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As Michael J. Baker said "Marketing is enigmatic because, while being one of man's oldest pursuits, it is thought to be the most modern of the business disciplines." (Baker, 1976) Marketing, which I see as a type of persuasive communication, is a way of explaining to customers why they should choose your good or service over that of your rivals. It consists of each step taken to get a good or service from your company to the customer. (Jobber et al., 2020) This paper will compare the Holiday Inn, a low-cost, family-friendly hotel, with the Six Senses resort company, which owns several premium resorts in places like Bhutan and Fiji. The Holiday Inn brand offers amenities that everyone may enjoy, including as dining options, room service, swimming pools, fitness centres, and upscale lounges, as well as the services that business travellers require. In more than 20 countries, Six Senses Hotels Resorts Spas may be found all over the world, often in some of the most breathtaking locations. The luxury brand emphasises wellness and sustainability to define luxury hospitality. What if we could take individuals beyond where they were going and awaken their senses, allowing them to separate from one another and reconnect with themselves, other people, and the environment? That served as the project's principal driving force. From my perspective, Six Senses is a luxury chain of spas and resorts with expensive costs, whereas Holiday Inn is a hotelier brand that seeks to provide decent services at a reasonable price.  
The advantages, threats, and weaknesses of an organisation can be identified and examined using the SWOT analysis framework. A SWOT analysis' primary objective is to better understand the variables that influence how business plans or decisions are formed.  (Bowie et al., 2017) Modern hotels like the Holiday Inn offer the comfort that both vacationers and business travellers want. Around the world, there are 1,234 hotels with 224,855 rooms. Every year, more than 100 million people stay at Holiday Inn hotels. Amazingly, nine out of ten passengers, according to (IHG, 2021), have visited a Holiday Inn hotel. Recent reviews for the Holiday Inn have not been overwhelmingly good. Numerous visitors have left negative, average, or bad assessments for the hotel (Trust Pilot, 2021). Many reviews gave negative evaluations. Therefore, the hotel needs to put in more effort to raise the rate of client satisfaction. Holiday Inn has opportunities to expand in its current markets and gains from exploring potential new markets. Threat is the final section of the Holiday Inn SWOT analysis. The largest threat to Holiday Inn is competition from hotels in their sector, such as Premier Inn, ibis, Comfort Inn, and Fairfield Inn, as well as price wars that all of these establishments must deal with (Six Senses is a deluxe hotel, thus their paths do not cross). The spa service provided by Six Senses Group works to help clients in finding inner peace. Due to its unique customised treatments that stand out in the market and new sustainable ideas, Six Senses Spa is a leader in the field. When it comes to the finished product, the Six Senses Hotel is mostly built of biodegradable materials. Visitors may unwind and escape from their hectic lives thanks to the gorgeous architecture of the hotel rooms and their seamless connection with nature. Thanks to ongoing innovation at every one of its properties, the hotel chain continues to hold the top spot in the global market. This innovation can take the form of sustainability strategies or even specialised nutritional and sleep programmes that vary from resort to resort while upholding the standard of the renowned chain. When one wants to revamp unsuccessful methods and/or rebuild components that have not produced great results at the forefront, weaknesses and opportunities go hand in hand. (Kotler et al., 2020) Six Senses was motivated to start their projects in South and North America because of these opportunities, which undoubtedly contain the potential for rising demand in those regions. Due to the lack of hotels, resorts, and spas in Europe and the Americas that may increase their appeal in these regions, the hotel chain now has a low market share in these regions. The Six Senses is not known for having many rival hotels, but it is undeniable that several new chains and independent hotels are opening with comparable visions and goals. 


A PESTLE study is a tool for obtaining a thorough understanding of the business environment. (Ghauri, 2014) The PESTLE analysis for hotels in general is equivalent, hence The Holiday Inn and Six Senses are included in this scenario. The hotel industry is significantly impacted by both governmental restrictions and a country's tourism industry. (Kotler et al., 2017) As a result, a government's tax income from the hotel sector increases in direct proportion to how tolerant it is of regulations that restrict travel. But because tourists may now travel to so much of the world, the hotel industry is rapidly growing. Any major change in the economy has a huge impact on the hotel business. (Kotler et al., 2020) Luxury hotels like Six Senses make up an important percentage of this sector. Consumers' ability to acquire luxury hotels is significantly impacted by recessions, inflation, and other negative economic repercussions. They do, however, increase the need for inexpensive lodging, expanding some market segments. Holiday Inn is less impacted by economic downturns that might make it challenging for visitors to make hotel reservations because it is more reasonably priced than Six Senses. In recent years, hotels have also become increasingly tech-friendly. Nearly all of them have CCTV cameras installed for security and other amenities that improve the visitor's stay. (Ryan, 2012) Many common technological amenities, like internet, elevators, intercoms, and others, are likely to be found in any hotel. Online hotel reservations have grown, whether made directly or through third-party software. International visitors can now easily make a hotel reservation by pressing a button. They will find it easy to learn all the information they require as a result. (Chaffey et al., 2019) 
The group of initiatives, or strategies, that a company uses to market its name or products collectively is known as the marketing mix. (CIM) The four Ps make up a conventional marketing mix: pricing, product, promotion, and place. (Clow et al., 2013) But as of late, the marketing mix has gradually come to include a few additional Ps as crucial mix elements, including packaging, positioning, people, and ultimately politics. Selling rooms is the principal product for a hotelier or any other provider of accommodations to achieve full occupancy. Six Senses provides slightly more than Holiday Inn because they also operate resorts and wellness spas. They are also known for having a distinctive style that is genuine, individualised, and sustainable. Prices at Holiday Inn and Six Senses vary according on the area, the kind of hotel and services offered, the season, and other factors. Holiday Inn starts at about $50 per night, while Six Senses, for instance, in the Maldives, starts at $713 per night. With distinct phrases, both hotels advertise themselves on their websites. According to my study, the global hotel company called Holiday Inn has establishments in the middle of cities, close to beaches, as well as hotels near airports and national parks. From what we can tell, they positioned themselves fast to draw in more visitors of various ages.  They have more than 1100 hotels. On the other hand, Six Senses only has 22 hotels and resorts that are situated in exceptional locations. Bhutan, Con Dao, Crans-Montana, the Douro Valley, Fiji, Laamu, Bali, and Samui are a few examples. 
Effective and efficient marketing tactics that strive to meet and surpass the exact expectations of every consumer are a basic requirement for hotel businesses to compete and preserve their brands in the ever-changing industry. (Housden, 2008) It is possible to convey more relevant messages to audiences who are likely to respond favourably to commercial appeal by using segmentation, targeting, and positioning, an audience-focused approach to marketing communications. (Smith et al., 2020) Holiday Inn is more well-known than Six Senses since it receives more online traffic and interaction and has a website that has received over 1 million visits. They receive a greater number of visitors because of their popularity and the abundance of hotels. Holiday Inn received more than 1 million guests between February and April 2023, while Six Senses only had over 13 000. Holiday Inn often targets business travellers, men between the ages of 35 and 54, and last-minute bookings. Six Senses, a resort firm, expressly defines its target market in terms of sociodemographics and places a heavy emphasis on the value of clients like families and the Millennial generation in their operations. Niel Jacobs, CEO of Six Senses Hotels & Resorts, believes that millennials are essential to the success of Six Senses. "Because they deliberately seek out residences for these reasons, we are aware that this generation completely resonates with our beliefs about sustainability and wellbeing." (Neil Jacobs, CEO of Six Senses, interviewed exclusively for "The Booming Development of Six Senses" in 2017) 
Concluding, my thesis “Six Senses is a luxury chain of spas and resorts with expensive costs, whereas Holiday Inn is a hotelier brand that seeks to provide decent services at a reasonable price” was confirmed. By doing to these hotels the analysis to both internal and external factors, and with the help of marketing mix, I managed to understand the basic views of the hotels. Holiday Inn has made a commitment to providing outstanding lodging options for families, business travellers, and vacationers since it opened its first hotel in 1952. Whereas Six Senses was founded in 1995 with the intention of advancing moral conduct in the upmarket hotel sector. Their structures, which range in style from rich houses and clubs to exotic resorts and spas, are state-of-the-art, environmentally responsible, and a reflection of the breathtakingly beautiful surroundings. 
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