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This report will mainly highlight about comparing two brands, which are Six Senses and Holiday Inn. Therefore, in this report, there will be mainly discussion of their marketing strategies and highlighting certain issues and recommendations with the help of supporting material. 
Hence, Holiday Inn is a hotel which is found in 20 countries. Hence, Holiday Inn is mainly the provision of affordable and enjoyable hotel experiences to customers. At the same time, Holiday Inn is mainly found in many countries (IHG). Also, Six Senses provides luxury hospitality as it is a luxury brand which targets other customers (Six Senses).
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Strengths: Six Senses is mainly considered a luxury brand which mainly focuses on wellness and sustainability. Therefore, it is mainly a five-star hotel. Also, hotels around the world are in natural beauty. Hence, it mainly focuses on authentic, personal, and sustainable (Michopoulou, 2019).
Weaknesses: It is afforded only by the rich people as it is a luxury brand. However, customers are incapable of deciding or bargaining the prices of the rooms and stay as it is price sensitive. Further, it is only found in 20 different countries. There are many substitutes with affordable prices (Luxury Hotel Expert, 2018).
Opportunities: It has made itself a brand which is well-known. Therefore, customers are attracted to the brand image, and it should be used in the most attractive ways. This hotel experience is unique and cannot be found anywhere; hence, it should enhance more (Michopoulou, 2019).
Threats: Six Sense is mainly threatened by new entrants in the markets with also substitutes and alternatives at affordable or bargaining prices. 
[bookmark: _Toc135138348]SWOT of Holiday Inn
Strengths: it has a competitive advantage in the market as its financial position is good, the workforce is impeccable, product uniqueness and brand value (IHG). 
Weaknesses: It is still trying to penetrate the emerging economies market, with also many competitors.
Opportunities: The hotel can look at and build a hotel on new destinations according to travellers and also focus on seasonal offers (IHG). 
Threats: The hotel is mainly increasing the cost, which is harming them with a decline in the tourism industry, and also, there is global competition from other local hotels. 
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Hence, the pestle analysis for both hotels is termed as below. In political terms, the travel ban, tax reforms and presidential elections are the main elements which can cause the hotel to fail or succeed; hence, many hotel owners work accordingly. For both hotels, the political scenario in different countries is the same. The economic factors which can hinder the business are economic growth due to success in big investments with the enhancement of the currency. Hence, economic cycling can also influence the business by affecting unemployment rates, travelling costs and jobs in the industry. Therefore, the economic factors are also the same for both hotels. The guests like those offers, which are based on locations, which both hotels can take advantage of and then make hotels in different and new destinations required by people and customers (Luxury Hotel Expert, 2018). The social factors are competition, which are national and international both. Therefore, it is important mainly to conveniently play on brand value (Ibrahim and Aljarah, 2021). Also, the affordable prices are mainly preferred by people in which Holiday Inn is successful. Therefore, if people like to stay, which provides additional facilities, hence, Six Sense is preferred (Luxury Hotel Expert, 2018). This factor mainly highlights using social media platforms and being more updated and available on them. Hence, both hotels are engaged with their audiences through social media platforms with different strategies, as Six Sense is engaged with newsletters, press releases and social media pages. Hence, Holiday Inn is engaged with the help of its website and its social media pages. In the legal factor, the welfare of the customers is kept in mind with making rules and regulations. Hence, food and beverages are also kept in mind, which is authentic, which both hotels keep in mind. Both Holiday Inn and Six Senses hotels have their own policies, which employees need to follow in order to get the hotel perfectly managed in discipline terms. In terms of environmental factors, warm and relaxing places are preferred by the customers, and both hotels present it with also Six Sense focusing on sustainability and Holiday Inn is not. Also, the hotel environment in both hotel’s context is calm and serene, which makes customers experiences good.
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Product: The main product is the hotel brand known as Six Senses, which is a luxury brand, which is focused on sustainability and wellness. The main offer it provides includes spa and resort packages in nature, which is also done through early booking and getting discounts (Six Senses).
Price: The price of the hotel stay of one day starts from £1,043 as it depends on the rooms chosen, which include family rooms, courtyard view, Mountain View or deluxe apartment (Six Senses).  
Promotion: The main marketing strategy is digital technology. Hence, it mainly engages with the help of all social media platforms, which is also possible with the help of a corporate website (Constantinides, 2014).
Place: This hotel is mainly situated in 20 countries under new and exotic locations, which is preferred by the customers (Almeida et al., 2023). 
People: The target people of the hotel are couples and families who want to enjoy services and belong to different ethnic backgrounds and cultures.
Process: The process of this hotel is mainly in order to strategize marketing with the help of proper planning and marketing posts, which have been scheduled at its time. Hence, the main process with this hotel is related to customers from booking to their ending journey. The hotel is focused on providing the best customer service in all aspects (Almeida et al., 2023). 
Physical environment: The physical environment of the hotel is mainly 96 guests with a mixture of Double Rooms, Junior Suites, and one and two-bedroom Suites. Also, the services are available, and it is made in terms of authentic, personal, and sustainable (Six Senses).
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Product: The main product is Holiday Inn, which is a hotel brand and is affordable in terms of services and stays for people (Blery and Kapetaniou, 2008)
Price: Holiday Inn provides prices which are best for people. It offers £159 per night. It also has rooms, which are dependent on different prices, amenities and people (IHG). 
Promotion: The main marketing strategy is multimedia campaigns, digital documentaries and social media platforms for customer engagement. It also focuses on seasons, local events, and holiday seasons (Dahnil et al., 2014).
Place: Mainly, Holiday Inn is situated in more than 2,900 locations with clean and consistent stays for people at exotic locations. It is mainly located in exotic destinations in many countries.
People: The target market of people for this hotel is business travellers and last-minute bookings who are from different ethnic backgrounds and cultures.
Process: The process of this hotel is the customer journey from booking to going, hence is focused on a good process plan, which is possible with the online booking. Hence, reviews are collected from the guests and services provided to them. The main process of this hotel is making the customer journey better in terms of services (Chiammanasombut, 2016).
Physical environment: The physical environment of the hotel is brand value with digital marketing tactics and social media posts in order to attract more people. Hence, the hotel is in exotic destinations, which makes customers happy. Hence, it has more than more than 1,000 hotels with modern infrastructure. It provides 24-hour desk, helping people, free Wi-Fi services, hotel, spa, sports area, exercise area and parking spot. It is also packed with the latest audio-visual technology (Minazzi and Lagrosen, 2013).
[bookmark: _Toc135138353]Targeting, segmentation and Positioning
The main segmentation is in four categories. Hence, in geographical segmentation, people around the world belonging to different ethnicities, cultures and backgrounds are included. In demographic segmentation, individuals who love travelling with the age group for all years are included. In behavioural segmentation, individuals who love travelling, the attitude of the consumers who prefer full amenities at affordable or high prices, and individuals who want to stay in the hotel at an exotic location are included. In psychographic segmentation, the consumers are loyal to hotels and travellers, families and couples are included (Ghani et al., 2019).

Six senses: The main target of this hotel is dependent on families and the Millennials group in their business, which are loyal to the business. Also, they target this generation that focuses on wellness and sustainability. Also, people from the UK, China, Germany, Austria, France, and the USA, make up the business (Piuchan and Prachansit, 2019).
Holiday Inn: The main target of this hotel is middle-class families who like affordable hotels with all amenities they can get.
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The marketing tactics of both hotels is different but common in the use of digital marketing tactics, which means using social media platforms and posts to engage with the customers (Kumar and Reinartz, 2016). Hence, Holiday Inn uses multimedia campaigns, digital documentaries, seasons, local events, and holiday seasons. Six sense hotel uses digital technology and owns a website with newsletters (Almeida et al., 2023). 
[bookmark: _Toc135138354]Conclusion 
To sum up this report, a comparison between the two hotels was made in regard to their marketing strategies with also providing an analysis of the particular brands. Hence, the hotel chosen is Six Senses and Holiday Inn, which belongs to two different background hotels. Therefore, their target market is also different. Holiday Inn mainly targets middle-class people. At the same time, Six Senses Hotel targets rich people as it is a luxury brand. However, both have brand value but different marketing tactics in order to lure people. Further, internal and external analysis in this report has been done in order to get a steady outlook thoroughly. 
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