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[bookmark: _Toc134513463]Introduction 
There is growing competition in the hospitality industry, making the sector dynamic, where firms are competing to secure an adequate market share. However, the essay is also focused on the comparison of two such brands, namely, Six Senses and Holiday Inn. The hotel's marketing strategies are evaluated by analysing the brands through the use of situational analysis tools and through the elements of the marketing mix. This will help in highlighting the similarities and differences between the marketing method of the two brands. In addition to this, the use of STP will be made to highlight the communication practices. Six Senses is a luxury hotel with a global presence that focuses on wellness and sustainability (Six Senses, 2023). In contrast, Holiday Inn is a recognisable brand of IHG which serves as a mid-scale hotel with a focus on comfortable and affordable accommodation services (IHG 2023). It has been predicted that the marketing efforts of Six Senses are more adequate compared to the Holiday Inn as it focuses on providing a unique experience to the customers. By comparing the two brands, exploring a range of generational and strategic approaches to marketing will be achieved, including the use of social media and digital marketing compared to traditional advertising and marketing techniques.
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Before beginning with the identification of the marketing strategies of the two hotels, an insight into the internal and external environment is important. Gepner et al. (2022) provided that situational analysis is the process that is crucial for a business as it helps highlight the opportunities as well as challenges regarding the internal and external environment of the business. For conducting the internal analysis, a SWOT analysis will be used for both brands. 
	Six Senses

	Strengths
-Maintenance of a strong brand image in the luxury hospitality industry.
-The brand has maintained a global presence.
-It focuses on a personalised approach to allow customers to experience unique travelling (Zhang et al., 2020)
	Weakness
-The brand maintains a high pricing strategy.
-Its dependency on high-end consumers is more.
-The services offered are limited. 

	Opportunity
-Consumers are becoming more responsible and spend a premium on sustainable choices (Karatepe et al., 2021).
-Expanding its geographical presence by entering new markets.
-Leverage the use of technology to provide exceptional consumer experience. 
	Threats
-Uncertain political and economic conditions (Al Mamun et al., 2020).
-Shifts in market trends and changes in consumer demands.
-Intense competition in the market. 



	Holiday Inn

	Strengths
-Recognisable brand under the portfolio of IHG (Tošić et al., 2021).
- Affordable pricing strategy targeting budget-conscious customers.
-Standardised approach to delivering quality services.

	Weakness
-There is limited differentiation from other mid-scale hotels.
-Dependence on the IHG brand portfolio for brand recognition.
- Perception of lower-quality services

	Opportunity
-Growing demand for affordability and budget-friendly hotels.
-To further reach out to new destinations.

	Threats
-Fierce competition in the industry.
-Inflation leading to decreased travel demands.
-Shifting the needs and wants of travellers. 



In addition to this, for conducting the external analysis, PESTLE Framework will be used. This would help evaluate what the world looks like for the two brands and where the brands differ in terms of challenges and possibilities. 
Political factors can have a significant influence on the operations and functionality of the two brands in the hospitality industry. Gursoy and Chi (2020) provided that Brexit has caused a change in immigration policies, and there is also an influence on the availability of workers. In addition, Gursoy and Chi (2020) provided that the pandemic has led to the implementation of policies regarding travel restrictions, which caused a decrease in the demand for hospitality services. Considering the economic factors, the inflation rate of the country, as per BBC (2023), is stated to be 10.1% based on the soaring cost of energy and the Ukraine war, which further put pressure on the prices. The hospitality industry is sensitive to fluctuations, which causes a decline in demand for hospitality services. In terms of sociocultural factors, the changes in preferences and societal trends can influence the hospitality industry, and the focus on sustainable accommodation is increasing. This is a beneficial move for Six Senses based on the organisation's growing concern about sustainable approaches. The technological factors are necessary for the hospitality sector as it helps streamline processes and improves customer experience (Mercan et al., 2021). Online booking and contactless services can also be incurred. The industry in which the two brands operates is also regulated heavily, and compliance with rules and regulations is necessary. Garcés-Ayerbe et al. (2019) provided that environmental concerns also need to be adapted gradually by the brands. However, both brands have been affected by societal trends and the pandemic and are therefore working to align themselves to capture consumer attention. However, a focus on marketing is done to overcome the pressure from external sources and indulge consumers in unique experiences. 
In order to provide a detailed picture of the two brand and their brand strategies, the use of a marketing mix is appropriate. For the six senses, the hotel offers spa treatment, luxurious accommodations, gourmet dining experiences, wellness programs and much more. The brand is known for its commitment to sustainable approaches and offers eco-friendly services. They offer individual styles and experiences (Chen et al., 2022). Holiday Inn, on the other hand, provides reasonably priced lodging services with an emphasis on convenience and comfort. The hotels offer a variety of rooms with contemporary amenities, including Wi-Fi, television, and a comfy bed. In terms of pricing, Six Senses commands high pricing being a luxury brand for both its lodging and services. The brand bases its pricing approach on the value it offers, with a focus on the distinctiveness of the experience. Holiday Inn has a more reasonable pricing policy that emphasises value for money. Considering the place element, numerous sites, including seaside resorts, big cities, and isolated areas, are home to Six Senses facilities (Liu et al., 2020). Holiday Inn, on the other hand, takes a more uniform approach to location and property design. Hotels are frequently found in busy commercial areas, close to major thoroughfares or airports, or in well-known tourist locations. The major traffic for Holiday Inn comes from US and UK, whereas for Six Senses, it comes from Australia and France (refer to Appendix 1). For the promotional element, Six Senses places a lot of emphasis on digital marketing, which includes influencer marketing, email marketing, and social media. Additionally, the company runs loyalty programmes and forms strategic alliances with other luxury brands. Contrary to this, Holiday Inn concentrates on more conventional marketing strategies, such as print and television ads, email marketing, and loyalty programmes. The company participates in strategic collaborations with airlines and other travel businesses and has a significant online presence on travel booking portals (refer to Appendix 2). Considering the people aspect, Six Senses takes great satisfaction in giving visitors a highly personalised and unforgettable experience. The hotel frequently hires workers that are specialists in wellness and sustainability. Holiday Inn, in contrast, concentrates on giving visitors a dependable and consistent experience. The brand's employees are taught to be personable and polite. For the process aspect, Six Senses provides visitors with a distinctive and engaging experience. With a variety of activities and programmes that address various wellness demands. Holiday Inn, in contrast, focuses on giving customers a convenient and comfortable stay with more standardised services. The brand's check-in and check-out procedures are streamlined. The last element is physical evidence, where Six Senses focuses on creating an immersive environment and luxury experience for guests with unique property design, eco-friendly amenities, and wellness facilities. On the other hand, Holiday Inn's properties have a more standardised look and feel.
In addition to this, the marketing mix elements of both brands are focused on targeting a specific group of travellers. According to Similar Web (2023), the target audience for Six Senses includes 49% males and 50% females. These belong mainly to the age category of 25-34 years, suggesting that the target audience of Six Senses is young individuals. Contrary to this, the target audience for Holiday Inn comprises 46% males and 53% females, focusing on the age category 35 and above (refer to Appendix 3). It can be said that Six Senses being a luxury brand, targets young consumers, whereas the Holiday Inn's target audience is mainly adults who prefer budgeting and affordability. Therefore, the brand targeting strategies also differs as Six Senses focuses mainly on digital and social media advertising tactics, whereas Holiday Inn emphasises traditional modes of marketing. In terms of positioning, Six Senses position itself as a luxury brand offering premium services, whereas the Holiday Inn is positioned as an affordable brand with quality services that appeal to budget-conscious travellers (refer to Appendix 4). 
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From the overall analysis of the two hotel brands, it can be said that when comparing the marketing methods of the two hotels, Six Senses leads the game. This is because of the organisation's approach to offering premium services and the visibility of sustainable and eco-friendly approaches. Additionally, Holiday Inn being a budget-friendly hotel, is more focused on traditional marketing strategies and therefore lags behind the competing game. However, the essay provides a thorough insight into the two hotels. 
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