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Introduction
This essay aims to compare the marketing strategies of two brand hotels that are operating their business in the environment of the United Kingdom. Marketing encompasses the many strategies and tactics used by a corporation to effectively capture the attention and interest of a target audience towards its products or services, using compelling and well-crafted communications (Jobber and Ellis-Chadwick, 2020). The establishment of Six Senses in 1995 was driven by the objective of fostering ethical conduct within the realm of premium hospitality (Sixsenses.com, 2023). The ideas Six Senses creates include a wide variety of architectural projects, including exclusive clubs, luxurious houses, exotic resorts, and retreats. On the other hand, Holiday Inn is a renowned multinational brand that has garnered accolades and achieved global recognition. With a vast network of over 1,000 hotels and a continuously growing portfolio of properties worldwide, Holiday Inn has been providing exceptional accommodations for many types of guests, including those seeking leisure, business, and family-oriented stays, ever since its first establishment in 1952 (IHG Development, 2021). 
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Using a SWOT analysis and a strategic planning approach, organisations organisations may effectively address challenges and make informed decisions in the pursuit of potential opportunities (Mindtools.com, 2023). The primary objective of doing a SWOT analysis is to provide a comprehensive understanding of the many factors involved in formulating a strategic course of action for enterprises. One of the main strengths of Holiday Inn is its global presence. The hotel chain has around 1,234 hotels with 224,855 rooms globally (Veeren Gowrea, 2019). In contrast, many of the customers have posted their bad reviews on the site of the hotel. As an opportunity, the company use different marketing channels to increase its sales (Ryan, 2012). increasing inflation in the United Kingdom is one of the significant threats to Hilton Hotels. On the other hand, Six Senses Hotel is also one the best service providers in the United Kingdom and has experienced staff in the working environment. Many of the customers claim that Six Senses Hotel is providing low-quality services to its customers. The hotel industry in the United Kingdom is continuously increasing; however, Six Senses Hotel can also increase its hotel branches (Center for Responsible Travel, 2021). A PESTLE study is conducted to evaluate the predominant external variables that have a significant impact on a firm (Barrington, 2016). The PESTEL analysis conducted on Holiday Inn hotels has identified many significant attributes. The economic well-being and political stability of the host country are of utmost importance. Another political worry that may have an impact on the hotel pertains to intellectual property (IP) protection. The financial performance of Holiday Inn may be influenced by several economic variables, including exchange rates, the stability of the host country's currency, government involvement in the free market, and the quality of customer services. Several factors, including gender roles, societal conventions, professional standards, and educational backgrounds, shape the target market and consumer preferences of the hotel (Momin, 2023). Technology has a significant influence on the cost and value chain structures within the travel and tourism industry. Technology improves both functionality and client satisfaction. When making sustainable decisions, Holiday Inn considers environmental concerns such as waste management in consumer services and client preferences for "green" or environmentally friendly items. Holiday Inn is required to adhere to health and safety rules, as well as comply with employment laws. In order to maintain a reputable and successful company, businesses need to adhere to significant legal obligations. The PESTEL research undertaken by The Six Senses Hotel examines political issues such as regulations pertaining to consumer service safety and legislation controlling the travel and leisure sector. Economic variables include exchange rates, labor productivity, and the stability of the host country's currency (Ahsan Ali Shaw, 2020). Restaurants operated by Six Senses are obligated to consider the political influence, financial resources, and educational background of the local community. One should exercise caution about the impact of technology on the goods and costs associated with the travel and leisure industry. Weather patterns and the phenomenon of climate change could influence the operational practices and sustainability efforts of Six Senses hotels. In order to ensure the safety and well-being of both the hotel establishment and its clientele, it is essential to consider and adhere to relevant labor legislation, consumer protection laws, and e-commerce standards (Momin, 2023). Hotels such as the Holiday Inn and Six Senses are compelled to differentiate themselves within the fiercely competitive hotel industry. Both firms are required to adhere to employment standards in order to operate effectively. Holiday Inn, in contrast to Six Senses, lays a greater focus on maximising profits while simultaneously providing clients with specific services.
The marketing mix is a comprehensive collection of tactics and procedures that a firm use to generate and promote its product or service to its target market (Kotler et al., 2020). The use of this tool simplifies the process of planning, executing, and strategizing marketing initiatives that provide positive outcomes. The Six Senses hotel employs the 7Ps marketing approach, which integrates many marketing mix components to create a complete and appealing product to its target market. The hotel provides first-rate accommodations as well as first-rate amenities and personalised customer service. The Six Senses hotel is positioned at the upper end of the market due to its well-known reputation and exceptional quality, which reflects its pricing strategy (blogmarketing9113BC_10.3, 2019). The Six Senses Hotel offers a tranquil and captivating accommodation experience due to its innovative architectural style. The organisation uses a diverse range of tactics to promote its brand, including social media platforms, public relations efforts, digital marketing campaigns, and establishing relationships with influential individuals within the luxury travel sector. The hotel strategically allocates resources towards training and development initiatives in order to cultivate a motivated workforce that is dedicated to prioritising client satisfaction, ensuring that each guest has a delightful and individualised experience. Every facet of a guest's vacation at the Six Senses Hotel is meticulously taken into account, including the processes of reservation, check-in, service provision, and check-out. The hotels exhibit opulent interior design, use ecologically conscious building methods, and provide a plethora of facilities. The use of the 7Ps marketing approach by the Holiday Inn hotel had a significant role in its attainment of success within the leisure sector. The hotel provides a range of convenient amenities such as dining establishments, exercise facilities, and meeting areas in addition to luxurious accommodations. The hotel offers a range of lodging options and promotions to cater to diverse budgets while maintaining high standards of quality (IHG, 2023). In order to provide for the diverse needs of tourists, Holiday Inn deliberately chooses its positions in renowned tourist zones and prominent business districts. In order to effectively reach its intended population, the Holiday Inn hotel uses a diverse range of marketing platforms and promotional methods, which include internet marketing campaigns. The staff members employed at the Holiday Inn Hotel are always accessible to address any concerns or requests made by visitors, with the primary objective of ensuring a hospitable and enjoyable lodging experience. In order to enhance customer happiness, the hotel consistently assesses its operations and implements necessary modifications. A well-organised well-organised environment, including aesthetically pleasing decor and meticulous consideration of minute elements, is more likely to elicit a positive response from visitors. While Holiday Inn places a significant emphasis on internet marketing strategies, Six Senses Hotel employs the use of renowned travel personalities in their promotional campaigns. In contrast, both hotels demonstrate a solid commitment to ensuring customer satisfaction by offering artistically adorned accommodations equipped with modern conveniences.
The concept of STP marketing, often known by its acronym, which stands for segmentation, targeting, and positioning, may be easily comprehended by providing a clear explanation of its components (Smith and Zook, 2020). The implementation of the STP marketing technique involves the establishment of unique market segments, focusing on specific product categories, and customising the placement of products or services to cater to each segment (Clow, K & Baack, 2013). The renowned Six Senses hotel in the United Kingdom uses STP research as a marketing tactic to attract clientele. The diverse range of discounts offered by the firm has the potential to attract clients from all age groups and income levels, including both business and leisure tourists. Reasonably priced spa treatments, comprehensive, holistic health programs, and a variety of exercise and meditation classes are all offered. This approach fosters the creation of immersive experiences that enable visitors to deeply engage with the daily lives of residents and the surrounding natural environment (Bowie et al., 2017). The Holiday Inn similarly employs this kind of marketing in order to attract prospective consumers. Ensuring the contentment of travelers seeking affordable accommodations, dining options, and recreational activities is of utmost importance. The business mainly targets the market segment that prioritises factors such as user-friendliness, cost-effectiveness, and convenience. The establishment effectively communicates its geographical position, highlighting the convenient accessibility to adjacent airports, major urban centers, and significant attractions. In summary, Holiday Inn demonstrates an explicit provision of affordable accommodation options, whereas Six Senses raises uncertainty about its affordability. Both venues effectively attract customers by using strategic positioning that utilises the optimal arrangement of items.

Conclusion
 In conclusion, in order to achieve success in the hotel market, Six Senses and Holiday Inn must adopt distinct positioning strategies. Despite catering to a wide range of customers, each hotel employs distinct methods and offers distinctive services. Six Senses places a strong emphasis on providing high-end experiences, promoting well-being, and offering enjoyable activities in order to attract those seeking genuine and ecologically conscious pursuits. In contrast, Holiday Inn emphasises alluring destinations and caters to those who prioritise reliability, affordability, and ease of access. Both hotels use STP research to segment their target clientele into several categories and then adapt their offers in order to appeal to these specific groups effectively. Furthermore, they possess an understanding of the importance of the marketing mix in delivering complete solutions to their clientele. The marketing methods used by the company, however, exhibit variation. While Six Senses employs luxury travel influencers, Holiday Inn focuses on online marketing strategies. 
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