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Introduction: 

          This assignment is about comparing how Six Senses and Holiday Inn hotels market themselves. Six Senses is a luxury brand with fancy wellness experiences, while Holiday Inn is more affordable and convenient. The paper will look at how they both sell their services, set their prices, choose their locations, and advertise. The goal is to see how each brand reaches its customers and how they use marketing strategies based on who they are and who their customers are.
Main body
A Comparison of The Marketing Methods of Two Hotel Brands
Product, pricing, venue, and promotion make up the four main parts of a company's marketing mix (Ferrell et al., 2021). Six Senses places a strong emphasis on a unique and lasting experience. Thanks to its opulent and environmentally friendly facilities, Six Senses is known for offering guests unique wellness experiences in stunning settings. The company's primary offerings are high-end luxuries, spa services, and wellness programs that support general wellbeing. On the other side, Holiday Inn is a mid-range hotel chain that emphasizes accessibility, comfort, and convenience for guests seeking a reasonably priced lodging option with few facilities(Holiday In,2021)
 While Six Senses uses a premium pricing approach to highlight its luxurious amenities, Holiday Inn uses competitive pricing to appeal to travellers on a tight budget. Both brands choose their locations deliberately in order to advertise to distinct segments. Six Senses meticulously selects stunning places, frequently in remote, untouched areas, to inspire a sense of exclusivity and peace. This makes the brand more attractive to travellers seeking a unique and distant experience.(Six Senses,2021)In contrast, Holiday Inn focuses on establishing a strong presence in significant airports, cities, and travel hubs to fulfill the needs of both business and leisure travelers( Forbes,nd) Six Senses largely concentrates on Internet marketing and partnerships with upmarket travel agencies and tour operators when it comes to brand promotion. It creates a sense of demand and exclusivity through the use of social media platforms, captivating content, and influencer connections(Forbes,nd) Holiday Inn, on the other hand, adopts a more traditional strategy, combining offline and online channels to reach a larger audience. To engage with customers and increase brand awareness, it uses advertising, PR, and loyalty programs. For hotel brands to effectively identify and target certain client segments, segmentation is crucial. Both brands successfully target their target markets by using segmentation, targeting, and positioning strategies. Six Senses focuses on the high-end travel market, especially those seeking unique and intimate wellness and sustainability experiences.

 The brand seeks to draw environmentally conscious travelers looking for exceptional amenities and one-of-a-kind travel experiences (Silva, 2018). The Holiday Inn target market, on the other hand, is larger. There are budget-conscious vacationers, families, and business visitors looking for convenient housing options. High-net-worth individuals, wealthy tourists, and health enthusiasts who place a premium on experiential and eco-friendly travel are Six Senses' well-defined target customers. Holiday Inn has a broader targeting strategy to cater to the needs of many consumer groups, including business travelers, families, and tourists seeking affordable yet luxurious accommodations. Rich, comprehensive wellness experiences are offered by Six Senses in pristine, opulent settings. As it advertises its unique offers and highlights its commitment to sustainability, it places an emphasis on the general wellbeing of guests. Holiday Inn presents itself as a reputable and practical hotel brand that offers comfortable lodgings with an emphasis on accessibility, price, and a range of amenities(Parvez et.al 2018)
The dissemination of a brand's message and interaction with the target market depend on marketing communications. In order to advertise their unique products, Six Senses has a multi-channel strategy that relies on influencer partnerships, social media, and digital platforms. In addition to wellness and sustainability, the changing experiences they provide are stressed in their marketing campaigns(PitchBook,nd) To reach its target market, Holiday Inn makes use of both traditional and digital marketing channels. For online advertising, they make large investments in social media campaigns and search engine marketing (Ketter & Avraham, 2021). They also make use of loyalty programs to encourage customer interaction and reward repeat business.
Similar web analysis software provides insightful information on a brand's performance online and audience engagement. According to data from Similarweb, Six Senses' website obtains a sizable amount of referral traffic from upmarket travel websites, organic search traffic, and direct traffic.(Six Senses,nd)This shows effective SEO strategies in use, together with strong brand recognition. In contrast, the Holiday Inn's website receives a combination of direct traffic from search engines like Google and referral traffic from online travel agencies like Booking.com and Expedia. This suggests having a thorough online presence and marketing strategy (Lukanova & Ilieva, 2019).
One similarity between Six Senses and Holiday Inn is their reliance on online marketing. Both businesses are aware of how important digital channels are for communicating with their target audiences. In order to increase their visibility and entice new customers, they make use of online travel agencies, SEO, and social media platforms(Six Senses,nd)However, they take distinct methods to digital marketing. While Six Senses emphasizes exclusivity and luxury by high-quality visual content, and captivating storytelling, Holiday Inn places a greater emphasis on pricing, convenience, and family-friendly experiences in its digital advertising (Kapoor, & Kapoor, 2021). The development and enhancement of Six Senses' marketing strategies depend heavily on preserving and enhancing its luxury status. They can achieve this by partnering with well-known premium travel agencies and upscale lifestyle brands to cross-promote their services(Pitchbook,nd)Additionally, Six Senses can take use of modern digital marketing trends like augmented reality tours and immersive virtual reality experiences to highlight their unique properties and differentiate themselves in the competitive luxury market. The value proposition of Holiday Inn, on the other hand, should continue to be that it offers accessible and affordable lodging. By strengthening their ties with friendly and family companies and travel agencies, utilizing influencer marketing campaigns to attract family tourists, and providing special experiences catered to families, such as kid-friendly activities, family-friendly amenities, and nearby attractions, they can enhance their marketing efforts(Rafahat,2022)
Two crucial ways where Six Senses and Holiday Inn differ are their separate target markets and market positions. The high-end consumer, who seeks out exceptional experiences, customized attention, and sustainable practices, constitutes Six Senses' main market. Holiday Inn, on the other hand, caters to families and travelers on a tight budget looking for reasonably priced lodging with basic amenities(Six Senses,nd) Another contrast is the use of offline marketing channels. Six Senses uses a variety of offline and online marketing techniques, including print ads, billboards, and special events, to promote its premium services. Holiday Inn, on the other hand, mostly uses digital marketing strategies to attract its target population(Holiday Inn,nd)

In view of the present problems in the hospitality market, Six Senses and Holiday Inn may want to take the following advice into consideration while developing and enhancing their marketing strategies: Construction of targeted marketing campaigns is the initial stage. Both businesses can achieve this by immediately appealing to their target market and accommodating their unique demands and preferences(Rafahat,2022)Holiday Inn can create ads to promote its family-friendly amenities and rewards program, and Six Senses can do the same for its eco-friendly practices and wellness-focused experiences. Additionally, emphasize the value of consumer participation. Both businesses can achieve this by developing entertaining experiences that encourage interaction and input from their target consumers (Krizanova et al., 2019). For instance, Holiday Inn can design engaging activities and events to draw customers and raise brand awareness. In contrast, Six Senses may design social media campaigns that nudge users to post their photographs and tales. Third, discuss current issues in the hotel industry: Both companies can address current issues in the hospitality industry, such as sustainability, diversity, and inclusion, in their marketing efforts. By highlighting their attempts to address these issues, they can win over clients who are becoming more aware of and concerned about them(Silva et.al 2018)
[bookmark: _Toc134613682][bookmark: _Toc134683398]Recommendations and Conclusion:

In conclusion, Six Senses and Holiday Inn employ divergent marketing strategies that are tailored to their respective target markets and brand positions. Six Senses it is a hotel that has a great digital marketing efforts all work together to create an aspirational image that appeals to high-net-worth individuals and wellness enthusiasts. On the other hand, Holiday Inn focuses on accessibility, comfort, affordability, and convenience to attract a wider audience, which includes budget-conscious travelers, families, and business travelers.As has been seen both companies have different strategies of marketing and they are having strong communication abilities,leveraging digital channels to engage with their target audience and promote their offerings. Furthermore, both brands could strengthen their marketing efforts by creating targeted campaigns, encouraging customer engagement, and addressing contemporary issues in the hotel industry. 
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