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[bookmark: _Toc135336794][bookmark: _Toc135421978]Introduction
Holiday Inn is a well-known hotel chain with a reputation for offering cosy lodgings, a wide range of services, and a strong customer service ethic. It has a significant presence in the UK and provides travellers on business and for pleasure with handy locations (ihg.com, 2023). The premium hotel and resort chain Six Senses places a high priority on well-being, sustainability, and one-of-a-kind experiences. Six Senses offers a top-notch hospitality experience in scenic settings with a focus on holistic wellness and opulent lodging (sixsenses.com, 2023). In this study, the hotel industry marketing tactics and competitive positioning of Holiday Inn UK and Six Senses UK are analysed. It examines their advantages, disadvantages, chances, and dangers to offer insights into successful marketing strategies and target market segmentation.
[bookmark: _Toc135421979]Thesis Statement
The analysis of Holiday Inn UK and Six Senses UK's marketing tactics and market positioning in the hospitality sector in this study offers useful information for managing brands.
[bookmark: _Toc135336795][bookmark: _Toc135421980]Discussion 
[bookmark: _Toc135336796][bookmark: _Toc135421981]Marketing Strategy as per the situational analysis
	Strengths
	Weakness

	· Strong reputation and brand recognition.
· Global reach and a well-established network.
· Various amenities and services are available (ihg.com, 2023).
· Strong emphasis on loyalty programmes and consumer happiness.
· Convenient transport alternatives and reachable destinations.
	· Competing hotel chains are becoming more numerous.
· Quite expensive when compared to cheap accommodations (ihg.com, 2023).
· A lack of distinctive offerings that would differentiate us.
· Dependence on the tourism sector for financial support.
· Possibility of becoming vulnerable to economic downturns.

	Opportunities
	Threats

	· Escalating travel and tourism demand in the UK.
· Expansion into new areas and emerging markets.
· Creation of sustainable and environmentally beneficial `practices.
· Introduction of cutting-edge technologies to improve visitor experiences (Filimonau and Mika, 2019).
· Opportunities for collaboration with online platforms and travel companies.
	· Uncertainties and swings in the economy.
· Adapting consumer wants and tastes.
· Rising overhead and operational costs (Filimonau, 2021).
· Political and regulatory changes have detrimental effects.
· Online travel agencies and home-sharing services are becoming a bigger challenge.


Table 1: SWOT Analysis of Holiday Inn
Source: (Created by author)
	Strengths
	Weakness

	· Distinctive and opulent brand positioning.
· Emphasize eco-friendly practices and sustainability (sixsenses.com, 2023).
· High-quality, personalised experiences for guests.
· Extensive spa and wellness options.
· Locations that are exclusive and beautiful.
	· There are few properties in the UK.
· Increased prices could reduce mass market appeal.
· Brand awareness is lower than those of well-known hotel chains (sixsenses.com, 2023).
· Smaller than the average size of operations.

	Opportunities
	Threats

	· Rising interest in wellness travel in the UK.
· Entering new regions and markets.
· Establishing collaborations with upscale travel companies (Zheng et al. 2022).
· Introduction of creative ideas for sustainability and wellness.
· Using digital tools to engage visitors and conduct marketing.
	· Fierce rivalry with other luxury hotel businesses.
· Economic downturns affect the luxury travel sector (Buhalis et al. 2022).
· Adapting consumer wants and tastes.
· Brexit may harm the travel sector.
· Rising compliance standards and regulations.


Table 2: SWOT Analysis of Six Senses
Source: (Created by author)
	Factors
	Aspects

	Political
	· Taxation, employment rules, and health and safety restrictions are all governed by government policies and regulations.
· Political stability and how political choices affect the sector (Capobianco et al. 2021).
· Brexit and its effects on trade agreements, immigration regulations, and economic conditions.
· government programmes to encourage hospitality and tourism.

	Economic
	· Economic variables including GDP expansion, inflation rates, and currency exchange rates are not stabilised (Ntounis et al. 2022).
· The spending habits of consumers and available funds become limited.
· Economic cycle effects on tourism and travel.
· Low investment in transit and infrastructure.

	Social
	· Consumer preferences and changing demography.
· multiculturalism and cultural variety.
· Choices in hospitality and travel are influenced by lifestyle trends.
· Consumer expectations are impacted by health and wellness trends.

	Technological
	· Activities are being impacted by technological advancements like mobile apps and online booking systems.
· Effects of digital transformation on providing services and improving customer experiences.
· Data protection and cybersecurity issues.
· Customization and increased operational efficiency through the use of data analytics.

	Legal
	· Observance of rules and laws about consumer protection, health and safety, and employment.
· Hotels, restaurants, and bars must all have licences.
· Copyright laws and intellectual property protection.
· Sustainability programmes and environmental regulations.

	Environmental
	· Increasing focus on environmental responsibility and sustainable practises.
· Climate change's effects on hospitality and tourism.
· Energy-saving techniques and renewable energy sources (Dalirazar and Sabzi, 2023).
· Strategies for reducing and managing waste.


Table 3: PESTLE Analysis
Source: (Created by author)
Holiday Inn UK
Based on the SWOT and PESTLE analyses, Holiday Inn UK may take advantage of its advantages and strengths to create winning marketing plans. By highlighting the distinctive amenities and services provided, emphasising customer pleasure, and emphasising loyalty programmes, it is possible to capitalise on strong brand awareness and reputation (ihg.com, 2023). Holiday Inn may benefit from its large global footprint to draw tourists from abroad and establish itself as a top choice for comfort and accessibility. Additionally, the UK's expanding travel and tourism industry offers a chance to use tailored marketing strategies to appeal to both domestic and foreign visitors. To increase visibility and reach a larger consumer base, Holiday Inn should concentrate on collaborations with internet platforms and travel agencies. To solve these issues, the business can think about using more aggressive pricing tactics to compete with low-cost hotels. Last but not least, using cutting-edge technological solutions and environmental efforts can help Holiday Inn UK stand out in the market given the shifting consumer tastes and demands.
Six Senses UK
Six Senses UK may create marketing strategies that showcase its distinctive and opulent brand positioning by considering the SWOT and PESTLE analysis. The organization can market its health and spa products to environmentally conscious customers by leveraging its emphasis on sustainability and eco-friendly practices (sixsenses.com, 2023). Working with upscale travel companies can help spread brand awareness and connect with the intended target market. Six Senses can emphasize exclusivity and high-end experiences to appeal to discerning travellers to solve the shortage of properties in the UK. The business can also profit from the rising interest in wellness travel by promoting its health programs and tailor-made visitor experiences. Embracing technology may increase customer involvement and enable seamless experiences. Examples include online booking systems and digital marketing. Additionally, engaging with government campaigns to promote hospitality and tourism might provide doors for joint ventures and marketing initiatives. To retain a favourable brand reputation, Six Senses may proactively address legal and regulatory obligations, guaranteeing compliance with employment laws, health and safety standards, and sustainability rules.
[bookmark: _Toc135421982]Marketing Mix
Holiday Inn UK
Product: Holiday Inn UK provides a variety of goods and services, including cosy lodging, eating choices, conference and event facilities, and extras like fitness centres and swimming pools (ihg.com, 2023). By adopting cutting-edge technological solutions and environmentally friendly practices, they can further improve the range of their products.
Price: Holiday Inn UK needs to implement price strategies that are competitive and take into account aspects including consumer willingness to pay, market demand, and rival pricing. To entice and keep customers, they can also introduce flexible price alternatives, exclusive deals, and loyalty programmes.
Place: Holiday Inn UK has the benefit of convenient locations & accessibility because of its widespread global presence (Purnamayanti et al. 2021). They should put their attention on efficient distribution methods, collaborations with online platforms and travel agencies, and guaranteeing smooth booking processes on their website & mobile apps.
Promotion: Holiday Inn UK can partake in a variety of promotional activities to advertise its name and products. This covers traditional media advertising, online marketing, social media efforts, and PR initiatives. To raise brand exposure, they can also work with bloggers who write about travel.
People: The Holiday Inn UK personnel is essential to providing outstanding customer service. Programmes for training employees should be put in place to make sure they have the skills and information needed. The total guest experience can be improved by emphasising a customer-centric approach and offering first-rate customer service.
Process: The guest experience should be streamlined and improved as a top goal for Holiday Inn UK. This entails speedy check-in and check-out procedures, rapid resolution of any difficulties or requests from guests, and excellent handling of all other processes (Cunha et al. 2021). The guest experience can be further improved by implementing technological solutions for seamless workflows and online reservations.
Physical Evidence: In the hospitality industry, the physical environment is crucial. Holiday Inn UK should make sure that its buildings are kept up well, attractive, and furnished with contemporary conveniences. They can also highlight eco-friendly projects and demonstrate their dedication to sustainable practices.
Six Senses UK
Product: Six Senses UK provides a distinctive and opulent offering with a focus on well-being, spa encounters, and exclusive lodgings (sixsenses.com, 2023). To meet changing consumer demands, they should keep innovating and expanding their product line-up, perhaps by collaborating with recognised wellness authorities or launching new health programmes.
Price: Given that Six Senses UK advertises itself as a premium company, its pricing ought to correspond to the level of luxury and exclusivity they provide. They can use a premium pricing strategy while also taking the target market's sense of value into account.
Place: The venues chosen by Six Senses UK should be upscale and picturesque and reflect their brand image. The houses ought to be conveniently located and reachable. To appeal to an affluent clientele, they can also consider forming alliances with luxury travel firms.
Promotion: Six Senses UK should put a lot of effort into promoting the brand's exclusivity, sustainability efforts, and wellness offers (Grewal et al. 2020). To reach their target demographic, they can work with influencers, target internet advertising, upscale lifestyle magazines, and luxury travel periodicals.
People: The Six Senses UK crew is essential to providing guests with unique and personalised experiences. They should receive training on how to treat customers with respect and live up to the brand's ideals. Employing specialists in hospitality and health can improve the visitor experience even further.
Process: Six Senses UK should make sure that each visitor's experience is seamless and unique while on their sites. Every touchpoint, from the reservation to the arrival and departure, ought to be planned to offer a special and unforgettable experience. Value can be added by utilising technology to improve the booking process and customise guest preferences.
Physical Evidence: The brand's branding as opulent and wellness-oriented should be reflected in the physical environment. Six Senses UK should pay close attention to every element of its properties, including the architecture, spa services, and outdoor scenery. The physical evidence can be improved further by highlighting sustainability and environmentally friendly practices.
[bookmark: _Toc135421983]Segmentation, targeting and positioning of both companies
Holiday Inn UK
Segmentation: Holiday Inn UK can divide its target market into segments based on a variety of characteristics, including psychographics (lifestyle, interests, and values), demographics (age, income, and occupation), and behaviour (preferences for and frequency of travel) (Musa et al. 2020). They may go for families, business travellers, and vacationers looking for convenient and welcoming lodging.
Targeting: Highlighting features like conference spaces and business centres can help Holiday Inn UK appeal to business travellers. By highlighting family-friendly services and events, families can be attracted. Emphasising adjacent tourism sites and recreational facilities can draw leisure travellers. They can also use special bonuses and awards to attract frequent flyers and members of loyalty programmes.
Positioning: Travellers may position themselves to stay comfortably at Holiday Inn UK because it is a reputable and trusted brand. They might emphasise their wide-ranging amenities, handy locations, and strong global presence (Brochado et al. 2020). They may establish themselves as a top option for tourists looking for a great experience at a fair price by concentrating on customer satisfaction and loyalty programmes. They can also highlight their accessibility and the ease of available transit.
Six Senses UK
Segmentation: Based on psychographics, Six Senses UK can divide its target market into subgroups, concentrating on people who place a high value on luxury, well-being, and sustainability (Ahani et al. 2019). High-income people or families looking for exclusive experiences can be their target market.
Targeting: Six Senses UK can appeal to eco-aware people, luxury vacationers, and wellness aficionados. To draw in this target market, they can highlight their distinctive wellness and spa offers, green policies, and upscale accommodations. They may also target couples on their honeymoon or others looking for a private, romantic trip.
Positioning: Six Senses UK may establish itself as a leading luxury company that offers distinctive, revitalising experiences in beautiful, peaceful settings. They might emphasise their emphasis on well-being, sustainability, and individualised care (Sufi, 2019). They can establish themselves as a choice for wealthy travellers looking for a spectacular and all-encompassing experience by providing upscale, exclusive services.
[bookmark: _Toc135421984]Conclusion
This study concludes that both Holiday Inn UK and Six Senses UK can create successful marketing plans based on their different market analysis because they have recognised their strengths, weaknesses, opportunities, and threats. They can succeed in the cutthroat hotel sector by utilising their special products, concentrating on the right market, and making use of their optimal positioning.
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