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In this essay, the focus will be on the competitive analysis between two brands or between two significant hospitality bands named Six Senses and Holiday Inn. Their marketing mix, their segmentation analyses, targeting and positioning analysis, and marketing communication-related analyses will be shown here by doing a proper comparison. Besides, similar-web analysis tools will be used to identify their online presence system as well as their performance system. Besides, the ultimate goal of this analysis will be to provide some guidance to Six Senses as well as Holiday Inn so that they will be able to handle the dynamic and competitive market properly.
[bookmark: _heading=h.30j0zll]Six Senses, as well as Holiday Inn, can evaluate their strengths as weaknesses through the SWOT analysis, also they can also identify their external opportunities and threats from their previous experience analysis. Six Senses is a luxury and unique brand that is focusing on different offerings mainly also they are taking high initiatives to provide an effective and unique accommodation service (Housden, 2008). On the other hand, Holiday Inn is similarly focusing on recommendations but their main target is to provide affordable accommodation service properly. Besides, their external environment analysis is giving proof that Holiday Inn is enjoying a competitive pricing advantage similarly Six Senses is enjoying a competitive advantage by following trends, or by promoting the brand.  
Political and economic stability is creating positive impacts over the development of Six Senses as well as over Holiday Inn. Holiday Inn can charge more affordable service to their customers and can fulfill the demand of customers easily as society has a demand as well as their economic power is strong enough to afford that minimum price for accommodation service (Kotler et al., 2020). On the other hand, Six Senses can fulfill the need of employees through their offerings. They mainly promote their brand as well as they promote different offerings through promotional discounts to attract students, and families and by which they get their economic earnings properly. Besides, sustainability regulation is maintained by both Holiday Inn well as by Six Senses to have a better impact on business. 
Six Senses offers a unique accommodation service to people but they provide unique features like private villas also like private suites which is why they charge premium pricing. Besides, they provide privacy and a comfort zone which is why they are known as a luxury brand (Jobber et al., 2020). They provide focus on meditation class as well as over-spa and also over preparation for organic cuisine. On the other hand, Holiday Inn provides a comfort zone to their customer but they focus on value addition which is why they charge lower prices compared to Six Senses but they provide also unique accommodation privacy. Besides, a fitness center and business center are available within Holiday Inn to retain the attention of the business customer. Nowadays, every business in the tourist industry is attaining the attraction of business customers through applications of different strategies that are done through Six Senses as well as by Holiday Inn to target that particular market. 
Six Senses is providing luxurious service so definitely they will charge a premium price on the other hand top-notch service is provided by Holiday Inn but their pricing system is affordable and also budget-friendly (Kotler et al., 2017). Travellers who have issues regarding their budget will choose Holiday Inn as well as customers who are visiting in a group will also choose Holiday due to their affordable pricing. On the other hand, business-class consumers, High-profile families will visit Six Senses to attain the services and accommodation properly as they provide luxurious service with unique facilities.
Six Senses is providing world-class service to different luxurious destinations like in Maldives, in Thailand. The brand is increasing its world-class service which is why they are creating its presence in New York as well as in London (Ghauri, 2014). Holiday Inn on the other hand is creating its presence beside the airport as well as near the city centre and also beside highways. Their target customer is different so they are locating where their target customer will visit randomly. But, Six Senses will have different patterns of customers and that is why they are creating their position or place in different areas.  
Six Senses usually promote its business the digital platform as well as through social media and also by arranging different event (de Elguea-Culebras et al., 2022). The brand has its website where it proposed different unique quality and unique picture by which they try to attract its target customers. Holiday Inn is also focusing on social media content development as well as event management to do tasks for the market. Besides, it can propose high value to the travellers and they admit it through social media. In this manner, Holiday Inn is trying to attract their business customers through email marketing also.
Six Sense wants to segment the customer based on demographics, and psychographic factors as their service is premium, so they give service to their segmented customers. Demographic factors like high income, high occupational level will be the factors that Six Senses will focus on. Besides, brand value, customer loyalty, and presence will be the factors properly focused on by customers (Cooper, 2022). Holiday Inn focused on the psychological segment as well as on demographic factors. Persons who have involvement in the business will be the target customer for Holiday Inn. Besides, psychographic pricing has been designed by Holiday Inn to get attention from customers. 
Six Senses usually target travellers who find a luxury service by which they will get proper privacy as well as they will get proper health-conscious food also they will get a luxurious experience (Clow et al., 2013). On the other hand, Holiday Inn wants to target travellers who are finding budget-friendly accommodation. Even the website of Holiday Inn has been designed with promotional offers but Six Senses has designed their website based on lucrative pictures as they are promoting their business for luxurious customers or those who want to get refreshments by gathering luxurious experiences. 
Six Senses admits it is a luxurious brand that provides a sustainable approach, and service for travellers. Besides, they promote their business through social media as well as on their website. From their website, it can be identified that they provide unique and luxurious yoga services as well as spa treatment and finally organic foods arrangement. Besides, their brand is unique to provides unique service (Chaffey et al., 2019). On the contrary, Holiday Inn is providing affordable and comfortable service to its users. They want to provide the highest level of value proposition to their customers by which the loyalty level of customers will be increased. Though both companies want to establish a dominating position, their strategy is different.       
Six Senses can focus on the increasing number of their destinations to reach the new target market. Besides, they can increase their brand awareness level through promotional activities. On the other hand, Holiday Inn can provide increased service to obtain the attention of a new base of target customers (Bowie et al., 2017). Besides, both companies can focus on the development of sustainable initiatives. When both companies will take the initiative such as reduction of plastic waste, and usage of renewable energy, it will be proved as eco-friendly so that will be better for the overall sustainable development of the organisation.
Six Senses, as well as Holiday Inn, can provide a unique personalised experience by which the needs of customers and preferences of customers can be easily managed. Besides, attracting customers is not the solution to becoming dominant in the market; rather making them loyal can be the solution or can be the long-term growth option for the organisation (Philips, 2022). Six Senses and Holiday Inn are organisations that can focus on the fulfilment of the need and preferences of the target customer to become a dominant organisation in the hospitality industry. A different organisation in this industry is trying to give a unique experience to their users, which can be done by Six Senses as well as by Holiday Inn. 
[bookmark: _heading=h.1fob9te]From the above analysis, it can be understood that both Six Senses and Holiday Inn are trying to expand their market, through which they will be able to fulfil the needs of customers and create a sustainable position in the market. After COVID-19, the tourism industry was just shaken apart, so nowadays they are trying their best to use the marketing strategy to create a dominant position in the market. Six Senses as well as Holiday Inn are analysing competitors as well as the needs of target customers. Besides, they are communicating with their customers to identify their needs, and based on that, they are designing a marketing mix, and marketing strategies to fulfil the demand of customers and also to reinforce their strong position in this competitive tourism industry.
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