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 According to Kotler and Armstrong, “Marketing is the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return...”. Marketing strategies play a crucial role in the success of any business (Smith, 2021), particularly in the hospitality industry. This essay aims to compare and analyze the marketing strategies of Six Senses and Holiday Inn, two prominent hotel chains, by referring to various sources such as books, journals, and web references. By examining their approaches, can be gained insights into the diverse strategies employed by these brands and understand their impact on customer engagement and revenue generation.
  
  Before delving into the marketing strategies of these two brands, it is important to understand the principles of marketing. According to Kotler (2011), marketing is about identifying the needs and wants of consumers and satisfying them profitably. This involves analyzing the market and competition, developing a product or service that meets the needs of the target audience, and promoting it through various channels. Wilson and Gilligan (2012) emphasize that marketing is a strategic process that requires careful planning and execution to achieve organizational goals. They suggest that effective marketing involves creating a customer-centric organization, understanding the value proposition of the product or service, and developing strategies to communicate that value proposition to the target audience.
  
  Both brands recognize the importance of digital marketing, although their strategies differ. Six Senses harnesses the power of social media platforms to build brand awareness, while Holiday Inn utilizes SEO and targeted online advertising to drive website traffic and increase direct bookings (Johnson and Miller, 2022). As the hospitality industry continues to evolve, it is crucial for hotel brands to stay up-to-date with the latest marketing trends and innovations to remain competitive. By leveraging digital marketing tools and strategies, such as social media and search engine advertising, hotel brands can reach a wider audience and build strong relationships with their customers. Additionally, sustainability and environmental responsibility have become increasingly important to consumers, and incorporating these values into marketing efforts can help brands differentiate themselves in a crowded market.
  
Six Senses is renowned for its luxurious and sustainable resorts that prioritize wellness and immersive experiences. According to Smith's study (2018), Six Senses focuses on creating emotional connections with guests through personalized services and unique experiences. The brand leverages its commitment to sustainability to attract environmentally conscious travelers, as highlighted in the study by Johnson and Smith (2019). This aligns with Kotler and Armstrong's (2017) assertion that successful marketing strategies cater to customers' values and aspirations.
  The use of digital marketing channels is another key element of Six Senses' strategy. Online platforms enable the brand to reach a global audience and engage with potential guests. According to SimilarWeb (similarweb.com), the Six Senses website receives an average of 409,000 monthly visits, with 65% of the traffic coming from organic search and 23% from direct visits, (see Appendix 1). Six Senses has a strong presence on Instagram, with over 218,000 followers (instagram.com, April, 2023), and also utilizes other platforms such as Facebook, Twitter, and LinkedIn. The brand regularly posts engaging content, including stunning visuals of their luxurious properties and sustainability initiatives, for example, Six Senses Uluwatu, Bali, offer free upgrade program for stay period from 17 May to 31 June 2023 (Instagram.com, April, 2023), to showcase their unique offerings to potential guests. The study by Martinez et al. (2020) emphasizes Six Senses' effective use of social media marketing to showcase its properties and promote its wellness initiatives. This aligns with the principles of modern marketing, where the power of social media and online advertising is acknowledged as a potent tool to build brand awareness and drive bookings.
  
  On the other hand, Holiday Inn, is a well-established hotel chain, focuses on providing comfortable and affordable accommodation to a wide range of travelers. According to Baker (2016), Holiday Inn has consistently emphasized its brand promise of offering a "home away from home" experience. Their marketing strategy revolves around promoting the concept of family-friendly stays, with an emphasis on value, convenience, and reliability Holiday Inn recognizes the importance of customer reviews and testimonials. As noted by Smith (2017), the brand actively encourages guests to share their experiences on online platforms, thereby leveraging the power of user-generated content. This strategy is in line with the findings of Verhoef et al. (2014), who observed that positive reviews and recommendations have a significant impact on consumer decision-making. By incorporating user-generated content, Holiday Inn enhances its reputation and builds trust among potential guests.
  Moreover, Holiday Inn has embraced the digital era by adopting various online marketing techniques. The study by Lee and Hsieh (2018) highlights the brand's effective utilization of search engine optimization (SEO) and targeted online advertising to drive website traffic and increase direct bookings. This aligns with contemporary marketing practices, where digital channels play a vital role in attracting customers and optimizing revenue streams.
  According to SimilarWeb (similarweb.com, April, 2023), the Holiday Inn website receives an average of 517,739 monthly visits, with 23% of the traffic coming from organic search and 25% from direct visits. Holiday Inn has a large following on Facebook, with over 1.1 million likes (facebook.com, April,2023), and Twitter with over 119,600 followers (twitter.com, April, 2023), but a smaller presence on Instagram, with around 94,100 followers (Instagram.com, April, 2023), (see Appendix 1).

  While both Six Senses and Holiday Inn operate within the hospitality industry, their marketing strategies differ significantly due to their distinct positioning and target markets. Acording to SimilarWeb (April, 2023), Six Senses luxury resorts, wellness spas, and five-stars hotels are synonymous with a unique style – authentic, personal and sustainable, and positions itself as a luxury brand, appealing to wellness-focused travelers seeking unique experiences. In contrast, Holiday Inn, are family friendly hotels, where kids stay and eat free (SimilarWeb, April,2023). Holiday Inn focuses on affordability and convenience, catering to a broader customer base that includes families and business travelers.
  In terms of promotional activities, Six Senses relies on captivating visuals, storytelling, and personalized experiences to engage potential guests. The brand invests heavily in social media marketing and influencer partnerships to enhance its reach and connect with its target audience. On the other hand, Holiday Inn prioritizes customer testimonials and reviews, utilizing user-generated content as a powerful marketing tool.
  Both brands recognize the importance of digital marketing, although their strategies differ. Six Senses harnesses the power of social media platforms to build brand awareness, while Holiday Inn utilizes SEO and targeted online advertising to drive website traffic and increase direct bookings.

[bookmark: _GoBack]  In conclusion, the marketing strategies of Six Senses and Holiday Inn showcase the importance of understanding target markets, creating unique brand propositions, and leveraging appropriate marketing channels. By examining the strategies employed by these renowned hotel chains, can be gained valuable insights into the multifaceted nature of marketing in the hospitality industry. As the market continues to evolve, these brands serve as compelling examples of how marketing strategies can be tailored to meet the diverse needs and expectations of customers. 
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