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[bookmark: _GoBack]Six senses hotels resorts spas are located in some of the world’s most unique places in over 20 countries under the brand name six senses, Evason and six senses spas. On the other hand, Holiday Inn is an American chain of hotels based in Atlanta, Georgia and a brand of IHG Hotels & resorts. 
This education meant to prove the management physiognomies and panaches of two foremost hotel operatives in Asia. It was founded on a factual investigation method using subordinate information. Gratified examination was active to classify the management panaches and important features of the designated bests. The main deliberations in this effort are unglued into two parts. The upbringings and control elegances of apiece hotel worker are deliberated in the first part. Consequences designated that Sonu Shivdasani, the creator of Soneva and Six Senses Resort and Spa, established transformational management elegance.
rpose In 2016, the United Nations published the agenda for maintainable development with 17 Sustainable Development Goals (UN SDGs), requesting everyone to promise to reach the Goals’ targets by 2030. Accordingly, hospitality brands developed Corporate Social Responsibility (CSR) initiatives to bring optimistic straight, unintended and persuaded influences to the triple lowest appearances’ ecological, communal and financial scopes. The determination of this paper contains in examining the welfares that businesses want to obtain, attractive in these actions. Three very dissimilar hotel products’ CSR are studied to reflect their understood organisation with the UN SDGs namely CitizenM, Lefay and Six Senses. Project/practise/slant The paper is based on subordinate qualitative statistics recovered from websites. Conclusions when selecting to obligate to CSR creativities, corporations not only act as decent business peoples but also chase their financial benefits. By so doing, they obtain aids that vary from better copy and standing between visitors to improved gratification and promise amongst personnel, transitory finished abridged economic loads and monetary investments. True to the Eat With Six Senses ethos, menus temporary a solid link with local cooking civilizations, whether at the all-day dining BIVIUM Restaurant-Café-Bar or up high on NOTOS Rooftop. Besides the Roman Empire-inspired 5-course recognising menu, cups comprise plant-based, meat, fish, and sweet classics with Sicilian touches to honour the Executive Chef’s home favourites. Rami Bard, Spouse and Management Manager of Orion Capital Managers, expresses his enthusiasm, “As a actual plantation isolated fairness stable with a planned attention on keeping and rising on behalf of the Orion Fund’s prime maintainable effects throughout Europe, we are extremely proud to see Palazzo Salviati Cesi Mellini open its doors as the new jewel of Rome hospitality
Threat of Substitute Products of Services
While it is evident that the development of products and service better themselves continually, the Six Senses faces low threat, as the hotel group still remains one of its kind, being renowned for being trend-setters rather than trend-followers. Such claim may be underlined by one of their slogans that let customers know that “{they have} always believed in being a story-doer, not a story-teller.” This is specifically underlined by Six Senses’ drive to lead chains around the world to substitute their products as well as services  towards more sustainable options. In other words, Six Senses face no threat of substitute products or services, as it rather deems to be the group that sets such threats which other chains catch and follow up on. 
Competitive Strategy 
Competitive strategy of the company is an essential part of its development and capacity building, where it is important to take into consideration various aspects of the market segment and the industry itself. Primarily, Six Senses resort chose the Blue Ocean Strategy, meaning creating a new demand and outstanding classical barriers. “Not only do they anticipate client demand, they very often go to the next level and actually create demand through innovations”, reports Weldest Case Study (Tuominen & Binder, 2014). 
The franchise highly concentrates over sustainability by introducing cancerogenic free menu, Zero-waste and nature preserving policies. Even though it visibly increases fixed costs, clients are willing to pay to get the extraordinary service along with high-quality products. Moreover, the strategy has a long-term advantage considering the rising level of global Warming Awareness. More and more people take decisions in favor of sustainable hotels omitting classical hotel industries. Another advantage of Six Senses is being one of the first in the whole industry to take steps towards sustainability with a whole department who constantly strive for innovations, whereas other hotels are at the first steps only. To conclude, the incredible success of Six senses highly rely on the customer-centric approach in combination with effective  marketing strategy and, of course breathtaking locations.

Threat of New Entrants
Different hotels and concepts are emerging on a daily basis; however, the threat of entrants specifically for Six Senses is limited to a small scale. The barriers set by Six Senses itself –such as economies of scale, product differentiation, capital requirements of entry, cost disadvantages independent of size, government policies, access to supply or distribution channels, experience and expected retaliation– practically draw out any access and promising future to those who attempt to enter, leading to low levels of threat.

Bargaining Power of Suppliers
The power of suppliers over hotel industry is relatively low. Hotels are not subjected to the bargaining power of suppliers and it has a low and indirect pressure on their competitiveness.  The Six Senses in particular enjoy a low, almost non-existent threat from suppliers, as their bargaining power is undoubtedly small. As the Six Senses group is known for opening their hotels and resorts in remote areas, the franchise contributes greatly to the local producers, thus the hotel group is rather in a position to bargain with its suppliers, as it is potentially the only company that aids the suppliers in such remote areas. 
Bargaining Power of Buyers
Due to the one of a kind nature of the Six Senses resorts and its services, the bargaining power of buyers is relatively low. The Six Senses experience is unique and is hardly found in any other hotel, which is why customers choose to go to a Six Senses property with its breathtaking locations. Furthermore, since Six Senses offers a variety of unique products and quality luxury services, customers are not able to dictate the prices in the resorts and are also less price sensitive. 

Company Profile
	Sector of the Company
	Hospitality

	Foundation Year
	1995

	HQ 
	Bangkok, Thailand

	Number of Hotels
	17 hotels and resorts
26 spas under the brand names Six Senses, Evason, and Six Senses Spas
Six Senses is part of the IHG Hotels & Resorts family

	Number of Countries Operating
	20 ?

	Number of Employee
	3,350

	Social Media Accounts
	Instagram/Six Senses
Facebook/Six Senses 
Website/Six Senses 



Holiday Inn SWOT analysis evaluates the brand by its strengths, weaknesses, opportunities & threats. In SWOT Analysis of Holiday Inn, the strengths and weaknesses are the internal factors whereas opportunities and threats are the external factors.
Holiday Inn is one of the leading brands in the tourism and hospitality sector. The article below lists the Holiday Inn SWOT and includes its target market, segmentation, positioning & USP.
In this article:
· Strengths
· Weaknesses
· Opportunities
· Threats
Holiday Inn Strengths
The strengths of Holiday Inn looks at the key internal factors of its business which gives it competitive advantage in the market and strengthens its position.
A list of strengths is mostly the starting point in a SWOT analysis. Below are the Strengths in the SWOT Analysis of Holiday Inn :
1. High brand recall and visibility due to excellent advertising
2. Over 1200 hotels worldwide
3. Entering new markets across continents
4. Parent company has a high brand value as well
5. Offers a range of hotels to choose from
6. Over 100 million guest nights per annum shows customer satisfaction

Holiday Inn Weaknesses
The weaknesses of a brand are certain aspects of its business which it can improve. Here are the weaknesses in the Holiday Inn SWOT Analysis:
1. Still trying to increase penetration in the emerging economies
2. Huge number of competitors means limited market share

Holiday Inn Opportunities
The opportunities for any brand can include prospects of future growth. Following are the opportunities in Holiday Inn SWOT Analysis:
1. Travelers are looking for new destinations
2. Country specific seasonal offers
Holiday Inn Threats
The threats for any business can be external factors which can negatively impact its business. The threats in the SWOT Analysis of Holiday Inn are as mentioned:
1. Increasing costs for operations indirectly affecting hotel rates
2.Decline in tourism industry due to natural disasters, terror activities etc
3. Intense competition globally from renowned as well as local hotels

About Holiday Inn
	Holiday Inn Overview

	Parent Company
	InterContinental Hotels Group

	Category
	Hotels and Resorts

	Sector
	Tourism and Hospitality

	Tagline/ Slogan
	Relax, its Holiday Inn

	USP
	Very relaxed environment

	Holiday Inn STP

	Segmentation
	People who want a getaway from the stressful lives

	Target Market
	Families, Corporates

	Positioning
	Creating a place where the guests can take their gameface off, relax and just be themselves



Conclusion: six senses hotel and holiday inn both have so many ups and down in the business. They maintained their chain very good level. Both hotel services are best, they have most similar service and activities.

Six sense hotel is doing great in terms of facility for example spa, pool bar and gym while holiday inn need renovation in this area. However, holiday inn hotel doing great customer service which help them survive in the hotel business. 

Both hotels have great marketing strategy which increase their consumers every year and make more profit for them. Both hotel providing lots of holiday packages including airport pick up and drop off which attract lots of tourist. They both provides best toiletries and clean facility which is very important for guest staying in the hotel. Top notch food quality, dining facility and leisure and recreation make the guest very comfortable at their stay in the hote
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