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[bookmark: _Toc135233080]Introduction 
This essay provides an analysis of two distinguished hospitality brands, Six Senses and Holiday Inn, analysing their inner and external factors, advertising techniques, and modern variations. Both manufacturers have distinct positioning and target one-of-a-kind client segments. Six Senses is known for its pricey, well-being-targeted stories, while Holiday Inn gives comfortable and low-priced accommodations. By comparing their resources, abilities, logo photo, economic function, and marketplace environment, we advantage insights into their advertising and marketing techniques. Additionally, the essay explores their marketing mix, segmentation, focused on, and positioning strategies, and how they talk with their target audiences. Lastly, it highlights the modern-day concerns faced by using the hospitality enterprise and the way each manufacturer has adapted to meet converting customer wishes. This comprehensive analysis allows us to apprehend the precise techniques taken by way of Six Senses and Holiday Inn in the aggressive hospitality market.
[bookmark: _Toc135144761][bookmark: _Toc135233081]Main body 
Internal analysis 
Company: Six Senses has located itself as a luxurious, well-being-focused logo, whilst Holiday Inn offers comfortable and low-cost accommodations.
Resources and Capabilities: Six Senses emphasizes sustainability and green practices, leveraging its precise home and health offerings. Holiday Inn specializes in consistent first-rate accessibility throughout its considerable community of motels.
Brand Image: Six Senses is understood for its pricey and sustainable reviews, whilst Holiday Inn is identified for its reliability and circle of relatives-friendly services (Bilgin, 2018).
Financial Position: Both brands have strong economic positions, permitting them to spend money on advertising sports and growth.
External analysis (5 Cs)
Company (SWOT Analysis)
Conducting a SWOT analysis enables examining the inner strengths and weaknesses of Six Senses and Holiday Inn and identifying outside opportunities and threats. This analysis affords insights into the logo's resources, abilities, emblem picture, financial role, and normal performance (Jobber and Ellis-Chadwick, 2020).
For Six Senses, strengths can also consist of its luxurious positioning, sustainable practices, precise homes, and health-centred offerings. Weaknesses could include confined geographic presence and high capacity charges associated with maintaining the luxurious picture. Opportunities would possibly get up from increasing into new markets or developing progressive well-being studies (Sarsby, 2016). Threats may additionally consist of multiplied competition from other luxury inn manufacturers and potential financial downturns impacting travel spending.
For Holiday Inn, strengths may want to encompass its tremendous community of inns, regular pleasant, and affordability. Weaknesses would possibly include perceived loss of exclusivity as compared to luxurious manufacturers and capacity-demanding situations in differentiating from different mid-range hotel chains (Ferrell, Hartline and Hochstein, 2021). Opportunities may additionally arise from expanding into emerging markets or concentrating on particular consumer segments. Threats should encompass competition from different mid-range lodge chains and monetary uncertainties affecting travel demand. Customers: Six Senses goals prosperous vacationers searching for excessive-end, eco-conscious stories, while Holiday Inn caters to families, commercial enterprise tourists, and cost-aware travellers (Baines, Fill and Rosengren, 2017).
Competitors: Six Senses competes with different luxurious motel manufacturers emphasizing well-being and sustainability. Holiday Inn faces competition from mid-variety resort chains providing similar amenities and charge factors.
Collaborators: Both manufacturers collaborate with various stakeholders, consisting of suppliers, journey businesses, and online tour platforms, to beautify their distribution channels and reach.
Climate: The hospitality enterprise faces present-day issues consisting of geopolitical occasions, converting enterprise environments, and the effect of technology on purchaser conduct. Both brands have adjusted their advertising techniques to cope with those issues, specializing in fitness and protection protocols and improving digital advertising and marketing efforts (Baker, and Saren, 2016).

PESTLE analysis 
PESTLE analysis evaluates outside macro-environmental elements that affect the hospitality industry. It consists of analysing political, monetary, socio-cultural, technological, criminal, and environmental elements. This analysis helps become aware of industry developments, regulatory modifications, monetary situations, and technological improvements which could influence the advertising and marketing techniques of Six Senses and Holiday Inn (Kotler et al., 2020).
By engaging in a complete situational analysis of the use of that equipment, we advantage treasured insights into the internal and external elements that affect the advertising and marketing techniques of Six Senses and Holiday Inn. This analysis allows us to make knowledgeable pointers to increase and beautify marketing sports, considering current issues in the hospitality market and aligning techniques with enterprise modifications and purchaser possibilities (Chaffey and Ellis- Chadwick, 2019).
Marketing mix
The marketing mix consists of the 7 Ps such as product, price, place, promotion, people, process, and physical evidence (Išoraitė, 2016). Six Senses and Holiday Inn employ distinct methods of their marketing mix:
Product
Six Senses: Emphasizes luxury, and sustainable studies with a focus on well-being and green practices.
Holiday Inn: Offers snug and less costly accommodations with a regular standard of great and convenience.
Price
Six Senses: Positions itself as an excessive-quit luxury logo, commanding top-rate pricing for its one-of-a-kind stories (Thabit and Raewf, 2018).
Holiday Inn: Adopts a mid-variety pricing strategy to attraction to price-aware clients.
Place
Six Senses: Strategically located in pristine environments, supplying particular properties in appropriate destinations.
Holiday Inn: Extensive worldwide presence, with resorts strategically located in key locations to cater to diverse customer segments.
Promotion
Six Senses: Utilizes virtual marketing, social media, and collaborations with well-being influencers to carry its emblem message of sustainability and well-being stories.
Holiday Inn: Implements a mix of traditional advertising and marketing and digital advertising and marketing strategies, in conjunction with purchaser loyalty applications and social media engagement to hook up with a wide purchaser base (Rathod, 2016).
People
Six Senses: Six Senses places wonderful emphasis on their body of workers, called “hosts” who're skilled to supply personalised and extremely good service to visitors. The purpose is to create memorable reviews via heat and true interactions (Abedian et al, 2022).
Holiday Inn: Holiday Inn specializes in providing friendly and beneficial carriers to its visitors. Their personnel is educated to make sure a comfortable and enjoyable stay for households, commercial enterprise tourists, and vacationers.
Process
Six Senses: Six Senses emphasizes a continuing and immersive visitor experience. They enforce techniques that prioritize sustainability, health practices, and personalised offerings during the patron journey.
Holiday Inn: Holiday Inn strives to offer efficient and problem-loose methods, such as easy online reserving, take-a-look-at-in, and take-a-look-at-out methods, making sure a smooth revel-in for its guests.
Physical Evidence
Six Senses: Six Senses creates a wonderful physical surrounding through their precise residences, which often blend harmoniously with nature. 
Holiday Inn: Holiday Inn continues a consistent standard of pleasantness throughout its resorts, making sure smooth and comfortable inns for their guests (Smith & Zook 2020). 
Marketing communication 
Both brands utilize different marketing communication strategies to engage with their target audiences:
Six Senses
Emphasizes virtual marketing and social media systems to show off its sustainability initiatives, specific houses, and well-being services.
Collaborates with health influencers and comfort journey courses to reach its target market efficaciously.
Holiday Inn
Utilizes a mix of conventional advertising (TV and print) and virtual marketing strategies (online display ads) to boom logo awareness (Krizanova et al, 2019).
Actively engages with clients via loyalty packages, e-mail advertising campaigns, and social media presence (Bayazovna, 2020).
Segmentation, targeting, and positioning
Segmentation, targeting, and positioning (STP) are essential elements of an effective marketing strategy. They permit corporations to identify particular patron segments, personalize their marketing efforts, and establish a sturdy logo role (Andaleeb, 2016).
Six Senses caters to luxurious vacationers who prioritize sustainability, wellness, and particular stories. By targeting excessive-internet-well-worth people and eco-aware purchasers, Six Senses creates customized offerings and tailors advertising messages hence (Yusuf et al, 2022). Their recognition is on turning in distinct and environmentally-friendly inns, putting themselves other than competition and assembling the expectations of their affluent customers (Cortez, Clarke and Freytag, 2021).
Holiday Inn, in contrast, objectives a broader section of mid-variety travellers, consisting of households, commercial enterprise specialists, and budget-aware people. By segmenting its market, Holiday Inn identifies the precise needs of every customer group (Schlegelmilch, 2022). Their concentrate on approach revolves around offering cushy and handy resorts at low-priced charges, appealing to an extensive variety of travellers seeking dependable and cost-oriented options (Bowie et al., 2017).
Both brands emphasize their unique positioning within the marketplace. Six Senses positions itself as a luxury brand supplying sustainable and well-being-centred stories. On the other hand, Holiday Inn positions itself as a relied-on and reliable mid-range brand, offering comfortable lodges, handy locations, and pleasant carriers at less costly fees. Their attention to affordability, comfort, and consistent pleasant establishes a sturdy logo presence inside the mid-range hotel phase (Morgan et al, 2019).


[bookmark: _Toc135144762][bookmark: _Toc135233082]Conclusion 
This essay provided a comprehensive analysis of two outstanding hospitality manufacturers, Six Senses and Holiday Inn, inspecting their internal and outside elements, advertising and marketing strategies, and diversifications to convert purchaser needs. By comparing their assets, abilities, logo picture, monetary role, and marketplace environment, treasured insights were gained into their marketing strategies. The essay explored their marketing mix, segmentation, targeting, and positioning strategies, as well as their communication with target audiences. Both manufacturers have correctly placed themselves within the competitive hospitality market, catering to distinct customer segments and supplying particular stories. They have adapted to trendy demanding situations by focusing on sustainability, health and safety protocols, and virtual advertising efforts. Overall, this analysis gives deep expertise into the techniques employed using Six Senses and Holiday Inn and highlights their strengths in assembly purchaser expectancies in the dynamic hospitality industry.
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