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The purpose of the essay is to compare the marketing strategies and methods of multinational brands named Holiday Inn and Six Senses. Holiday Inn is a chain of hotels geared towards families looking for comfortable spots to relax (Holiday Inn, 2023). Besides this, Six Senses is more inclined towards targeting those in the audience that tends to travel (Six Senses, 2023). Therefore, it can be stated that both hotels are striving to transform experiences around the world. The two brands will be compared considering SWOT and PESTLE frameworks, leading to the determination of challenges and opportunities. The marketing mix and STP framework will further be used for the identification of similarities and differences in brand strategies. 
[bookmark: _Toc134703687]Discussion 
SWOT serves as a framework that is considered for internal analysis, compared to that PESTLE, which is more inclined towards the determination of external factors (Mejia et al., 2022). Among the major strengths of Holiday Inn lies in its iconic and trusted brand name, with a range of services and amenities, which include spacious rooms, fitness centres, pool and spa, and meeting spaces, whether it is the beachside or mountains. The hotel, however, is still making efforts to increase its market penetration, being concerned with the fact that a significant number of competitors are already operating in the market (Holiday Inn, 2023). On the other hand, Six Senses has also been able to achieve a globally renowned reputation for its responsible practices, apart from innovative developments in terms of features and amenities. The hotel, however, has still been criticised for its response to the concerns of customers (Six Senses, 2023). At the same time, it is undeniable that the political and economic situations across the world have significantly threatened the hotel industry. The Russian invasion of Ukraine has resulted in increased energy prices, thereby inflation in the UK. Hotels that were forced to close during the pandemic are now facing the consequences of price increase, which is passed to the consumers (Jolly, 2022). However, at the same time, hotels still have the opportunity to regain their position, as more and more people around the world are interested in travelling. The hospitality industry is also struggling due to changes in the law regarding travel and tourism; however, the incorporation of technology and emphasis on environmental protection are some of the opportunities considering which hotel business can still flourish (Clarke et al., 2023). Further analysis of the similarities and differences between the two hotels in terms of response to geopolitical, environmental and industry changes can be carried out considering the marketing mix framework.   
Kotler et al. (2020) have defined marketing mix as strategies or tactics used for the purpose of promoting the brand. Holiday Inn is well-known for the provision of a welcoming experience to guests and, therefore, the most widely recognised for its range of services, making travel and vacations memorable. For this purpose, the hotel is located at some of the most promising places for vacationing, offering clean, consistent and comfortable stays (Holiday Inn, 2023). Compared to this, Six Senses has developed its reputation while emphasising more on CSR and sustainability campaigns and, therefore, offering the services accordingly. The hotel is considered synonymous with uniqueness, authenticity and accessible locations of incredible natural beauty (Six Senses, 2023). Comparing the pricing strategy of the two hotels, it is determined that customers expect exceptional services due to their premium pricing.
Lee (2022) has discussed premium pricing as the one that is employed with the intention of setting a value higher than the average market or competitor price. The promotion has been the building block of Holiday Inn as the hotel has partnered with the organisations, such as Tumblr, to leverage their storytelling and photographic capabilities for capturing extraordinary journeys. The hotel has realised that people are not interested in traditional print media anymore and, therefore, are going for digital marketing. A notable effort of Holiday Inn, in this regard, is its promotion of travel planning with a mobile destination guide (Samuely, 2018). Six Senses is also observed to be in the competition when it comes to digital marketing. However, the hotel has incorporated wellness and sustainability as its major consideration in all promotional and online communication efforts, thereby inspiring people to play their part in benefitting the ecosystem and communities (IHG, 2019). Lee (2022) has argued that the success of hotels is more dependent on the employees responsible for efficient customer service. Holiday Inn always emphasise incorporating changing customer behaviour and preferences and arranges employee training and workshops accordingly. This, in turn, make the hotel update all of its processes accordingly (Samuely, 2018). Compared to this, Six Senses also emphasise making customer service better, thereby stimulating and revitalising guest experience, despite being located at unique destinations (Gruber, 2021). 
   The above-conducted analysis led to the determination that the two hotel brands might have certain similarities; however, they are still unique in their own ways. Further comparison can be carried out in terms of customer segments and targeting strategies. The STP (segmentation, targeting and positioning) model is a strategic approach aimed at the examination of the position of a brand in the market (Casais and Castro, 2021). Both Six Senses and Holiday Inn have ensured their presence in different parts of the world. As far as the UK is concerned, Holiday Inn has managed to capture a greater share of 53.4%, compared to 46.6% for Six Senses. Furthermore, the differences also lie in terms of demographics, age and gender distribution. Six Senses have shown greater engagement of males, which is 49.2%, compared to Holiday Inn, with 53.5% of females preferring the hotel. Besides this, both hotels have their customers mainly between the age of 25 and 34 years, followed by 35 and 44 (Similarweb, 2023) (refer to Appendix A). However, Six Senses is observed to be more inclined towards differentiated but concentrated targeting. Differentiated target marketing includes developing strategies for multiple segments, while concentrated marketing is focused on just one segment (Foroudi, 2020). The six senses emphasise the tendencies of customers to provide collateral services, offers and values. However, concentrated marketing lies in being influenced by sustainability (Six Senses, 2023). Holiday Inn, on the other hand, majorly focuses on differentiated marketing, which is evident from its range of customers, from families to business travellers and others (Samuely, 2018). 
Brand positioning can be considered as the unique value presented by a brand to the customers (Mirzaalian and Halpenny, 2019). For Holiday Inn and Six Senses, positioning can be analysed based on the values offered, emphasising marketing communications. Smith and Zook (2019) have discussed marketing communications as the media specifically used for communicating with the targeted audience. Hotels are using a range of marketing channels, from direct marketing to emails, organic and paid search, and even display ads. However, Holiday Inn is driving the greatest traffic of 589.6K through paid search, while Six Senses is using organic search (Similarweb, 2023). The third most preferred domain by the hotels is direct marketing (refer to Appendix B). This, in turn, indicates that Six Senses has the greatest cost advantage over Holiday Inn. Besides this, Website has also been a source of marketing for hotels, aimed at ensuring active consumer engagement. Compared to 409,259 visits for Six Senses, Holiday Inn is successful in having monthly visits of 517,739. However, it is also undeniable that Six Senses has a greater number of unique visitors (1.86) (Similarweb, 2023). This might be associated with the fact that the hotel has emphasised positioning itself as a brand that is more inclined towards environmental sustainability (Six Senses, 2023). The bounce rate (58.26%) of the hotel, however, is still higher, which might be an indication that the landing experience at the site is not meeting the expectations of visitors. However, Six Senses is performing much better when it comes to social media marketing (refer to Appendix C). Clark et al. (2023) have postulated that social media networks serve as a powerful source for achieving marketing and branding goals. Facebook, Instagram and YouTube are the three major social media channels effectively utilised by Six Senses for promotion purposes. Six Senses has also launched social media aggregators to curate the best content and make it easier for guests to search for related photos and videos (Gruber, 2021). Holiday Inn might have better positioning in terms of website engagement; however, it still falls behind in social media management and marketing (refer to Appendix D).
[bookmark: _Toc134703688]Conclusion 
 	The claim that Holiday Inn has emphasised targeting families, while Six Senses the travellers or young people, is found to be true. For this reason, Six Senses is more inclined towards concentrated marketing, which is also reflected in its focus on social media. The major difference between the two hotels lies in terms of their dependence on sustainability to target the desired market or otherwise; the multinational hotels are unique in their processes, expertise and services. This is further evident from significant changes in terms of services offered based on the ever-changing geopolitical and economic environment. Further research can be conducted on analysing efforts made regarding sustainability and related aspects by the two hotels so that their performances can be judged accordingly in this aspect. 
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