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Introduction 
The essay aimed to compare the marketing methods of multinational hotel brands such as Six Senses and Holiday Inn. The selected hotels are well known for their marketing strategies and position in the UK and all over the world. Six Senses hotels are well-suited for luxury tourists who need high-end, wellness, and exclusive services. At the same time, Holiday Inn Hotel is ideal for travellers who value a lively social scene, affordability, and a youthful atmosphere. The comparison will be carried out using SWOT and PESTLE frameworks, aimed at the determination of any internal and external factors impacting hotels. Further comparison of marketing strategies will be carried out using marketing mix and STP (segmentation, targeting and positioning framework). Bowman’s clock framework will also be used for getting insight into the targeting and positioning strategy.
Discussion 
SWOT analysis is a framework, which is used for analysing the internal environment of an organisation, specifically in terms of strengths, weaknesses (Benzaghta et al., 2021). However, for the current comparison, the emphasis is on determining any external opportunities and weaknesses. The main strengths of Six Senses include unique locations, luxury and exclusivity services, delivering attentive and personalised services, and a focus on sustainability and wellness programs that attract eco-friendly travellers (Six Senses, 2023a). In contrast, the strengths of Holiday Inn include affordable pricing, convenient locations, targeted travellers, and contemporary designs (Sørensen and Grindsted, 2021). The weaknesses of Six Senses include premium prices that make it less available to budget-conscious tourists, and limited presence is another weakness for Six Sense hotel (Urmila et al. 2023). Weaknesses of Holiday Inn Hotel include a limited property portfolio and luxury services. In addition, expansion and growth, partnerships with luxury brands, and catering to rising demands for wellness and sustainable tourism are various opportunities for Six Senses, while market penetration and the rising budget travel market are opportunities for Holiday Inn (Calinaud et al. 2021). 
In addition to this, PESTLE analysis for the hotel sector has been explored. PESTLE analysis serves as an external environment framework, which is used for examining the impact of any external factors impacting hotels and their operations (Christodoulou and Cullinane, 2019). For this particular comparison, PESTLE analysis will provide the contextual information regarding the business direction, targets and risks to operations. Ukraine has impacted the hotel sectors of the UK, and various factors are impacted, such as tourism trends, economic conditions, and geopolitical developments. Brexit is another factor that impacts the UK, such as travel regulation, labour supply, and the condition of the economy. However, the overall economic stability and growth of the UK impact travel patterns and consumer spending. Variations in exchange rates can have an influence on both domestic and international tourism as well as the cost and financial viability of hotels (Arif and Hossin, 2016). Social factors demonstrate the change in trends and preferences of customers, like rising requests for experiential and sustainable travel. Technological factors in the hotel sector illustrate that hotels are moving towards digital transformation, mobile applications, online booking, and smart hotel systems that have shifted the methods of hotel functions and connecting with customers (Calinaud et al. 2021). Further, health and safety regulations and employment laws are imposed in hotel sectors of the UK, such as the Health and Safety at Work Act (HSWA). The Act impacts both Six Senses and Holiday Inn in a way that it requires hotels to provide a healthy and safe workplace to both employees and customers (Davies and Rodgers, 2023). Hotels are focusing on environmental and sustainability responsibility and need hotels to implement eco-friendly practices. As mentioned before, Six Senses is more inclined towards the inclusion of sustainability practices, which include effective waste management, organic gardens and developing reciprocal relationship with local ecosystems, community and cultures (Six Senses, 2023b). Besides this, Holiday Inn is also ensuring compliance with environment legislation and codes of practice by reducing emissions, waste and pollution (Sørensen and Grindsted, 2021). 
The impact of internal and external factors on the two hotels can further be analysed by considering the marketing mix framework. Lahtinen et al. (2020) have defined marketing mix as a combination of different factors which are in an organisation’s control for influencing consumer’s purchase decisions. The first aspect of the marketing mix is the Product. Six Sense delivers a range of luxury products and services intended to deliver customers with an indulgent and holistic experience. The Six Senses Hotel is well-known for delivering luxurious accommodations such as villas, rooms, and suites with exclusive design factors (Six Senses, 2023a). While Holiday Inn delivers a range of services needed by their target customers, they are also well-known for 24/7 self-service, stylish and modern accommodations, fitness centres, exclusive artistic touches and co-working spaces (Michelle, 2019).  
Six Senses has ensured the adoption of a blue ocean strategy, which serves as a typical approach to pricing, starting with a premium price to attract customers. However, the hotel also considers adjusting its prices to attract its mainstream customers (IHG, 2020). On the other hand, the business model of Holiday Inn also experiences certain changes based on changing customer needs. Although Holiday Inn already has a competitive advantage over others, the hotel also considers making significant changes in pricing in accordance with external factors, such as inflation (Michelle, 2019). Furthermore, Holiday Inn has a diversified portfolio located in both remote as well as some of the busiest tourist places (Hospitality-on, 2023). Compared to this, Six Senses is a hotel chain that specifically specialises in exotic and remote locations in the world (Six Senses, 2020).
Widardi et al. (2020) have argued that promotion is concerned with specific and thoughtful advertising aimed at reaching the target market. The hotels have started adopting digital marketing techniques, compared to traditional print media, outdoor or telemarketing (Puspita et al., 2022).  Six Senses has also considered the same strategy and is offering a touch of personalisation to its customers based on its website. This is further evident from the fact that the hotel's website goes through a content arrangement in accordance with data considerations (Allison, 2020). On the other hand, Holiday Inn also makes some significant investments in its digital campaigns, such as Look Again, which indicates that the hotel has recognised the importance of making connections with customers (Hospitality-on, 2023). 
 Ahani et al. (2019) have stated that STP serves as a critical aspect of marketing strategy for hotels, being directly concerned with targeting attractive segments and ensuring unique and compelling positioning of the hotel. Six Senses has majorly emphasised demographic and psychographic segmentation. This is evident from the determination that around 33% of the hotel’s consumers are between the ages of 25 and 34, compared to 23% for Holiday Inn (refer to appendix A) (Similarweb, 2023a, 2023b). Besides this, psychographic segmentation is evident from Six Senses' emphasis on customers that prefer a touch of personalisation, design, style and harmony (Six Senses, 2023a). Apart from this, Holiday Inn has adopted a combination of psychographic and behavioural segments by taking on activities such as business-oriented luxuries, benefits and tourism activities (Darazs, 2021). In this manner, the similarity between the two hotels lies in the adoption of differentiated marketing. 
Positioning is concerned with determining where the brand or its services stand when compared with others (Ahani et al., 2019). Further positioning can be analysed considering Bowman’s strategy clock. Nunes et al. (2021) have postulated that Bowman’s clock is a useful model which facilitates understanding the ways companies compete in a market. Holiday Inn has more emphasised on the implementation of differentiation strategy, as evident from the creation of low-cost and diverse products and services, for both middle and high class segments (Sørensen and Grindsted, 2021). Apart from this, Six Senses has incorporated focused differentiation, which can be seen in terms of specific focus on targeting high-class customers and sustainability, such as developing ties with local community (Six Senses, 2023b). 
Seric and Mikulic (2020) have defined marketing communications as the media and messages used by organisations to communicate with the target market. Six Senses is more reliant on organic search (56%), compared to the greatest spending (42.46%) on paid search. On the other hand, Holiday Inn is also more focused on direct marketing (21.31%) when compared with 17.21% for Six Senses (Similarweb, 2023a, 2023b). Direct marketing serves as a form of advertising, which involves directly communicating marketing messages either through email, personal visits and others (Dolega et al., 2021). The analysis revealed that both hotels might be spending almost the same on referrals; however, Six Senses is more reliant on email marketing (refer to Appendix B).
A website also serves as a useful tool for communicating the brand message (Dolega et al., 2021). As mentioned before, Six Senses is making significant improvements in customer experience through its website; however, the hotel still reported less traffic and engagement (433.5K) compared to 538.7K for Holiday Inn (refer to appendix C). Furthermore, Six Senses has reported a bounce rate of 59.31% when compared with 58.09% for Holiday Inn (refer to Appendix C). Six Senses, however, has further claimed to adopt a different approach aimed at the creation of digital content # AtHomeWithSixSenses brought directly to the public, related to wellness, mental health and others using social media channels (Allison, 2020). Six Senses is more reliant on Facebook and YouTube, 37.59% and 37.75%, respectively, followed by LinkedIn and Instagram (refer to appendix D). Compared to this, Holiday Inn is more dependent on Facebook for communicating with the audience, with some focus on Instagram, too (refer to Appendix D). 
Conclusion and Recommendations 
Holiday Inn and Six Senses are the two hotels which are unique in terms of services, promotion and other strategies for targeting customers. There also exist similarities in terms of certain amenities and pricing as well; however, there lies a significant difference when it comes to marketing communications. Compared to Holiday Inn, Six Senses is more inclined towards digital marketing or consumer engagement through digital channels, which is also evident from its initiatives during the pandemic. Therefore, it is also crucial for Holiday Inn to emphasise more on digital marketing, preferably using social media, which will aid its potential for future growth. 
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1 Appendices 
Appendix A: Segmentation and Targeting 
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Appendix B: Marketing Channel Distribution 
Six Senses 

[image: ]
[image: ]
Holiday Inn
[image: ]
Appendix C: Website - Traffic and Engagement 
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Appendix D: Social network distribution 
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