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Introduction 
The main purpose of this essay is to conduct a comparative analysis of business tactics and marketing methodologies of two renowned global hotel chains “Holiday Inn” and “Six Senses”. Comparative analysis is important to analyze the facilities provided by these organizations and their business operations. “Holiday Inn” is an American chain of hotels based in Atlanta, Georgia. The company operates its hotel business across the various countries of the world. “Six Senses” is another important hotel chain that is a subsidiary of the Intercontinental hotel chain. Both of these hotels are chosen for this essay because of their strategic location and positioning strategies. This essay is going to discuss the marketing tactics, marketing decisions, business history, contemporary marketing standings, and sustainability goals of both organizations.       
Main Body 
Comparative analysis of two companies in the same industry helps to gain in-depth knowledge of the strategy followed by the company. Comparative analysis helps to identify the strength and weaknesses of both companies (Thomann, 2020). It helps to find out two or more similar things among the companies which is vital for market analysis. It helps to make good decisions in business and overcome business issues. Analysis of similarities and differences between businesses helps to make business strategy (Braun and Clarke, 2021). It is important for making strategic decisions during market uncertainties and tough market conditions. Comparison analysis helps to identify where the products or services of these companies stand in a tough competitive market. It helps to promote product offerings that are important to get a competitive advantage in business. 
 “Holiday Inn” was founded in 1952 by Kemmons Wilson. It is a US-based company that has hotels in 1173 locations in the world. It is one of the largest and most renowned hotel chains in the US. It is a part of the intercontinental hotel group PLC.  The company wants to deliver its commitments to customers and personalized services to its customers. Delivering value-oriented customer services helps the company to acquire new customers and build a loyal customer base (Tregua et al. 2022). The hotel chain is more committed to delivering higher quality hotel services and products to its customers. The mission of the company is to uphold the moral system and make a stronger presence in the community. 
The vision of the company is to become the best 4-star hotel chain in Dubai. The values and vision of the company motivate 67% of its employees which is crucial to ensure a strong presence in the market. In 2022 the “Holiday Inn” earned a revenue of $ 8.3 billion (Ihg.com, 2023).  This hotel chain has 345000 employees in 100 plus countries where they operate their business. The company delivers true hospitality services to customers that help in the continuous growth of the company. 
“Six Senses” was founded in 1995 with a mission to promote responsible practices in the to-ties hospitality industry. The company was formed to deliver customer-centric services to its guests. The company mainly operates luxurious residences and private clubs. Providing innovative and sustainable services to c customers is one of the core objectives of the company. The selection of outstanding locations for hotels is one of the core objectives of the business. It is a Bangkok-based hotel chain that is operated in the form of five-star hotels, spas, and resorts. This hotel chain has 22 hotels in different countries. “Six Senses” have 4900 employees who are considered as the key assets of the company (Sixsenses.com, 2023). The company earns a revenue of $ 13 million in 2022. The company wants to deliver valuable services to its customers and protect the community values where it operates its business. 
“Holiday Inn” was founded to provide hospitality services to wider customers from different socio-economic classes. On the other hand, “Six Senses” was built to provide luxurious hospitality to higher cases. Due to basic differences in the business objectives both companies run through different methods. 
The "Holiday Inn" business model is managing and franchising hotels. The company owns less than 1% of its total hotel assets and follows the “Asset-light” business strategy. Assets-light business strategy helps the company in continuous growth and expansion in the highly competitive market (Seo et al. 2021). In the "Asset-light" model companies only focus on the operational part and outsource the assets needed. It reduces the burden of building assets for business expansion. This business model helps the company to maintain greater flexibility which is important for the quick expansion of business in the hospitality sector. The quick expansion of business in the hospitality sector helps to go ahead of the competition which is crucial to gain customers and stakeholders. This model helps the company to scale its business more quickly than asset-heavy industries.  
“Holiday Inn” shares its business narrative with customers through a series of mobile-optimized web documentaries. It helps to provide a visual representation of their business and the facilities delivered by it. Mobile-optimized documentation helps the company influence consumer purchasing decisions. This strategy helps to improve user experience which is crucial to meet business performance. It also increases the engagement of users which is crucial for business performance. 
On the other hand, the “Six Senses” hotel chain communicates brand persona with its key audiences. Communicating brand persona helps the company to draw the attention of wider customers within the business. The company wants to activate the five physical senses of customers which are sound, sight, smell, taste, and touch. Through this business strategy, the company builds a sense among customers about its services. Multisensory marketing strategy followed by the company helps to gain more customers in the hospitality industry (Reinoso-Carvalho et al. 2020). It helps the brand to build emotional connections with wider customers. Building emotional connections with customers helps to increase the base of loyal customers. The company focuses more on the content market where they create eye-catching content for their audiences. “Six Senses” delivers the most effective and latest wellness program for building strategic partnerships with other businesses. It also developed an emotionally intelligent approach to services which can positively influence wider customers.     
 “Six Senses” company is dedicated to wellness, sustainability, and immersive experience. These three are the core business objectives of the company. The company builds partnerships with distinguished wellness professionals to provide experienced service to its customers. The company gives more attention to digital media marketing to engage wider customers with its brand. Engagement of customers with brands helps to generate more revenues and profits (Li et al. 2020). In the modern digital era, 80% of consumers check products or services online before placing an order. 90% of consumers' purchasing decisions are influenced by online narratives. Due to this reason wants to set a positive narrative of the brand through its digital media campaigning.  “Six Senses” wants to become a meaningful brand that can influence the heart of the business. 
“Six Senses” builds a multicultural and multinational portfolio of its properties which can bring value to life in their way. Building a multinational and multicultural portfolio helps to attract diverse customers from various parts of the world (Hagy, 2021). It also focuses on building positive attitudes of workers which can help to create a cheerful workplace environment. Positive attitudes of workers encourage them to give their best on the work. Executive-level professionals of the company encourage everyone to practice meditation and yoga for taking care of their mental health. Looking after the mental and physical health of employees brings positive outcomes in business. The spa therapist of the company strongly believed that sustainability is fundamental to the whole team. Sustainable business practices help companies to promote wellness.    
On the other hand, “Holiday Inn” set long-term business objectives to achieve business goals in the hospitality industry. “Holiday Inn” focuses more on strategic management by evaluating, drafting, and implementing cross-functional decisions. Strategic management becomes essential to identify business needs (Bogers et al. 2019). Identification of business and marketing needs becomes essential to gain more customers in business. The company uses the IHG green system to ensure business sustainability. The IHG system helps the company to minimize the consumption of water, energy, and waste during hotel operations. Minimum consumption of water gives sustainability values to organizations.     
Conclusion 
Based on the discussion mentioned above it can be concluded that hotel chains must have to focus on sustainable business practices. Sustainability within a business helps to reduce business costs at the same time create a positive perception among consumers. Sustainable marketing refers to the promotion of eco-friendly and socially responsible products. Both the “Holiday Inn” and “Six Senses” are responsible for business sustainability. Becoming a sustainable hotel brand helps to create a positive brand image in the industry. “Six Senses” creates premium tourist destinations with an emphasis on wellbeing and sustainability whereas “Holiday Inn” focuses on using sustainable products during the business operation. The company depends on locally sourced materials that are 100% recycled. Sustainable marketing in the hotel industry can create value for customers. It gives organizations a scope for innovation which is crucial to meet business performance. “Holiday Inn” acquired a cruise line company to expand its business in the hospitality industry.     
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