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“A Comparison of Marketing Method between two multinational hotels”
For attracting, maintaining, and retaining travellers in the tourism and hospitality sector, effective marketing techniques, strategies, and tactics are required. This essay will highlight the marketing strategies and techniques of two multinational hotels like Six Senses Hotel and Holiday Inn Hotel (Hooley et al., 2017).  This essay will also discuss the situational analysis methods (like SWOT analysis, PESTLE analysis etc.), marketing mix, segmentation, targeting, and positioning, as well as marketing communications, that are used to analyse how these two brands sell their products and services. 
The SWOT (Strengths, Weaknesses, Opportunities, and Threats) framework are suitable for analysing the internal factors of Six Senses Hotel and Holiday Inn Hotel. Six Senses have a strong brand reputation for its luxury and wellness segment, high-quality services, unique selling proposition, and the exclusive experience it provides to its customers at its resorts and spa which serve as its major strengths (Blokdyk, 2018). However, its limited presence and higher price can be a major weakness in competing with larger hotel chains. Six Senses have the opportunity to customise services to meet individual preferences, expand into new geographies and untapped markets, to become partners with eco-conscious organisations as people’s interest in wellness tourism and sustainability continues to rise. On the other hand, the wide global presence and brand recognition that appeal to diverse customer groups along with its affordable services, consistent service qualities and standardised amenities serve as major strengths for Holiday Inn (Smith and Zook, 2020). Its weakness includes a limited focus on luxury and customised experience, difficulty in standing out from other mid-range hotel brands, and difficulty in sustaining consistent quality across its large hotel chain. However, raising demand for affordable accommodation, expansion to new locations, and serving a wide range of customers using online platforms or travel agencies are the major source of opportunity for Holiday Inn. However, both six sense and Holiday Inn face similar challenges due to several factors such as the intense competition in the hospitality industry, any situation like war or COVID-19 that disrupt the travel and tourism industry, ongoing economic downturn, changing customer preference, and so on (Campbell & Craig, 2016). For analysing external factors, the PESTLE (Political, Economic, Sociocultural, Technological, Legal, and Environmental) tool is best suited and gives the optimum result. Political stability, government policies, and regulations related to tourism in the countries where Holiday Inn and Six Senses operate are crucial for ensuring the smooth functioning of these brands (Wood & Verginis, 2019). Consumer spending on luxury travel is influenced by economic factors such as economic growth rate, economic stability, demand for affordable accommodation, target market stability, currency exchange rate, etc. (Nykiel, 2017). Six Senses is influenced by social economic factors like changing customer preference toward luxury travel, changing customer demand and awareness for sustainable tourism while changing travel preferences and trends also have an impact on Holiday Inn as there is an increased focus on local experiences and cultural immersion (Madsen & Grønseth, 2022). Advancements in technology, the use of online booking platforms, and digital marketing are part of the technological factors that greatly influence both of these brand activities. Finally, legal factor includes local regulations, employment laws, intellectual property law, and environmental regulations that impact the daily function of Holiday Inn and Six Senses to avoid any legal consequences. Both Six Senses and Holiday Inn must recognise these internal and external aspects to successfully navigate the dynamic hospitality market and reach wise strategic decisions. Next, we will explore the 7Ps of marketing for Holiday Inn and Six Senses which is an expanded version of the traditional marketing mix and include Product, Price, Place, Promotion, People, Process, and Physical Evidence (Kotler, 2020). In the case of Six Senses, their product offering goes beyond traditional hotel accommodations as they provide luxury resorts and spas, offering unique experiences such as organic dining, spa treatments, and eco-friendly initiatives. On the contrary, Holiday Inn's product is centred on comfortable and affordable accommodations suitable for both business and leisure travellers by providing standard hotel amenities and services expected by their target market (Saha, 2020). As for Price, Six Senses adopts a premium pricing strategy to reflect the added value and unique experience while Holiday Inn follows a mid-range pricing strategy, aiming to provide affordable accommodations to a broader customer base (C. & Clarke, 2018). For providing an immersive, exclusive, and refreshing experience to customers Six Senses strategically selects secluded locations known for their natural beauty whereas Holiday Inn, selects locations in urban and suburban areas, providing convenient access to city centres, business districts, and popular tourist destinations (Jobber and Ellis- Chadwick, 2020). As for promotion, Six Senses emphasise digital marketing, utilising websites like social media, and targeted internet advertisements to connect with luxury craving and ecologically sensitive customers while to reach a wider audience of customers, Holiday Inn focuses on traditional advertising strategies like TV commercials and print ads with digital marketing strategies like social media campaigns and alliances with online travel agents. The staff and employees who interact with customers are referred to as People (Kotler, 2017). Six Senses places a strong emphasis on meeting the luxury and wellness needs of its customers, and it trains its staff to deliver great service by making sure that they know about the resort's wellness practices and sustainability initiatives. The staff at Holiday Inn, on the other hand, is educated to meet the demands of a variety of customer groups, including families, business travellers, and people on a tight budget, with a focus on providing friendly and reliable service. The process is the system by which Holiday Inn and Six Senses deliver their services to intended customers (Bowie, D. Buttle, F. Brookes, M & Mariussen, A., 2017). While Holiday Inn concentrates on speedy check-in and check-out procedures, delivering uniform service across its global network, Six Senses' process is designed to provide guests with a seamless and personalised experience throughout their operations. Holiday Inn and Six Senses may identify and target particular client segments with the help of segmentation, targeting, and positioning (STP) (Anozie, 2016). Based on psychographic characteristics, Six Senses segments its market into groups and offers to people looking for luxurious and eco-friendly experiences. Holiday Inn, in comparison, takes a broader approach to demographic segmentation, focusing on both business and leisure travellers in need of comfortable and reasonably priced accommodation targeting a broader customer base, including families, business travellers, and budget-conscious individuals, Six Senses concentrates on high-end luxury travellers and positions itself as a leading brand in the luxury wellness category. While Holiday Inn positioned itself as a reliable and practical choice for travellers, giving consistent service and quality across its global network, Six Senses emphasises sustainability, offers eco-friendly initiatives, and promotes responsible tourist practices. Six Senses has a strong presence in its targeted market but it should further strengthen its brand partnership to amplify the brand's message and expand reach, tailor wellness programs and services to individual preferences and expand to untapped luxury travel markets (Curry & Curry, 2018). Holiday Inn should invest in enhancing digital marketing efforts, leverage customer reviews and testimonials to build trust among customers, and use unique aspects to promote differentiation within the hotel. These steps will help both companies to explore more market share and build strong relationships with customers.
The comparison between Six Senses and Holiday Inn's marketing philosophies has highlighted the distinctive tactics used by both international hotel brands. Six Senses has positioned itself as a luxury brand by offering exclusive experiences, Holiday Inn targets a broader market segment, providing reliable and affordable accommodations. By analysing the marketing mix elements, we have identified the key factors that contribute to the success of Six Senses are its luxury offerings, sustainable practices, and personalised services (Grewal, 2015). On the other hand, Holiday Inn capitalises on its global network, convenient locations, and value-for-money proposition to attract a wide range of business and leisure travellers. The importance of utilising social media and digital marketing alongside traditional advertising methods has been highlighted as Six Senses capitalises on digital platforms to attract their customers whereas Holiday Inn combines traditional and digital marketing channels to reach a broader customer base.
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