comfortable rooms, meeting spaces, and reliable amenities such as restaurants, pools, and fitness centres (Armstrong et al., 2018).

Price:
Six Senses positions itself as a premium brand, commanding higher room rates due to its luxury offerings and personalised services. The pricing strategy is aligned with the brand's target market of affluent travellers seeking exclusive experiences (Kotler et al., 2020).

Holiday Inn adopts a more affordable pricing strategy to provide value for money to a broader range of customers. The brand offers competitive and promotional rates to attract price-conscious travellers (Armstrong et al., 2018).

Place:
Six Senses strategically selects locations that align with its brand values, such as pristine natural environments and destinations known for wellness retreats. The brand operates resorts in exotic destinations, targeting customers seeking tranquillity and connection with nature (Kotler et al., 2020).

Holiday Inn operates in both urban and suburban areas, focusing on locations near business districts, airports, and popular tourist attractions. The brand aims to provide convenient accommodations for travellers, emphasising accessibility and ease of reach (Armstrong et al., 2018).

Promotion:
Six Senses utilises various promotional activities to engage with its target audience. The brand emphasises digital marketing channels, including social media platforms, influencers, and content marketing, to showcase its unique experiences and sustainability initiatives (Kotler et al., 2020).

Holiday Inn employs a mix of traditional and digital marketing strategies. The brand utilises television and prints advertisements and online platforms to reach its target customers. Additionally, loyalty programs and partnerships with travel agencies contribute to promoting the brand (Armstrong et al., 2018).

[bookmark: _Toc135396883]b) Segmentation, Targeting, and Positioning:
Six Senses segments its target market based on psychographic and behavioural factors. The brand primarily targets affluent travellers seeking luxury experiences, wellness enthusiasts, and eco-conscious individuals prioritising sustainability (Kotler et al., 2020).

Holiday Inn adopts a broader approach, segmenting its market based on demographics and travel purposes. The brand targets business travellers, families, and budget-conscious individuals seeking reliable and comfortable accommodations (Armstrong et al., 2018).

Both brands position themselves differently in the market. Six Senses is a high-end, environmentally conscious brand focusing on wellness and unique experiences. In contrast, Holiday Inn is a reliable and affordable choice for travellers seeking consistent service and convenience (Kotler et al., 2020; Armstrong et al., 2018).


[bookmark: _Toc135396884]Marketing Communications:
Six Senses:
Six Senses employs an integrated marketing communication approach to engage with its target audience. The brand utilises social media platforms such as Instagram, Facebook, and YouTube to showcase its properties, wellness programs, and sustainability initiatives. By collaborating with influencers and wellness experts, Six Senses expands its reach and connects with potential guests (Six Senses, n.d.).

Holiday Inn:
Holiday Inn focuses on a mix of traditional and digital marketing communication channels. The brand maintains an active presence on social media platforms, engages in online advertising, and utilises email marketing to communicate with its customer base. Additionally, the brand invests in public relations to establish itself as a trusted choice in the hospitality industry (Holiday Inn, n.d.).

[bookmark: _Toc135396885]Brand Messages:
Six Senses is committed to sustainability, wellness, and creating extraordinary experiences. The brand's messaging revolves around its core values of eco-consciousness, mindfulness, and luxury, appealing to customers seeking a holistic and rejuvenating getaway (Kotler et al., 2020).

Holiday Inn provides guests with comfort, convenience, and a consistent experience. The brand message emphasises reliability, affordability, and accessibility, appealing to a wide range of travellers looking for reliable accommodations and services (Armstrong et al., 2018).

Contemporary Concerns and Industry Changes:
The hospitality industry has witnessed several contemporary concerns and industry changes that have influenced the marketing strategies of both Six Senses and Holiday Inn. One significant concern is the impact of the COVID-19 pandemic. Both brands have adapted their marketing activities to address customers' changing needs and preferences during this challenging time. For instance, they have enhanced their health and safety protocols, communicated reassurance to guests, and utilised digital marketing channels to engage with potential customers increasingly relying on online platforms for travel information and bookings (Dolnicar et al., 2021).

Another contemporary concern is the importance of sustainability and environmental responsibility in the hospitality industry. Six Senses, with its strong focus on sustainability and eco-conscious practices, has been at the forefront of addressing this concern. The brand has incorporated sustainability initiatives into its marketing messages and activities, appealing to customers who prioritising environmental stewardship (Kotler et al., 2020).

Additionally, changing consumer preferences and technological advancements have influenced marketing strategies. Both brands have embraced digital marketing and social media platforms to effectively connect with their target audience. Social media influencers and user-generated content significantly shape consumer perceptions and decisions, leading brands to invest in influencer marketing campaigns (Sigala et al., 2020).

[bookmark: _Toc135396886]Conclusion:
In conclusion, this essay has compared the marketing methods and strategies of Six Senses and Holiday Inn, two multinational hotel brands. By examining the marketing mix, segmentation, targeting, positioning, and marketing communications, we have identified similarities and differences in their marketing strategies. Considering contemporary concerns and industry changes, such as the impact of the COVID-19 pandemic, sustainability, and technological advancements, recommendations have been provided to develop and enhance marketing activities for both brands, fostering potential future growth. It is crucial for Six Senses and Holiday Inn to continuously evaluate their marketing approaches, adapt to evolving customer preferences and leverage digital marketing channels to maintain a competitive edge in the dynamic hospitality market.
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