	


The hospitality industry has been dominated by some of the major players, all in competition to gain the desired share. The current essay focuses on comparing two multinational hotels, Holiday Inn and Six Senses, using situational, communication and marketing tools, thereby determining the similarities and differences between the two. The situational analysis is carried out using SWOT and PESTLE frameworks, while marketing mix and STP frameworks have been used for further examining marketing communication strategies, with specific emphasis on traditional and digital marketing. Holiday Inn has developed its position as a hotel aimed at the provision of services in accordance with market conditions and desired positioning (Holiday Inn, 2023). On the other hand, Six Senses has always been more inclined towards creating its image as a sustainable hotel (Six Senses, 2023). 
 	Situational analysis involves the evaluation of the information regarding the internal and external environment of an organisation (Namugenyi et al., 2019). For the multinational hotels, the analysis is carried out considering SWOT (internal) and PESTLE (external) frameworks. The strengths of Holiday Inn lie in its strong brand portfolio and the delivery of quality services and amenities, including large rooms to spas, fitness centres and even all those luxuries that a customer desire. However, at the same time, the fact cannot be ignored that the hotel has not focused much on differentiation (He et al., 2019). As far as the strengths and weaknesses of Six Senses are concerned, the hotel has developed a strong, sustainable brand image. On the other hand, customers also prefer Six Senses over others for its personalised approach for all, either travelling for business purposes or leisure. The major weakness, however, lies in being dependent on customers who can exclusively afford luxury (Gong, 2020).
The political environment of the UK has already been significantly impacted by Brexit and the pandemic, which in turn, further affected overall economic conditions. The current invasion of Ukraine by Russia also has similar effects, as evident in terms of restrictions on airspace and high food and fuel cost. The current situation has significantly hit the confidence of travellers as well as their disposable income (Balli et al., 2022). In addition, the hospitality industry is also struggling due to inflation, as the number of visitors has decreased by 40% due to rocketing prices (Butler, 2022). Therefore, it can be stated that the current economic condition could be a threat to the hotels. At the same time, it is undeniable that social and technological factors, specifically those concerned with changing consumer preferences, are also impacting the hospitality industry. Some of these changes have been reported in the form of sustainable practices and contactless services incorporating technology. These changes can further be considered with regard to the environmental impact of hotels in terms of carbon emissions and waste generation (Sota et al., 2020). These aspects can be regarded as opportunities for the hotels to develop their image in front of the target audience. In addition, hotels are also bound to ensure compliance with laws and regulations, whether in regard to equality for employees and customers or environmental protection. 
Marketing Mix is centred on a combination of seven elements that are controlled by an organisation to offer the desired customer value (Jobber and Ellis-Chadwick, 2019). As mentioned before, Six Senses is committed to sustainability, and therefore, its eco-friendly focus is reflected in all aspects, whether suitable accommodation, dining, wellness and fitness or spa treatment. However, at the same time, it is undeniable that all these facilities are available in high price ranges, and therefore, Six Senses is mainly targeting high-end customers (He et al., 2019). Compared to this, Holiday Inn also offer all these facilities, which further include the availability of electronic appliances as complimentary amenities. The differentiating aspect of the hotel, however, is its reasonable prices, changes which are often made in accordance with rapidly altering market conditions (Holiday Inn, 2023). With regards to the place element, it has been observed that Holiday Inn is located at some of the most well-known or busiest locations, such as tourist sites. Six Senses, however, has differentiated itself in terms of its presence in main cities as well as remote areas, including mountains and the seaside (He et al., 2021). Chaffey and Ellis-Chadwick (2019) have defined promotion as advertising aimed at reaching the desired audience, either using traditional or digital marketing strategies. Traditional marketing tools, such as offline media, including newspaper ads, billboards and other print ads, are now rarely incorporated by hotels (Aydin, 2020), and a similar situation has been found in the case of Six Senses Hotel. Holiday Inn, however, is still relying on such strategies to a significant extent. This, in turn, is further concerned with the fact that hotels have started emphasising digital marketing communications (Gong, 2020). With regards to the process aspect, the two hotels differ in terms of comfortability and standardisation for Holiday Inn while convenience and engagement for Six Senses. Based on these aspects, hotels are offering distinctive experiences to their customers, resulting in high satisfaction (He et al., 2021). The hotels of Holiday Inn, as well as other respective properties, are consistent, irrespective of the location. Six Senses greatly differs in this aspect, as evident from its distinctively designed hotels. 
Before further digging into marketing communications, it is crucial to determine the customer segments targeted by the brand. Mody et al. (2019) have defined STP (segmentation, targeting and positioning) as the framework that enables better positioning of a product or service for targeting different customer groups. With regards to the geographic segmentation, it has been observed that Holiday Inn has covered around 53.4% of the area of the UK, compared to 46.6% for Six Senses. However, there do not exist significant differences when it comes to demographical analysis, except that Holiday Inn is increasingly preferred by 53.5% of females, while the proportion of the male population (49.19%) is high for Six Senses. In addition, the major targeted customers for both of these hotels are determined to be those between 25 and 34 years of age (Similarweb, 2023) (refer to Appendix A). Positioning is concerned with the place a brand or product is placed within a particular market (Kalam, 2020). Comparing the two hotels in accordance with their price and quality, it has been observed that both of these hotels are equally concerned about quality, whether in terms of products or services. However, there lies a difference in terms of price, as Six Senses emphasise premium pricing compared to the reasonable prices of Holiday Inn (Similarweb, 2023) (refer to Appendix A).
Aydin (2020) has stated that marketing communications are the techniques incorporated by organisations for conveying promotional messages. For the two multinational hotels, communications can be analysed in terms of digital marketing strategies adopted by them. Hotels are using a range of marketing channels, among which organic search is the most prioritised by Six Senses, compared to paid search for Holiday Inn. In addition, hotels have also incorporated direct marketing (Similarweb, 2023) (refer to Appendix B). Hristoforova et al. (2019) have postulated that direct marketing is more concerned with the distribution of sales pitches to customers, either through mail or texting. However, it has also been observed that the two hotels are not much reliant on email, as compared to other channels (Similarweb, 2023) (refer to Appendix B). Aydin (2020) has argued that social media marketing is an important part of brands operating in the hospitality industry. This, in turn, is associated with the fact that it facilitates increasing visibility by means of paid and organic discovery. There lies a significant difference in the use of social media by multinational hotels. Six Senses can be considered efficient in this regard, being concerned with the fact that the hotel is using a combination of different social media channels, ranging from Facebook to Instagram, YouTube and Pinterest; on the other hand, Holiday Inn has shown increasing reliance on Facebook, after which only YouTube and Instagram are focused to some extent (Similarweb, 2023) (Refer to Appendix C). Engagement through a website is also a significant aspect of digital marketing (Mody et al., 2019). Holiday Inn might not be able to capture the attention of the audience through social media; however, its website is updated enough to generate traffic from all over the world. Six Senses might have more unique visitors but also has a high bounce rate, indicating adversely impacted website performance (Similarweb, 2023) (refer to appendix D).
The comparison and analysis of the two hotels confirmed the initial points highlighted. It has been observed that Six Senses is in the lead in several aspects, be it services or a sustainable approach to target customers. Furthermore, Six Senses is also more inclined towards digital marketing communications. On the other hand, Holiday Inn is more focused on standardisation and follows the same criteria throughout. Furthermore, the hotel might not be involved in social media marketing; however, it has developed its reputation with greater engagement through the website. In addition, the hotel is also greatly preferred for its reasonable pricing. For future studies, discussion can be carried out in terms of environmental consciousness and the extent to which the emphasis has proven to be successful for hotels. 
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