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[bookmark: _GoBack]The hospitality industry, like a great number of others, has to adopt cutting-edge advertising practices in order to continue running at a profit and to sustain the attention of its clientele. This study's objective is to compare and evaluate the marketing strategies utilized by two hotels specifically, Holiday Inn and Six Senses that cater to distinct clientele groups and provide a wide range of amenities and services to their patrons. The purpose of this project is to evaluate their current practices and suggest methods in which they may improve their marketing communications, marketing mix, segmentation, targeting, and positioning. This research compares and contrasts the marketing approaches utilized by two hotels that cater to quite distinct segments of the population and offer very distinct types of amenities. Within the scope of this study, the existing marketing approaches taken by hotels will be analyzed and recommendations will be made on how these approaches may be enhanced.
The hotel brand Six Senses has climbed to the top of the hospitality industry by putting an emphasis on eco-friendliness, wellness, and innovation, as well as delivering spectacular accommodations in off-the-beaten-path places. This strategy has allowed the firm to provide lodgings in some of the most desirable areas in the world. People who are interested in going on holidays that are truly one-of-a-kind and unforgettable have shown a good response to the company's commitment to being kind to the environment and giving outstanding service to customers (Syrdal & Briggs, 2018). On the other hand, Holiday Inn has been quite successful due to the fact that it offers rooms of a high quality at prices that are affordable. Customers that place a high priority on reasonable prices, convenience, and excellent service are likely to like this aspect of the business. Even if the consumer perception of the brand on a customer's Facebook page may be a matter of opinion, Holiday Inn continues to attract a considerable clientele. This is despite the fact that Holiday Inn is a chain of hotels. This is achieved through providing clients with consistently wonderful experiences and exceptional value (Shiau, et al., 2018).
Both Holiday Inn and Six Senses have had to alter their rates in order to account for the greater cost of doing business as a direct effect of inflation. This was necessary in order to maintain profitability. In order to maintain their level of financial success despite the challenges posed by inflationary pressures, these hotels must exercise effective cost management and bring their spending under control (Tran, et al., 2019). However, they are unable to afford to do so if it comes at the expense of their ability to remain competitive or the happiness of their clients. They need to be able to cope with the consequences of political factors such as continually altering legislation and international conflicts in order to remain competitive and produce amazing experiences for visitors. Those influences may be found in both domestic and international politics (Gould, 2021).
Both hotels need to give some thought to the product, pricing, positioning, and promotion, which are the four P’s that comprise what is known as the marketing mix. Product (comfortable, fairly priced rooms and exceptional service), Price (competitive rates), Place (a comprehensive presence and ties with online travel agents), and Promotion (a new website, partnerships, and social media) are the four components that make up the marketing strategy for Holiday Inn. The elements that make up Six Senses' marketing mix are as follows: place, which consists of being located in desirable locations; price, which consists of targeting affluent customers who are willing to pay for authentic and environmentally responsible experiences; product, which consists of luxurious and unique accommodations in remote locations with an emphasis on eco-friendliness and wellness; and promotion, which consists of content marketing, social media, and collaborations to showcase the resorts (Parsons & Lepkowska-White, 2018).
The SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) of a firm takes into account a variety of perspectives of the organisation's strong points, weak points, opportunities, and threats. The most significant aspects of Six Senses' business are the premium branding, ecologically conscious ideas, and one-of-a-kind services it offers. On the other hand, there are issues with the extremely high prices as well as the lack of any kind of brand awareness (Vermeer, et al., 2019). Holiday Inn has a reputation for being less luxurious than it actually is, and the opportunity exists for quality to vary from location to location. On the other hand, the chain's prices are relatively inexpensive, it has a wide availability, and it provides customer reward programs (Kenton, 2023).
The PESTEL analysis investigates the aspects of a company's surrounding environment that are most likely to have an impact on its operations. In order to successfully apply Six Senses, it is necessary to have a trustworthy government, a growing economy, cutting-edge technology, an unblemished natural environment, and a functioning legal system. The hotel takes full advantage of favorable political and economic circumstances, places a high focus on sustainability, makes every effort to ensure the comfort and safety of its guests, and complies with all rules and regulations that are now in existence (Veseli-Kurtishi, 2018). The upkeep of consistent political, economic, social, technological, and legal standards is very important to the success of Holiday Inn, which is strongly dependant on these factors. The hotel's operations are dependent not only on advances in politics and technology but also on a rigorous adherence to the procedures that have been predetermined in order to ensure a smooth functioning of such activities (Edrawmax, 2023).
The fact that the appendices contain a diagram of Bowman's Strategy Clock gives weight to the concept that the two hotels utilize various advertising tactics in order to attract consumers who are most suited for each institution. This idea is supported by the fact that the diagram can be found in the appendices. Holiday Inn caters to customers with more limited budgets who are searching for fundamental amenities, whilst Six Senses caters to individuals with a more disposable income who value true elegance and social responsibility (Thinkinsight, 2023).
The number of individuals who follow Holiday Inn on social media has increased across all platforms including Similar Web, but the number of people who follow Six Senses on Instagram has skyrocketed as a direct result of the cutting-edge marketing strategies that the company implements. Utilizing content marketing and other social media channels, Six Senses spreads the word about its one-of-a-kind business and the unique products it sells. On the other hand, Holiday Inn has made investments in a brand-new website in addition to partnerships in order to entice vacationers to visit their establishments. Both of these hotels have taken steps to ensure that their employees have received training in diversity, equality, and inclusion as a direct response to the racial justice movement and the new safety regulations that have been implemented (Similarweb, 2023).
Both of these hotel chains have developed cutting-edge marketing strategies by incorporating scenario analysis into their business strategy. The perceptual map illustrates how Six Senses may be able to attract rich customers by emphasizing the exceptional quality of its services and its dedication to the preservation of the natural environment. The company markets itself to potential customers as an alternative that is better for the environment and of higher quality. On the other hand, Holiday Inn has been able to achieve success by providing rooms that are not only inexpensive but also comfortable (Jamil, et al., 2022).
Advertising campaigns for both Six Senses and Holiday Inn aim to reach their respective target demographics in a manner that is distinctive to that group of consumers. Individuals who not only have the financial wherewithal to be able to make their own choices but are also concerned about the state of the environment are the target customers of Six Senses (Dwivedi, et al., 2021). Utilising social media platforms and content marketing, the company spreads awareness about the healthy and ecologically conscious products it manufactures. Holiday Inn is geared for tourists who are travelling on a more limited budget but are still interested in being in an environment that has the comforts of home while they are away from home (Ritz, et al., 2019).
The increased expectation among customers that firms will advocate for social and environmental issues has directly led to a shift in the marketing strategies that are utilized by digital and social media platforms (Asana, 2022). Six Senses is well aware that in order for the firm to continue to hold its position as the industry's preeminent service provider, it is imperative that significant resources be allocated towards content marketing and social media. The establishment of deeper connections with influential people in the travel industry may be of assistance to the brand in preserving its leading position in the market. Holiday Inn has the chance to widen its appeal to travelers who are concerned with keeping their holiday costs to a minimum by optimizing the user experience on its website, providing more in-depth product images, and creating strategic connections with online travel brokers (Parsons & Lepkowska-White, 2018).
In conclusion despite the fact that the two hotels employed quite distinct approaches, the digital marketing methods employed by both hotels were successful in attracting the attention of their respective target groups. Both Holiday Inn and Six Senses have found success with different types of digital marketing, such as search engine optimization (SEO), pay-per-click (PPC) advertising, social media marketing, and marketing through influencers. Specifically, search engine optimization (SEO) and pay-per-click (PPC) advertising. Both of these businesses are including message about sustainability into their marketing campaigns, which is a reflection of the increasing prevalence of environmental consciousness in today's society. According to the results of the study, Six Senses should continue using its current advertising strategy, which places an emphasis on premium positioning and exclusivity while working towards the objective of growing sales. As a way of expanding company chances, you have the option of either securing a prominent place on existing trip booking systems or developing strategic connections with airlines and travel companies. Both of these options are viable options.
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