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[bookmark: _Toc134540599]Introduction
The Six Sense Hotels Resorts Spas, from the beginning, had a great sense of the market and made itself recognised as the pioneer of the hospitality industry in sustainable methods and exhibits promising yet beautiful destinations that can be utilised without affecting the locals' communities as well as the surrounding environment (Basak Saglam, 2021). In comparison, Holiday Inn's main idea was to provide everyday families with an affordable hotel experience with a tidy and pleasant environment which helped the journey of Holiday Inn with so much success (Inn, 2015). Holiday Inn provides an affordable hotel experience with a luxurious experience. It also allows kids to stay and eat free for its guests, which is a stand-out feature of Holiday Inn. At the same time, Six Senses Hotels Resorts Spas allow its customers to experience the world's most unique and beautiful places. However, the experience is out of the ordinary people's reach (Pokora, 2023). This essay aims to analyse and compare the marketing methods of both multinational hotel brands, such as Situational Internal/External analysis, Marketing Mix-7P and Segmentation Targeting and Positioning.
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SWOT analysis help determine the strengths, weaknesses, opportunities, and threats an organisation faces within the markets. The SWOT analysis highlights some key issues and solutions that Six Senses Hotels Resorts Spas faces. The strengths of Six Senses Hotels Resorts Spas are that it is located at the best spots in the world, which help them in gaining loyal customers (Developing a Competitive Health and Well-being Destination, 2015). The weaknesses of Six Senses Hotels Resorts Spas are its need for recognition due to poor brand awareness campaigns. The opportunities determine by the SWOT analysis for Six Senses Hotels Resorts Spas are, Six Senses Hotels Resorts Spas presents customers with unique experiences due to consistent development and wellness programs and boost in the tourism industry. It helps to adopt revolutionary market strategies such as Internet marketing instead of traditional marketing (InterContinental Hotels Group PLC, 2019). Six Senses Hotels Resorts Spas face increased competition threats due to promising tourist attractions gaining spots and the political and economic instability of the specific region (Developing a Competitive Health and Well-being Destination, 2015). 
The SWOT analysis presents some of the major issues and threats that Holiday Inn faces in the market and presents solutions and opportunities to counter these issues. The strengths of Holiday Inn are that, unlike Six Sense perfect spots to attract potential customers, Holiday Inn uses effective branding and advertising to help in gaining high brand recall and visibility among its competitors. It also offers to choose among a vast range of hotels as it has over 1200 hotels worldwide (MBA Skool Team, 2012). The weaknesses of Holiday Inn are that as Six Sense Hotels has already recognised the potential of developing economies, Holiday Inn is still trying to focus on infiltrating developing economies (MBA Skool Team, 2012). The opportunities determine by the SWOT analysis for Holiday Inn are Holiday Inn can also look for new destinations and travel spots to locate themselves as tourists are looking for new travelling spots to explore. Holiday Inn faces threats similar to other industries, and the organisation's increased pricing for procedures indirectly impacts hotel pricing. Like Six Sense hotels, Holiday Inn also has solid and intense competition from local and global competitors (MBA Skool Team, 2012).
The PESTLE analysis for Six Senses Hotels Resorts Spas highlights all the macro-environmental factors, such as the political instability and fear of a military invasion of remote islands (Frue, 2019). Anti-trust laws and ordinances related to travel and leisure (Fern Fort University, 2023). Economic instability, Labour cost and skill level of the workforce in the specific economy are the economic factors that can impact on business performance (Farooq, 2019). The social aspect of PESTLE analyses is cultural and broader perspective of the natives (Frue, 2019). Technological integration in the services and products offered to meet the market competition (SIX SENSES BRAND GUIDELINES, 2016). The legal aspects are data privacy and protection of the customers and other stakeholders of the organisation (Fern Fort University, 2023). Implementation of health and security law are also legal factors that followed by company (Farooq, 2019). Six Senses should look out for adopting green or eco-friendly products and services to contribute to the welfare of nature and the surrounding environment (Frue, 2019). 
The political factors affecting Holiday’s Inn includes global crises i.e., political and global crises impact the industry of the particular region (Fern Fort University, 2023). Economic factors determine the financial market efficiency and projection of a particular region. Social factors, Classification of hierarchy, power structure and class structure of the society (Fern Fort University, 2023). Technological factor, Effective diffusion of technological equipment within the organisation (Farooq, 2019). The legal factor strictly stands against discrimination and introduces discrimination laws among employees and customers (Farooq, 2019). Holiday Inn has taken measures to reduce air and water pollution considering environmental factors and fulfilment of air and water pollution laws.
The marketing mix for the hotel industry can be termed as the marketers' tools and instruments that they use to satisfy the demands and requirements of the consumers in the customer service division. The seven P's of the hotel industry are product (service), price, place (distribution), promotion, people, physical ambience, and process (Linkedin.com, 2021). The analysis of Six Senses Hotels' marketing mix is Product, standardisation is the marketing strategy used by Six Sense Hotels (Sixsenses.com, 2023). Price: Adopting service bundle pricing as Six Sense Hotel offers a vast range of services (SIX SENSES BRAND GUIDELINES, 2016). Place, The Joint Venture strategy effectively allows Six Sense Hotel to enter a new market (Sixsenses.com, 2023). Promotion, Direct and online marketing strategies allow Six Sense hotels to approach a wide range of consumers (Internet Users 2017). People, Six Sense Hotel cater to its employees and has adopted a strategy that protects employees' rights and makes them feel safe and secure at work (Sixsenses.com, 2023). Physical Ambience, Six Sense Hotels have taken extra care of the physical ambience of the hotel by finding locations at top-notch tourist spots, which provide not only a place to sleep but also a sense of relaxation and connection to nature (prezi.com, 2018). Process, Six Sense Hotels have opted for strategies that enhance customers' experiences, from location to services to every other aspect. They have taken good care of the customers, thus having a list of loyal customers (prezi.com, 2018).
The analysis of Holiday Inn's marketing mix is Product; Holiday Inn has various rooms for customers based on their personal preferences and descriptions (Grant, 2022). In terms of pricing within the marketing mix, Holiday Inn serves its customers through broad pricing strategy matrices such as economy, penetration, skimming and premium pricing strategies. Place, the distribution strategy for Holiday Inn, is effectively serving its customers with the help of information technology and the Internet (Grant, 2022). Promotion: Holiday Inn utilises and invests in many different advertising channels such as digital media, television, print and outdoor. People, Holiday Inn carter a lot for young talent and support thousands of new apprenticeships worldwide. Physically, Holiday Inn represents itself as an affordable hotel company for every family, providing the best facility at economical prices with cleanliness and commendable service (prezi.com, 2018). For process, Holiday Inn has taken extra care to ease the booking process and availing of other services (prezi.com, 2018).
Market segmentation helps employers to focus on customers with similar requirements, desires and features. Targeting help organisation focus on a segment or market they should and must be aiming at. At the same time, positioning helps the organisation to determine the market value and position of the particular organisational product or service (Urde and Koch, 2014). The Six Sense hotels target market into three segments: DINKs (Dual Income No Kids), Newlyweds and Grey Nomads. Brand positioning is a process of creating a brand image or perception in customers' attention. Six Sense has successfully achieved this goal with a good and appealing slogan on its website: "Reconnect with yourself, others and the world around you". Six Sense Hotels generates gross revenue from its repeated and loyal customers (Sixsenses.com, 2016). 
At the same time, Holiday Inn's primary customers have termed as "Stopover Guests." Most of the hotel guests stay for just 1 or 2 days just for personal purposes such as early morning meetings, theatre trips or concerts. It is not used as a spot during the trip or to make their trip memorable. Instead, it is just used by officials as the hotel provides an efficient, smooth and appealing experience. Most customers prefer hotels with overall experience rather than just focusing on price, bar, restaurant, etc (Contributor, 2021). 

Conclusion
In conclusion, it has been found that Six Sense Hotels are more focused on the luxurious experience of their customer, providing services at the very tourist spots and destinations targeting mainly the middle to the upper class of society. On the other hand, Holiday Inn targets less privileged and ordinary people who aim to provide an experience they only dreamt of with reasonable prices and incredible hoteling. It was also analysed that Six Sense's primary focus is on spots that connect its customers to nature and the surrounding communities giving them the best experience to remember. However, Holiday Inn was preferred by individuals and officials for their personal or professional purposes. Six Sense Hotels has a great sense of market interest and current marketing trends, which make it an emerging organisation in the hospitality industry. In contrast, Holiday Inn is much more urbanised and has spots within the main urban cities. Six Sense Hotel needs to recognise the macroeconomic factors and realised markets that can add to their gross annual revenue instead of initiating their projects in politically tensioned regions. On the other hand, Holiday Inn needs to expand its brand to more tourist spots to attract potential customers.
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