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INTRODUCTION
This essay will present information about the comparison of the marketing strategies of the two multinational hotel brands that is  six senses and Holiday Inn. Six senses hotel provides plastic-free
products and Holiday inn is a hotel brand that’s working in contrast to its cheaper sibling hotel Holiday in express. It will also cover how the two
hotel brands utilize situational analysis tools for their Market segmentation, marketing communications and marketing strategies to attain more target customers with help of similar web analysis tools which are also used by hotel brands. There will also be information regarding the relevant contemporary issue faced by the hospitality market (Martin and Blythe, 2019)
 



MAIN BODY
The two hotel brands has some differences and similarities. The marketing strategy of the six senses focuses on the niche markets. Also differentiated and concentrated which means Six senses marketing strategies create in such a way which focuses on Wealthy people and give them services which are correlated to them. They do
campaigns which attract the millennials and provide sustainable products or services which are plastic-free. Holiday Inn marketing strategy also focuses on attracting millennials but they use content which generates more users. The use of social media of about 80% for bookings, TV travel and documentaries. The 7ps for the situational analysis tool also helped both hotels to work their strategies in all situations. Analysing their external factors for their companies is their target. Six senses do not collaborate with any other company (Pride et al., 2019). Holiday Inn its target market is based on demographic segmentation separating the target market basing on family size, gender, age, income etc (David, 2006)
They both have a huge competition so for this they have to understand the weaknesses and strength of their competitors and take good use of it, and lastly, for the climate, there is no correct prediction to execute the strategy in the market (Amoako et al., 2022)
The six senses market segmentation, is on two aspects
  Geographic and psychographic, Products are offered according to the personality of the customers and in geographic segmentation,
they put their branches in every country like USA, Germany, France and it focuses on the division of markets. The marketing segmentation of Holiday Inn hotels meets the needs of middle age business travellers (Generation X) with middle income also offering a peaceful environment for local and foreign guests who search for a place toasty for middle price and where guests can be and enjoy things such as restaurants and room service, swimming pools, fitness centres, and comfortable lounges.
The marketing communication of the six senses are Media APA and ALB communications, media ALB helps the hotel to get in touch with the high professionals who helps in multimedia, marketing, video, photography, interactive project designs and instructional designs. Holiday inn is committed to providing its Custoamers with distinctive products and service options. Its distinctive offers may be geographical, temporal, or global in scope. For example, in 2013 summertime, Holiday Inn here in the United Kingdom gave complimentary stays to children under the age of 18 who shared a room with their parents. Children under the age of 13 who dined for free only if they order from the children's menu (Holiday Inn, 2013).

The recommendation for six sense and Holiday inn to improve its marketing strategy is investing in search engine optimization as nowadays everything is done online.

CONCLUSION
This essay consists of information regarding the marketing strategies of the hotel brands six senses and Holiday Inn have the comparison between them. The situational analysis tools have been used by the hotel to attain marketing strategies in a better way which can attract more
customers. The hotel brands six senses and Holiday Inn have similar web analysis tools in marketing communication and market segmentation. Both brands have their marketing approaches in the market to earn profit or growth in future. There are several contemporary concerns that the hospitality market has to face like changes in the business environment, changing trends, geopolitical events and industry changes.
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