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                           A Comparison of The Marketing Methods of Two Hotel Brands
The four major components of a company's marketing mix are product, pricing, place, and promotion (Ferrell et al., 2021). Six Senses emphasizes a distinctive and sustainable experience. Six Senses is known for providing visitors with one-of-a-kind wellness experiences in magnificent settings, thanks to its luxurious and environmentally responsible facilities. The company's main products include upscale amenities, spa treatments, and wellness initiatives that promote overall well-being. Holiday Inn, on the other hand, is a mid-range hotel brand that promotes accessibility, comfort, and convenience for customers looking for an affordable place to stay with basic amenities.
 Holiday Inn uses competitive pricing to cater to budget-conscious tourists, whereas Six Senses uses a premium pricing strategy to represent its opulent facilities. To market to various segments, both brands carefully select their locations. To evoke a feeling of exclusivity and peace, Six Senses carefully chooses breathtaking locations, frequently in uninhabited, unspoiled areas. Because of this, the brand is better able to draw tourists looking for a distinctive and remote experience(Holiday Inn,nd) Contrarily, Holiday Inn concentrates on building a significant presence in important travel hubs, airports, and urban areas to meet the demands of both business and leisure travelers. Regarding brand promotion, Six Senses primarily focuses on Internet marketing and collaborations with upscale travel agencies and tour operators. It uses social media channels, exciting content, and influencer partnerships to engender a sense of demand and exclusivity(Six Senses,nd) On the other hand, Holiday Inn takes a more conventional approach, using a combination of offline and online channels to reach a wider audience. It uses advertising, public relations, and loyalty programs
 to interact with customers and raise brand awareness. 
Segmentation is essential for hotel brands to identify and target particular client segments effectively. Both brands use segmentation, targeting, and positioning techniques to target their target markets successfully. Six Senses focuses on the premium travel market, particularly those looking for individualized and private experiences in wellness and sustainability. The brand aims to attract ecologically concerned tourists seeking unique travel experiences and first-rate amenities (Silva, 2018). On the other hand, the target market for Holiday Inn is more significant. It includes business travelers, families, and tourists on a tight budget looking for convenient and reasonably priced lodging options. Six Senses ' well-defined target audiences are high-net-worth individuals, affluent vacationers, and health devotees who place a premium on experiential and eco-friendly travel(Holiday Inn,nd)Holiday Inn uses a broader targeting approach to meet the demands of various consumer groups, including business travelers, families, and vacationers looking for reasonably priced but comfortable lodging. Six Senses supplies rich, all-encompassing wellness experiences in clean and upscale settings. It emphasizes the general well-being of visitors while promoting its distinctive offers and highlighting its dedication to sustainability. Holiday Inn portrays itself as a dependable and practical hotel brand, providing cozy accommodations emphasizing affordability, accessibility, and various facilities(Holiday Inn,nd)
Marketing communications are essential for spreading a brand's message and interacting with the target market. Six Senses uses a multi-channel strategy, relying on influencer partnerships, social media, and digital platforms to market their distinctive products. The transforming experiences they offer are highlighted in their marketing campaigns, along with wellness and sustainability. Holiday Inn uses conventional and digital marketing platforms to reach its target audience. They invest significantly in social media campaigns and search engine marketing for internet advertising (Ketter & Avraham, 2021). Additionally, they use loyalty programs to reward repeat business and raise client involvement. 

Six Senses:

In this episode of Green Stories, Six Senses discusses the steps they take to be environmentally responsible. They communicate this information through short web updates and videos.
Six Senses provides virtual tours of its locations and programmes that may be accessed online. People are able to get a better idea of what they have to offer without even having to leave their homes.(Six Senses,nd)
Sharing the Experiences of Guests Six Senses encourages their guests to share their experiences by posting them on their website. They thereafter spread these posts farther. This enables other individuals to see what actual experiences are like at their resorts.(Marketinline,2021)
Holiday Inn:Local adverts Holiday Inn will display adverts to people in certain locations of the country. These advertisements provide discounts on local activities in addition to providing information about local attractions.(Holiday Inn,nd)
Emails: Holiday Inn will occasionally send their members emails including promotional deals and discounts. People are more likely to return to their hotels if they are reminded of them and encouraged to do so by this.
Collaboration with Travel Websites Holiday Inn collaborates with travel booking websites such as Expedia. Because of this, they are able to reach a greater number of people who are looking for someplace to stay.(Holiday,nd)
Holiday Inn both hosts and sponsors a variety of events throughout the year. This allows more people to become familiar with them, some of whom may subsequently decide to book a stay with them.
Both locations inform customers about the goods and services they provide in distinctive ways. They reach out to their clients through both traditional and internet channels.
A similar web analysis tool offers insightful data on a brand's online performance and audience involvement. The website of Six Senses receives a significant amount of direct traffic, organic search traffic, and referral traffic from upscale travel websites, according to Similarweb data. This demonstrates practical search engine optimization efforts and good brand recognition. In comparison, the website for the Holiday Inn receives a mix of referral traffic from online travel firms like Booking.com and Expedia, as well as direct traffic from search engines like Google. This implies a comprehensive web presence and marketing plan (Lukanova & Ilieva, 2019).
Their emphasis on online marketing is one thing Six Senses and Holiday Inn have in common. Both companies understand how crucial digital channels are for interacting with their target markets. They use social media platforms, SEO, and online travel agents to improve their visibility and draw in new customers. But their approaches to digital marketing are different. While Holiday Inn concentrates on price, convenience, and family-friendly experiences in its digital advertising, Six Senses stresses luxury and exclusivity through high-quality visual material, influencer relationships, and compelling storytelling (Kapoor, & Kapoor, 2021). Maintaining and bolstering Six Senses' luxury positioning is crucial to developing and improving its marketing initiatives. To cross-promote their services, they can do this by collaborating with prominent luxury travel agents and high-end lifestyle brands. Six Senses should also use cutting-edge digital marketing trends like immersive virtual reality experiences or augmented reality tours to highlight their distinctive properties and set themselves apart in the cutthroat luxury market. On the other hand, Holiday Inn should keep emphasizing its value proposition of providing accessible and reasonably priced lodging. They can improve their marketing efforts by deepening their connections with family-friendly businesses and travel agencies, utilizing influencer marketing campaigns to reach family tourists, and offering unique experiences catered to families, like kid-friendly activities, family-friendly amenities, and nearby attractions.
Their respective target markets and market positions are two key areas where Six Senses and Holiday Inn diverge. Six Senses ' primary market is the high-end clientele that desires exclusive experiences, individualized care, and sustainable practices. Conversely, Holiday Inn caters to families and visitors on a tight budget looking for moderately priced lodging with uncomplicated amenities. The usage of offline marketing channels is another distinction. Six Senses employs various online and offline marketing strategies to advertise its premier services, such as print advertisements, billboards, and special events. To reach its target demographic, Holiday Inn, on the other hand, predominantly uses digital marketing methods.
Six Senses and Holiday Inn might consider the following suggestions to create and improve their marketing initiatives in light of current issues in the hospitality market: The first step is to build focused marketing campaigns. Both companies can do this by speaking directly to their target market and catering to their specific wants and preferences. Six Senses can develop campaigns to highlight its eco-friendly practices and wellness-oriented experiences, and Holiday Inn to advertise its family-friendly amenities and rewards program. Additionally, give consumer engagement more importance. Creating enjoyable experiences that welcome engagement and feedback from their target consumers can help both brands achieve this (Krizanova et al., 2019). For instance, Holiday Inn can create interactive games and events that attract people and increase brand recognition. In contrast, Six Senses might create social media campaigns encouraging people to share their stories and photos. Third, address contemporary problems in the hospitality market: In their marketing operations, both businesses can address contemporary concerns in the hospitality sector, such as sustainability, diversity, and inclusion. They can appeal to clients who are increasingly aware of and worried about these concerns by emphasizing their efforts to address them.
In light of current issues in the hospitality industry, both brands should consider creating more focused marketing campaigns, enhancing customer engagement, and addressing contemporary issues such as sustainability, diversity, and inclusion in their marketing efforts. By doing so, they can further distinguish themselves in the competitive hospitality market.
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