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The Holiday Inn and Six Senses hotels will be analysed in this research. This essay compares and analyses two well-known hotel brands to examine their similarities and differences as well as their potential in the hospitality sector. Six Senses and Holiday Inn Hotels, like the hotel industry as a whole, will develop in response to guests' changing expectations. Six Senses, known for its high-end services and focus on health and wellness, is looking into strategies for long-term worldwide expansion. However, Holiday Inn Hotels, with its distinct and design-driven strategy, may be able to expand in urban areas by appealing to younger, more budget-conscious clients. A PESTEL study will be used to compare the two brands. The brands' internal and external environments, as well as their performance and competitive positioning, will be analysed in a SWOT analysis. These models may be useful for analysing the current and future plans of Six Senses and Holiday Inn Hotels.
[bookmark: _Toc138704517]Situational Analysis
SWOT Analysis
Using the strengths, weaknesses, opportunities, and threats of each hotel chain, SWOT analysis provides a useful framework for evaluating and contrasting Six Senses and Holiday Inn Hotels.
Strengths: The accommodations and spa treatments at Six Senses are top-notch. Eco-friendly vacations are increasingly popular among vacationers. The company's great service and worldwide presence are both advantages. Holiday Inn Hotels' low rates and stylish interiors are big draws for young, thrifty travellers (Catchings, 2021). Due of its unique atmosphere, it caters to a specific clientele.
Weakness: The high cost of a Six Senses membership may prevent it from reaching a wider audience. Customers may be restrained by the hotel chain's lack of availability in a wider variety of places. Holiday Inn Hotels may only be able to attract wealthy clients due to the high price of its services and amenities. The hotel chain may struggle to build customer loyalty because of its infancy.
Opportunities: The increasing popularity of health-oriented vacations is good for Six Senses. The company may expand into less developed regions and help the people there build a more sustainable future. Holiday Inn Hotels may expand their customer base if they focus on providing memorable and affordable vacations. The corporation may target millennial and Gen Z city visitors with its design-forward strategy.
Threats: Both well-known luxury hotel chains and upstarts fight for guests' dollars. Economic downturns and travel restrictions could be detrimental to Six Senses (de Korte, Bosman, and Blomme, 2019). The budget hotel industry is highly competitive, and Holiday Inn Hotels is no exception. Changes in the economy and consumer tastes could impact the demand for budget hotels.
PESTEL Analysis
Using the PESTEL framework, we can examine the external factors that affect the success of Six Senses and Holiday Inn Hotels' operations and strategic decisions.
Political
Political stability and government laws play an important role for Six Senses and Holiday Inn as they operate in different nations (George, 2021). The company's productivity and bottom line are vulnerable to policy shifts like visa or tax limits.
Economic 
Economic factors such as GDP growth, inflation, and currency exchange rates all have an impact on the hospitality industry. It's possible that high-end businesses like Six Senses are more susceptible to economic downturns than more reasonably priced ones like Holiday Inn.
Social 
Hotels like Six Senses and Holiday Inn are susceptible to changes in consumer preferences and social mores. The Six Senses caters to the growing need for holistic experiences, whereas the Holiday Inn Hotels focus on social needs, satisfying the expectations of younger tourists in search of vibrant and friendly atmospheres.
Technological
The hospitality industry is not immune to the effects of online booking platforms, mobile apps, and automation. Both Six Senses and Holiday Inn Hotels depend on cutting-edge technology to provide first-rate service to guests and save operational expenses.
Environmental
The need of putting sustainability and environmental awareness first is rising (Roth, Vitoria, and Kretschel, 2021). Holiday Inn Hotels may prioritise carbon footprint reduction, while Six Senses, which has a deep dedication to sustainability, may face pressure to go green.
Legal
It is imperative that you abide by all applicable laws in your area. Any country in which Six Senses or Holiday Inn Hotels operate requires them to adhere to that country's licencing, employment, safety, and environmental requirements.
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The 7Ps of Marketing serve as a framework for analysing and understanding the myriad elements that go into any successful marketing campaign. Examining the differences between Holiday Inn and Six Senses Hotels through the lens of the 7Ps (product, pricing, location, promotion, people, process, and physical proof) reveals some interesting insights.
Product
Luxury, sustainability, and a focus on health set Six Senses apart from the competition. A lot of them have spas, organic restaurants, and other one-of-a-kind establishments in their mansions (Glenister, 2021). Holiday Inn Hotels, on the other hand, aim to attract a younger and more frugal audience by positioning themselves as chic boutique hotels. Their product encourages a hip communal setting with lots of fun things to do.
Price
To uphold its reputation as a luxury brand, Six Senses charges premium rates for its lavish accommodations and comprehensive wellness programmes. Holiday Inn Hotels are able to provide cheaper rates due to their greater cost-effectiveness. Because of this, they are able to attract thrifty shoppers who are also interested in getting a good deal.
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Figure: Six Senses
Source: (Piuchan and Prachansit, 2019)

Place
Six Senses is well-known for its luxurious retreats in secluded, scenic locations. Their homes are typically found in quiet, remote areas. Holiday Inns, on the other hand, may usually be found in the middle of the action, close to both major tourist attractions and the city's vibrant nightlife.
Promotion
Marketing at Six Senses centres on the resort's commitment to its guests' health and happiness as well as their appreciation for nature. Their VIP events, green practises, and individualised attention consistently receive praise. In contrast, Holiday Inn Hotels create a lively and engaging public persona through the strategic use of social media, bright branding, and partnerships with regional influencers. This company's ads are designed to make viewers smile and feel energised.
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Figure: Holiday Inn 
Source: (Prmono, 2022)

People
The staff at both establishments plays a crucial role in ensuring that guests have positive and memorable experiences. Six Senses staff members take great pride in their intensive training and the personalised service they provide to guests. All Holiday Inn employees receive special training to ensure that the hotel's trendy vibe is upheld while also providing guests with helpful information about nearby attractions.
Process
When you stay at Six Senses, you can expect a holistic and cohesive experience that will have a good effect on your health and well-being (Baneva, et al, 2023). Their practises typically involve in-depth discussions, individualised timetables, and novel perspectives on health and wellness. Checking in and out at a Holiday Inn hotel is easy because of the availability of self-service kiosks.
Physical Evidence
Six Senses achieves its luxurious and soothing ambience through a combination of factors, including a sophisticated and environmentally conscious design, luxurious furniture, and careful attention to detail. In general, their construction methods and materials are environmentally friendly. Modern amenities, stylish design, and inviting public spaces are hallmarks of Holiday Inn hotels.
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Rich visitors to Six Senses seek out the resort's high-end spa and wellness offerings. Customers tend to be affluent retirees who care about issues like sustainability and holistic health. Holiday Inn guests tend to be younger and more frugal (Mody, Suess, and Lehto, 2019). The brand is perfect for young explorers of Generation Z and millennials who place a premium on low prices, unique adventures, and cutting-edge design. They aim for the attention of young, technologically aware city workers. Luxury and well-being are encouraged by Six Senses. Customers that value originality, sustainability, and exceptional service are drawn to this luxury label. Taking time out in nature to recharge is encouraged. Holiday Inn aims for universal appeal. They aim towards millennials and budget vacationers. The brand creates a lively, social, and active environment to satisfy its customers' desire for novel and exciting activities.
We compare and contrast Six Senses with Holiday Inn Hotels using brand differentiators and perceptual maps. Attribute-based brand perceptions are shown using perceptual maps. An experience at Six Senses would be luxurious, healthy, and environmentally responsible. Holiday Inn Hotels will attract young, financially-responsible consumers with its reasonably priced, aesthetically pleasing decor and fun social events. Guests can enjoy the finest in comfort, service, eco-friendliness, and health at Six Senses. As a result, high-end travellers look for a complete experience that the brand can provide. Discounted rates, cutting-edge decor, a lively atmosphere, and communal spaces are all available at Holiday Inn. They advertise themselves as being ideal for young people looking for a cheap hotel with a fun atmosphere. Markets served by Six Senses and Holiday Inn Hotels are distinct. Six Senses is a health and eco-luxury resort. Holiday Inn aims for trendy, low-priced boutiques with its contemporary decor and emphasis on guest interaction. Both businesses offer products or services that consumers want, but they go about reaching their respective audiences in different ways (Tokue, 2021). This sets them apart from other hotels. Differentiating brands through positioning, targeting, and segmentation. Six Senses targets affluent vacationers with its high-end health services. Holiday Inn Hotels are popular among young, thrifty travellers.
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The hospitality industry strategies of Six Senses and Holiday Inn Hotels are displayed by their respective scenario studies. Using the data from the SWOT and PESTEL analyses, one may gain a comprehensive understanding of the internal and external factors influencing the brands. Six Senses fulfils its goals of luxury, wellness, and sustainability through its competence in personalised service and environmentally sustainable policies. To attract a younger crowd, Holiday Inn Hotels prioritises comfort, affordability, and fun. Brands tailor their wares, pricing, store layouts, promotional material, personnel, processes, and window dressing to their specific goals. Six Senses Hotels, in contrast to Holiday Inn Hotels, prioritises luxury, wellness, and sustainability over value, design, and shared activities. Differentiating brands through positioning, targeting, and segmentation. Six Senses targets affluent vacationers with its high-end health services. Holiday Inn Hotels are popular among young, thrifty travellers. Both Six Senses and Holiday Inn Hotels are successful in the highly competitive hotel industry because they focus on satisfying the needs of specific types of customers with their unique offerings.
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