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Introduction 
Marketing is the business management practice of exchanging relationships. In present days, business entities understand the importance of marketing in the success of the business. Nowadays, each company should appoint a Chief Marketing Officer for managing the marketing department of the firm. The entity needs to understand that it can connect more effectively with its customers through marketing that also enhances its sales growth. Holiday Inn is an American hotel-based chain in Atlanta, Georgia, and IHG hotels and resorts. This company was established in 1952 by Kemmons Wilson. At present, this company operates more than 2900 locations all over the world. Six Senses was established in 1995 to deliver responsible principles in top-rated hospitality and to be innovative and sustainable. This firm is one of the largest leading operators of luxury resorts, hotels, and spas and maintains 18 resorts and hotels over 14 countries all over the world and also 37 spas beneath the brand names such as Evason, Six Senses, Raison d'Etre and Six Senses Spas.
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This analysis delivers a brief idea of the strengths, weaknesses, opportunities, and threats of these two hotels and also identifies the difference between them are described below:

	Factors 
	Holiday Inn
	Six Senses

	Strengths
	· This company has great brand value.
· This is a modern hotel (Alsaifi et al. 2020).
· This hotel belongs to one of the largest hotel chains all over the world. 
	· This firm targets to create a sustainable business.
· They have unique services.
· This is a prosperous and luxurious brand. 

	Weaknesses
	· A lot of customers have rated their experience as low, average, and poor (Bhattarai et al. 2019).
· This hotel has a poor security system for their customer's personal information. 
· This firm has a lack of hygiene standards.
	·  This company has focused less on new markets.


	Opportunities 
	· Other renowned hotels are investing in this firm. 
· This company heavily grows in its existing market and can explore the new market.
	· The increasing demand for sustainable services (Benetton, 2021).
· The requirements of the unique services. 

	Threats 
	· There is huge competition with other renowned hotels in the hospitality industry. 
	· There are other renowned companies as competitors. 
· Political factors. 
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The PESTLE analysis provides a brief description of the Political, Economic, Social, Technological, Legal, and Environmental Factors of the UK, and their impacts on both the hotel chain are explained below: 
	Factors
	Description
	Impact

	Political
	· Government investment and funding
· Political Stability (Cao et al. 2019)
	Positive

	Economic
	· Tourism
· Economic Growth
· Exchange rates 
· Regulation
	Positive

	Social
	· Health and wellness change 
· Digitalisation
	Positive

	Technological 
	· Mobile technology
· Cloud computing
· Contactless payment
	Positive

	Legal 
	· Food safety hygiene 
· Data protection
	Positive

	Environmental 
	· Changes in regulation tax and government policies
· Climate change
	Negative


[bookmark: _Toc134797318]The comparison between the marketing mix of the two hotels
Marketing Management is a business practice that focuses on the practical implementation of the whole marketing resources, actions, and marketing approaches and techniques. The marketing manager of the entity should understand the requirement and behaviour of the clients through which the firm can offer different features in their services and products. Marketing is now an essential component in the business and the firm can analyse the psychology of the customers and consumers with the help of marketing. This comparison between the marketing mix of these two hotels highlights their market position in the hospitality industry of the UK. This comparison differentiates the 7Ps of these two particular hotel companies.
	Factors
	Holiday Inn
	Six Senses

	Product
	· This hotel offers different features such as meeting rooms and gym facilities.
· This firm provides various lodging options to its customers with limited funds (Fahy and Jobber, 2019). 

	· This hotel chain provides sustainable and eco-friendly products.
· This hotel offers spa service, rich lodging, and a health program.
· This hotel maintains the regional tradition. 

	Price
	· This company offers a more reasonable price to their customers. 
· They create their price structure based on middle-class and upper-middle-class families. 
	· This hotel always delivers more importance to their rich travellers and also provides luxurious services and products with additional charges. 

	Promotion
	· The marketing strategy of this hotel hugely depends on a television advertisement and print. 

	· The marketing strategy of this company highly depends on the social media platform and the service promotion is the aim of target marketing. 
· This company always creates its marketing plan based on the health and environment. 

	Place 
	· This hotel chain spread its business to more than 100 countries and they deliver their services to businessmen, families, and also for leisure travellers. 
	· This hotel chain offers various lodging options such as suites and resorts and these are mostly located in deluxe places such as Thailand and the Maldives. 

	People 
	· The employees of the company provide helpful and warm customer service to their customers (Iacobucci et al. 2019). 
	· The staff of this hotel offers high-quality service to their customers. 

	Process
	· This hotel provides huge customer satisfaction by offering fast registration and departure procedure. 
	· This company also delivers great customer satisfaction by providing quick registration and departure procedures. 

	Physical Evidence
	· This hotel firm provides a comfortable environment to its customers. 
	· This hotel chain delivers a sophisticated and rich atmosphere to its customers. 


[bookmark: _Toc134797319]Differentiation of the STP process between these two hotel brands
All multinational firms use the STP strategy to enhance their marketing strategy to increase the growth of the company and create a suitable position in the marketplace. STP analysis helps firms to develop their marketing strategies and build up innovative and creative business ideas after creating an appropriate target market within a particular part for any entity (Katsikeas et al. 2020). The differentiation of the STP analysis between these two hotel brand Six Senses and Holiday Inn are highlighted below:
Segmentation
The main segmentation strategy of Holiday Inn is to offer a budget-friendly and comfortable service to their customer. The major customer base of this company is businesses, families, and couples from the upper middle class and middle-class families as also the leisure travellers. On the contrary, the main aim of Six Sense as a segmentation technique is to offer value originality, sustainability, and eco-friendly to their upscale customers (Kingsnorth, 2022). The target of the company is to value the environment. The major customer base of this firm is families and people who are economically well-established.
Targeting 
Holiday Inn offers their customers budget-friendly services who are looking for luxurious service with affordable prices (Rutz and Watson, 2019). On the other hand, the target market of Six Senses offers their customer rich and sophisticated services to upscale travelers (www.sixsenses.com, 2023). The marketing strategy of this company is to provide unique experiences to its customers. This hotel chain greatly emphasizes the essentiality of customers such as family and they treat their target marketing in terms of socio-demographic. 
Positioning
The positioning approach of Holiday Inn places great significance on the cost and accessibility and also provides a trustworthy, suitable, budget-friendly option for the customer who is looking for pleasant and comfortable hotels. On the other side, Six Senses' marketing approach is exclusive, expensive, sustainable, and sophisticated services. This company always encourages sustainable and eco-friendly services to their upscale customers and travelers. 
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The marketing communication strategy can be classified through the marketing strategies of 4C. This differentiation between these two renowned hotels highlights the effective comparison of the business and marketing strategies of these two hotels. The four pillars of this marketing strategy are Communication, Customer, Convenience, and Cost. The 4C marketing strategies of these two companies are described below:
Customer
Holiday Inn offers high-quality and affordable services to their broader varieties of customers such as families, couples, leisure travellers, and business travellers (Wang and Chan-Olmsted, 2020). On the other hand, Six Sense offers their customers excellent and opulent services with a sophisticated environment and their major customer base is the upscale travelers. Through this comparison, it has been identified that Holiday Inn attracts more customers than Six Sense and Holiday Inn has more competitive advantages in the hospitality Industry of the UK.
Cost
Holiday Inn always offers their customers budget-friendly and cost-effective options, so that the customers get affordable prices for lodging. On the contrary, Six Senses offer luxurious services to their customers with an expensive price structure. With the help of this comparison, it has been determined that Holiday Inn creates a better position in the hospitality industry of the UK than Six Senses. 
Convenience
Holiday Inn delivers more reliable features in its facilities. On the other hand, Six Senses provides distinctive experiences to their customers while maintaining the principles of sustainability and eco-friendly. However, both these hotel brands offer a great emphasis on the convenience of the customers through offering a variety of services. 
Communication
Holiday Inn targets dependability, affordability, and quality in advertising as a marketing approach to its services. On the other hand, Six Senses targets the luxurious, sustainable, long-term viability and eco-friendly in the advertising as a marketing initiative of its services.
[bookmark: _Toc134797321]Conclusion
Marketing is the direct connection between the company and the customer to develop the growth of performance. This report has highlighted the strengths, weaknesses, threats, and opportunities of Holiday Inn and Six Senses and the comparison of these factors between these two hotels. This assignment also defines the brief analysis of Political, Economical, Social, Technological, Logical, and Environmental factors of the UK and also their impact on these two hotels. This study has provided the importance of marketing in the business. The comparison between the marketing strategy, STP procedure, and marketing communication strategy has been briefly described here in this assessment. 
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