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Marketing activities facilitate the overall performance of hotel and tourism businesses. Hence, marketing methods of a tourism and hotel business in the global industry are highly crucial. Founded in 1995 and with headquarters in Bangkok, Thailand (Stombelli, 2020), Six Senses is a chain of high-end hotels and resorts. Sustainable practises, wellness, and community are at the heart of the brand's commitment to providing guests with unforgettable stays. Thailand, the Maldives, Vietnam, Seychelles, Portugal, Oman, Turkey, and Fiji (Stombelli, 2020) are the countries where Six Senses has hotels and resorts. Since its inception in 1952, Holiday Inn has expanded to become one of the largest hotel networks in the world, with over 1,200 resorts and hotels located in over 70 nations (Rafahat, 2022). Holiday Inn often provide a number of services and facilities aimed at both business and leisure guests. The slogan (Rafahat, 2022), "Stay You," is meant to convey the brand's dedication to catering to each guest's unique wants and requirements in a way that seems genuine. This essay will draw a comparison between these two hotels with the ideas of situational analysis, marketing mix, and segmentation targeting. 

[bookmark: _Toc96418336]A comparison of the marketing methods of two multinational hotel brands.
Six Senses hotels have a few strengths, like unique and great experiences with sustainability, wellness, and luxury (Silva, 2018). Besides, it has a strong brand reputation in the industry. Diversity in resort collections in different locations has made it a unique choice. One can easily have super personalised packages. As the brand emphasises social responsibility and overall sustainability, people are likely to be with the brand. Holiday Inn has certain strengths too. One of the key strengths of the brand (Maltseva et al., 2021) is having a lot of hotels worldwide and its ability to offer a range of hotels at different price points. It is not possible with Six Senses hotels. Besides, its parent company has a very high brand value and allows it to expand across continents (Maltseva et al., 2021). Six Senses Hotels will not be able to do so. The main weakness of Six Senses hotels is less accessibility to budget-conscious travellers (Pakpahan et al., 2019). Besides, its hotel number is also smaller. Holiday Inn is still trying to increase its position inside the market in emerging economies. And it must compete with local brands (CRISTINA and LOREDANA, 2019) with higher competitive positions. Hence, both brands face higher competition. Both hotels have certain opportunities to expand into new markets and destinations to reach a wider audience. It is higher for Holiday Inn hotels. Six Senses Hotels has opportunities to collaborate with other luxury brands and organisations with significant growth in the wellness tourism industry (Almeida et al., 2023). As Holiday Inn is in different countries, it has opportunities to launch country-specific offers. Besides, there are other countries in the world where they can start their activities. Now the analysis of threats will come here. The Russia-Ukraine war (Banyeva et al., 2023) has been a big problem for both hotels. Different natural disasters have been increasingly happening nowadays, threatening hotels. The 2023 global position has significant negative impacts on economic conditions like inflation, geopolitical events, climate change (Banyeva et al., 2023), etc. Hence, luxury hotels like Six Senses have greater threats compared to Holiday Inn. Hence, both hotels have significant common challenges. Six Senses are more into worldwide economic and geopolitical challenges, and Holiday Inn hotels are more into competitive economic challenges. From their PESTLE analysis (Pradini et al., 2022), it is found that both hotels affect by political stability in the operating countries. Besides, the exchange rates in the economic condition have been very inconsistent, making people more likely to go for luxury vacations. For the social factors, Six Senses is ahead of Holiday Inn. Both hotels have significant technological advancements. But a clear threat here is the advancement of other media like Airbnb. Hence, Six Senses must be more adaptive here than Holiday Inn. Both hotels have to maintain the legal regulations of the operating countries. Environmental points of the hotels are very crucial as there were a lot of natural disasters in 2022 (Almeida et al., 2023). Hence, new environmental patterns also made the brands focus more on sustainability practices. 
Holiday Inn is not a rival of Six Senses Hotel in the industry. Hence the two companies' marketing strategies are vastly different. The unique and all-encompassing luxury experiences (Klemi-Stojanov, 2020) provided by Six Senses Hotels may be found at any one of their many hotels and resorts. However, Holiday Inn provides a range of room types, from economy to deluxe, to meet the requirements of its customers (Christopher, 2021). Consequently, it is a unique product. Holiday Inn offers a wider selection of hotel prices to accommodate a variety of guests, travel budgets, and geographic regions (Christopher, 2021) than Six Senses Hotels. Six Senses is known for selecting locations for its hotels that provide very precious scenery and experiences. Holiday Inn hotels are situated in prime locations, such as at or close to transportation hubs, commercial areas, and popular tourist destinations (MESLEM and ABDERRAHIM, 2022). They are the sort to visit more frequently. Six Senses Hotels market their establishments in standard ways, plus PR actions and collaborations with high-end lifestyle manufacturers. Customer-centric marketing and positive word-of-mouth (Sewanso et al., 2022) are also important. Digital advertising, social media, loyalty programmes, airline and travel agency partnerships, and seasonal specials are more likely to be used for Holiday Inn's marketing (MESLEM and ABDERRAHIM, 2022). Six Senses hires and trains competent workers with a commitment to health, environmental responsibility, and social responsibility. Guests may also count on excellent service from the staff at Holiday Inn hotels. From the time a guest books a room at a Six Senses Hotel until the time they check out, they are treated to a streamlined and immersive experience. Organic gardens, spa treatments, etc. (Vora, 2018), are some of the ways the brand prioritises guests' health and the environment while creating once-in-a-lifetime opportunities. The goal of all Holiday Inn hotels (Samatovich, 2021) is to make their guests' vacations and free time memorable and stress-free. Sustainability, wellness, and luxury are all reflected in the aesthetic of a Six Senses Hotel. The hotels and resorts are built using sustainable and natural materials to provide visitors with a one-of-a-kind experience. The hotels within this chain are known for their dedication to providing guests with an authentic taste of the area's culture. However, Holiday Inn provides physical evidence of its convenient and cosy accommodations (Samatovich, 2021). The demands of business travellers are considered in the construction of these hotels, which provide amenities including conference spaces and business centres. Consequently, the marketing mix employed by the two brands serves quite distinct purposes. 
According to the Similarweb analysis, Six Senses mainly targets audiences of 20.47% in the age group of 18-24 and 32.71% in the age group of 25-34. 23.35% of the visitors here are from the USA, 6.2% are from India, 6.18% are from Vietnam, 5.69% are from the UK, and 58% are from other countries. Holiday Inn mainly targets audiences of 23.26% in the age group of 25-34 and 19.09% in the age group of 35-44. US audiences of the hotel are 63%, UK audiences are 5.23%, and 30% are from other countries. Hence, it is clear that Holiday Inn is more prominent, with more US customers focusing on a more diverse range of age groups. 
Each hotel takes a somewhat different approach to customer acquisition based on its specific services and clientele. Customers who are looking to experience something truly special are the ones Six Senses Hotels caters to. In addition, this service is aimed at a niche demographic (Silva, 2018) that consists of those who enjoy lavish vacations in natural settings, whether they be urban, rural, coastal, or mountainous. The emphasis of the brand is always on individuality. Consequently, it is crucial to aim for a specific demographic of mind. In addition, it lets people make their own plans, which is a huge selling point (Sewanso et al., 2022). Therefore, the emphasis placed on this is likewise crucial. Holiday Inn, on the other hand, aims to attract travellers who want a centrally located hotel that is easy to get to from any point of interest. The target audience consists primarily of businesspeople, families, and vacationers (Maltseva et al., 2021). In addition, the brand's consumers desire a dependable and consistent encounter with minimal disruption. In addition, it offers a variety of loyalty programmes to attract and retain consumers who are likely to become regulars. A perceptual map can be a better option for positioning the brands. From the map, Six Senses is in the luxurious and expensive section along with Hilton and Four Seasons. Grand Hyatt is between luxury and comfort. Avanti Palms is expensive, but the luxury level is lower. Holiday Inn is situated in the affordable and low luxury category with Excalibur and Best Western. Though Best Western also provides luxury experiences. Sheraton is in the middle of affordability with luxury. Hence, it is clear that Six Senses Hotels and Holiday Inn hotels occupy different positions in the market. Six Senses often face issues from external factors in designing the plans and locations. Besides, it also tries to enhance its offerings so that its uniqueness often attracts customers. Holiday Inn also has to compete with local brands and maintain its services regularly so that people regularly come here to avail the offerings. 

[bookmark: _Toc135176350]Conclusion 
[bookmark: _Toc96418337]In conclusion, this essay examines the advertising approaches taken by Holiday Inn and Six Senses Hotels. Holiday Inn is a global chain with a wide variety of hotels in all price ranges, while Six Senses Hotels excels at creating one-of-a-kind, immersive experiences at the intersection of sustainability, wellness, and luxury. Both hotels face obstacles like fluctuating economies and political climates in their target markets, as well as fluctuating exchange rates, rapid technology development, and environmental concerns. Holiday Inn welcomes customers with a broader range of budgets and tastes than Six Senses Hotels. Six Senses Hotels promotes its properties through the usual channels and public relations efforts, and partnerships with luxury lifestyle manufacturers. Holiday Inn uses online and social media marketing, loyalty programmes, airline and travel agency alliances, and holiday discounts to attract customers. Each establishment places a premium on pleasing its guests and making their stay memorable.
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Holiday Inn audiences
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Perceptual Map of Hotels
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