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Introduction
This account aims to compare the marketing approaches of two hospitality brands, Six Senses and Holiday Inn, both brands under IHG Group umbrella.(IHG, 2022) The hospitality industry is highly competitive, and marketing plays a vital role in gaining a competitive advantage. Marketing is the sum of all processes a business will use to successfully promote, sell, attract, and retain customers. (Jobber & Ellis-Chadwick, 2019) The report intentions are to analyse situational environment, marketing mix, segmentation, targeting, and positioning, as well as marketing communications to identify parallels and variances in the respective marketing approaches. This paper also analyses marketing activities for both brands that are ranked close in the industry.(See appendix 1) Six Senses focuses on a high-end, luxurious experience with a focus on sustainability, while Holiday Inn emphasizes affordability and accessibility. Six Senses product offerings are unique and personalized, while Holiday Inn's offerings are standardized and consistent across locations. (Miler & Peterson, 2020) 
SWOT Analysis of Six Senses:
While the brand holds a robust global recognition within the luxury hospitality domain, its high pricing strategy may impede market share acquisition in this sector. The multinational presence consists of twenty-two hotels and resorts situated in various exotic locations around the globe, offering distinctive and tailor-made wellness experiences that set the brand apart from competitors (Six Senses, 2023). However, a limited target market, focused on affluent and health-conscious individuals, circumscribes the brand's presence in metropolitan areas and constrains growth prospects. Nonetheless, growing the brand's footprint in urban and business destinations and devising novel, innovative wellness programs and services may reinforce Six Senses. Various challenges confront Six Senses, including financial downturns affecting luxury hospitality service demand, competition from equivalent luxury hospitality providers, increasing regulations surrounding sustainable practices and eco-tourism, and unpredictable events such as natural disasters or political instability that can impair the brand's properties and operations (Jiang et al., 2022).
SWOT Analysis of Holiday Inn: 
The mid-priced hotel sector demonstrates significant brand recognition and a solid reputation. An attractive pricing strategy caters to budget-conscious travellers, while a global presence encompasses numerous urban and tourist locales. A robust loyalty program encourages customer retention (Buttle et al., 2016). However, differentiation within the competitive mid-tier market remains minimal, as does the presence in exotic locations, potentially hindering growth opportunities. Reliance on external booking platforms proves substantial, with limited emphasis on sustainability and ecotourism. Expansion into emerging markets with increasing demand for moderately priced accommodations, enhanced service offerings, and innovative amenities can foster differentiation (Jiang et al., 2022). Collaboration with travel and airline companies can facilitate package deals and discounts, while incorporating sustainable practices and ecotourism initiatives may attract environmentally aware constituents. Nonetheless, growing competition from mid-range hotels and alternative lodging options such as Airbnb persists. Economic fluctuations may influence mid-priced accommodation preferences, and mounting regulatory measures targeting the hospitality sector, encompassing labour legislation and environmental protocols, demand consideration (Kotler et al., 2020).
PESTLE Analysis of Six Senses:
Political instability and regulations may impact the brand's operations in different countries. Political unpredictability and conflicts in some countries may impact the brand's properties and operations. Changes in visa policies and travel restrictions may impact the brand's customer base.
Economic downturns and changes in currency exchange rates may impact the brand's pricing strategy and customer base. Growing demand for luxury hospitality services in emerging markets may present growth opportunities for the brand. (Six Senses, 2021) Variations in the global economy may impact the brand's revenue and profitability.
Socially growing interest in health and wellness among consumers may increase the demand for the brand's services. Cultural differences in different countries may impact the brand's ability to appeal to local customers. Changing demographics and lifestyles may impact the brand's target market and offerings.
Technological innovations may present opportunities for the brand to offer new and innovative services. Changes in consumer behaviour and preferences due to technological advancements may impact the brand's marketing and customer engagement strategies. Dependence on technology for operations and customer services may increase the brand's vulnerability to cyber-attacks and data breaches. (Yetunde, 2022)
Legal changes in labour laws and regulations may impact the brand's operations and costs. Compliance with environmental regulations and sustainability standards may increase the brand's costs.
Environmental awareness combined with energy consumption and waste management are among environmental concern  that Six Senses are facing given the management commitment to become more sustainable and environmental aware. (Six Senses, 2021) 
PESTLE analysis at Holiday Inn
Political regulations on the hospitality industry, such as taxes and employment laws, could impact the business. (Kotler et al, 2013) Political stability in the countries where Holiday Inn operates could also be a factor affecting the business.
Economic fluctuations in the economy, such as recessions, could affect the demand for hotel accommodations and the overall profitability of Holiday Inn. Currency exchange rates could impact the costs of doing business for Holiday Inn in different regions. (Cong & Thu, 2020)
Social changes in trends and demographics could impact the types of services and amenities that guests expect from hotels. Social media trends and online reviews could affect Holiday Inn's reputation and customer perception. (Mai et al., 2022).
Technological advancements could impact the way that hotels operate and provide services to customers, such as mobile check-in and smart room features. (Stoychev, 2020) Competition from online travel agencies and other booking platforms could also impact Holiday Inn's business.
Legal compliance with various regulations and laws, such as health and safety regulations and data privacy laws, could affect the business operations of Holiday Inn. Litigation and liability issues could also impact the company's reputation and financial stability.
Environmental changes and sustainability practices could affect the business practices of Holiday Inn, such as waste disposal and energy usage. Changing climate patterns could also impact the travel patterns and demand for hotels in certain regions. (Bogren & Sörensson, 2021)
Marketing Mix
Product
Six Senses and Holiday Inn both offer accommodation and hospitality services. Six Senses is a luxury brand that focuses on providing high-end accommodation and wellness experiences. The brand offers its guests luxury villas and suites, spa services, and wellness programs. (Zimmerman & Blythe, 2021) In contrast, Holiday Inn is a mid-priced hotel chain that focuses on providing affordable accommodation and hospitality services. The brand offers standard rooms and suites, restaurant with bar services, meetings, and events facilities.
Price
Six Senses is a premium brand, and its pricing strategy reflects this positioning. The brand's prices are higher than most of its competitors in the luxury hospitality segment. On the other hand, Holiday Inn's pricing strategy is focused on providing affordable accommodation and hospitality services. The brand's prices are lower than most of its competitors in the mid-priced hotel segment. (Chusnaini & Rasyd, 2022) 
Place
Six Senses operates in several countries worldwide and has a presence in several tourist destinations. The brand's properties are located in remote locations and exotic destinations. In contrast, Holiday Inn operates in several countries worldwide and has a presence in both tourist and urban locations. (Holbrook, 2018) The brand's properties are in city centres and near tourist attractions.
Promotion
[bookmark: _Hlk134716338]Six Senses and Holiday Inn both utilize various promotional channels to reach their target audiences. (Bogren & Sörensson, 2021) Six Senses' promotional strategy focuses on experiential marketing, and the brand utilizes social media, events, and influencers to showcase its unique offerings (Stoychev, 2020). In contrast, Holiday Inn's promotional strategy focuses on traditional advertising channels, such as television, print, and online advertising.(see appendix 4)
[bookmark: _Hlk134569742]Segmentation, Targeting, and Positioning
Segmentation
Six Senses segments its market based on demographics, psychographics, and geographic variables. Six Senses targets the high-end, luxury segment of the hospitality market, with a focus on eco-conscious travellers and those seeking unique, personalized experiences as the wellness tourism has become a niche market inside the tourism industry (Padma and Ahn, 2020). On the other hand, Holiday Inn segments its market based on demographics and business orientated variables. The brand's target market consists of budget-conscious travellers who prioritize convenience and accessibility. (Gon Kim et al., 2008) 
Targeting
Target marketing involves promoting products and services to a specific group of customers who are more likely to be interested in them. Six Senses has also employed target marketing to attract niche customers to its unique offerings. The brand's target most of affluent and health-conscious individuals who are keen to pay for refined accommodation and luxury experiences (Bowie et al., 2016). In contrast, Holiday Inn targets its market by providing affordable accommodation and hospitality services to low-rated seeking travellers.(See appendix 2)
Positioning
[bookmark: _Hlk134569579]Six Senses places itself as a high-end brand that focuses on providing first class accommodation, wellness programs, and spa services to its target market. (Mai et al., 2022)In contrast, Holiday Inn positions itself as a mid-priced hotel chain that provides affordable accommodation and hospitality services to budget-conscious travellers. The brand focuses on providing convenient and straightforward services to its target customers. ( Statista , 2023)
Marketing Communications
Six Senses and Holiday Inn both utilize various marketing communications channels to reach their target audiences. Six Senses' marketing communications strategy focuses on experiential marketing, and the brand utilizes social media, events, and influencers to showcase its unique offerings. (Duarte, 2016) In contrast, Holiday Inn's marketing communications strategy focuses on traditional advertising channels, such as television, print, and online advertising, as well as adds(Yan & Cui, 2016) Both brands utilize email marketing and targeted advertising to reach its target market. (See appendix 3)  However both brands focus on creating a strong brand image through social media, experiential marketing, and content marketing. (See appendix 5)

Conclusion
In conclusion, Six Senses and Holiday Inn adapt to distinct market sectors with varying approaches, Six Senses targeting luxury and sustainability, while Holiday Inn aims for affordability and accessibility. Their pricing approaches reflect these divergent focuses, yet both employ promotional tactics to draw in customers. Marketing communications further reveal their different emphases, with Six Senses utilizing experiential and content marketing, and Holiday Inn relying on loyalty programs and bonuses to attract new clientele.
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