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The essay will significantly discuss the marketing criteria of the two hotel brands Holiday Inn and Six Senses making a comparison between the hotels. Holiday Inn is located in the UK and maintains in offering hotel facilities and services to customers. Additionally, Six Senses is focused on luxury resorts, spas and hotel facilities. Holiday Inn signifies in targeting the customers of younger generations whereas Six Senses targets the customers of families and other individuals. The analysis of the comparison will be evaluated through SWOT, PESTLE and the evaluation of the 7Ps of marketing mix and segmentation, targeting and positioning. 
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The situational analysis of the hotels is being analysed by incorporating the framework of the internal and external environment. The SWOT analysis will significantly highlight the influence on the internal environment of the hotel brands Six Senses and Holiday Inn. The strength of Holiday Inn focuses on offering hotel facilities and the engagement of leisure travel to individual travellers and visitors (Jobber and Ellis-Chadwick, 2020). Holiday Inn is significantly recognised among the customers in the hospitality industry which creates a significant growth being their strength in the leisure industry. The strength of Six Senses notes on the availability of the internal resources which assist in increasing their scope of marketing in the leisure industry and also a significant offering on the online booking system in the hotel. The weakness of Holiday Inn in regard to marketing in the organisation focuses on the issue of online reviews which are being delivered by the customers. The online reviews which are being generated by the customer state the issue of the customer's accommodation in the hotel (Bowie et al., 2017). In comparison to Six Senses, the weakness of the hotel concerning marketing is the limitation in the technologies which are being placed in the hotel. Despite being a multinational hotel chain brand the hotel faces the weakness in implementing technologies in the rooms. The upcoming opportunities for Holiday Inn to effectively increase the development of the brand are their growth in the technological department. The brand initiates various tools of marketing aligning with digital technologies and social media content that will increase the revenue of the brand (Clow and Baack, 2013). Moreover, Six Senses in the hotel sector can significantly maintain its growth in the marketing department and increase its revenue by boosting collaboration with other multinational hotels so that the reputation and awareness of the hotel are developed among the customers. The major threat that might be faced by both Holiday Inn and Six Senses in the hotel facilities is the increase of competition in the marketplace. The hotels may face disruption in their hospitality business as their major competitors in the industry offer similar luxurious services and facilities to the customers. 
The external environment of both hotels can be analysed through the framework of PESTLE Analysis, which details the influence that the business faces due to the changes in the external environment. The political factors of both Six Senses and Holiday Inn are influenced due to the changes in the government’s rules and regulations regarding trade relations with other nations. The impact of Brexit creates a negative impact on the process of the hotel industry relations with EU countries halted due to the factor which negatively influences the brands marketing process (Bloom et al., 2019). The economic factors of the business are influenced due to the change in the economy of the country UK. The current inflation rate in the UK accounts for 5.7 per cent which creates a negative factor on the income of both the business of the hotel (Gooding, 2023). The decrease in the notion of income will effectively impact the brand to decrease the income required for the process of marketing. The hospitality industry in the UK faces the impact of social factors in their process of marketing which contemplates creating challenges for the brands. The change in the trend of marketing will significantly shift the customer's perception and will lead to a decrease in the method of the marketing process in Holiday Inn and Six Senses. Additionally, the technological factors will significantly impact Six Senses and Holiday Inn as the implementation of technologies in the hospitality sector will increase the marketing development of the organisation which will lead to implement digitalisation and increase the tendency of attracting customers. The negative impact of technology is usually caused due to the data protection issues of the customer's information and privacy which will create a disadvantage and impact on the brands. The laws that are framed by the government of the UK will impact in concerning the legal factors in the business and its process. The hotel industry is required to maintain the “Data Protection Act of 1998” to secure and safeguard the process privacy and information of the customers in the hotel (Legislation.gov.uk, 2023). The failure to effectively maintain the regulations framed by the government will create a challenging situation for both brands in managing marketing development. The environmental factors of Six Senses and Holiday Inn will be influenced by the laws and regulations which are being framed by the government based on the notions of environmental impacts on the industry. The government ensured the “Environmental Protection Act of 2021” which signified the protection of the environment (Legislation.gov.uk, 2021). The regulation will influence the business and its marketing dynamics due to the influence on the business.  
The criteria of the marketing mix are significantly evaluated through the notion of marketing strategies, which are required for the development of the organisation. The product or services of Holiday Inn centralises on the room facilities and also the feature of dining in the restaurant. Moreover, the services of Six Senses point to the facilities of spas, resorts and hotels for the customers. Both the hotels are focused on luxurious facilities for the customers in the hotels which possess similarities among the hotel brands.  The pricing strategy of Six Senses revolves around implementing the value-added strategy in the hotel and similarly, Holiday Inn initiates in implementing the cost-leadership pricing strategy (Smith and Zook, 2020). The place of operations for Holiday Inn and Six Senses centralises in the UK and the hotel brands operate in their hotel chain in the marketplace. Six Senses also operates in the form of resorts and spas in the market. The operations of both hotels are carried out by the people of the hotel including individual suppliers, employees and the management of the organisation who monitor the different operations of the hotel. Holiday Inn ensures the promotion of its brand in terms of marketing with the help of signifying in the digitised market. The hotel incorporates promotional events including schemes, advertisements and offers for the customers to increase their scope of the target market (Kotler et al., 2020). Additionally, Six Senses also ensures the promotion of its brand with the help of campaigns carried out on social media and necessitating advertisements. The brand maintains the promotion by generating marketing tools for attracting customers. The marketing of the processes of Holiday Inn is ensured through the allocation of the rooms and maintaining registration for the rooms for the customer which is also followed by Six Senses in terms of their operations. In the account of physical evidence, Holiday Inn is significantly present in social media marketing and also operates their official website of the hotel for further registration of the hotel facilities for the customers (Chaffey and Ellis- Chadwick, 2019). The presence of Six Senses in the marketplace is also significantly noted through their online presence and their further operations from their hotel chain services which is similar to Holiday Inn.  
The customer segment of Holiday Inn to develop their marketing criteria in the organisation focuses on the customers who have a prior interest towards the facilities of the hotel. The segmentation of Holiday Inn is typically entailed through demographic segmentation as customers in the hotel are targeted by focusing on the gender, age and income of the individual customers (‌Li et al., 2020). Additionally, the customer segmentation of Six Senses is typically focused on initiating geographical segmentation. The brand targets its customers by pointing and attracting them to different locations of its multinational operations (Ryan, 2012). Through geographical segmentation, the brand ensures marketing in different locations of the hotel while offering schemes and offers to the customers based on their preferences in different locations. Holiday Inn targets the individual group of men from the age group of 35 to 54 who focus on travelling for business purposes. The target market of the customers is entailed through focusing on the customer who ensures booking at the last minute (Ghauri, 2014). The targeting strategy of Holiday Inn focuses on the different range of services initiating cost-effective methods. The target strategy of Holiday Inn is to attract customers based on the cost-leadership method. Additionally, the target market of Six Senses centralises on families, travellers, adventurers and business travellers who engage in different routes and needs of travel and hotel facilities. The targeting strategy of Six Senses focuses on the facility of direct bookings, and marketing in different destinations of the market (Housden, 2008). The target strategy of Six Senses signifies the capable development of their marketing strength which will potentially increase their sales. The positioning of Holiday Inn in the marketplace will be developed through developing the strategic tool of the value proposition for the brand. The hotel can serve in increasing its value of the hotel by incorporating more into marketing. The attraction of the customers in the hotel will be delivered by offering luxurious service facilities with sustainable and customer-friendly features (Kotler and Kartajaya, 2017). On the other hand, Six Senses will position itself in the marketplace by focusing on the offering of luxurious pursuits in rooms and other facilities in their resorts. The target customers of the brand will significantly get attracted towards the brand. The brand will implement the positioning tool of market research for the effectiveness of targeting and understanding the needs of customers. 
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The essay has significantly discussed the marketing of the brands in comparison to Holiday Inn and Six Senses. It discussed the development of marketing and the process of marketing which is ensured in the hotel brands and the analysis of the internal and the external environment. The target customers of the brand were analysed, and the positioning of the brand was highlighted in the customer segmentation. The marketing mix of the brands entailed different criteria of marketing for the hotels. 
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