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Introduction 
The essay focuses on a comparative study regarding the marketing principles of two multinational hotel brands Holiday Inn and Six Senses. It represents a broad analysis of the extensive marketing methods of two companies. So, the discussion examines well about the comparison of the marketing process of two renowned hotel brands. The first paragraph highlights the situational analysis comprising the SWOT and PESTLE analysis of the companies which present the individual strengths and weaknesses of the companies. The next paragraph focuses on elaborating on the process of the marketing mix in detail through the 7Ps of marketing. Each segment is written with relevant information that focuses on two hotel brands' marketing strategies to attract their customers. The final or third paragraph tells about the STP analysis for both the tourism organisations properly.            

Main Body 
Sustainable business practice resides in the core of Heart of Six Senses through which the hotel brand has been achieving a larger customer base gradually (Sixsenses, 2023a). On the other hand, Holiday Inn serves customised services for business executives with the availability of qualified services (Gowrea, 2023). There is a significant factor regarding competition issues for the thriving hotel brand Six Senses. St Regis, Mandarin Oriental etc. are on the list of competitors (WordPress, 2019a). In contrast, security and privacy issues have made the hotel brand Holiday Inn weaker to the customers (Gowrea, 2023). Both companies have an opportunity to thrive in their market by reaching more customer circles. In the London location Six Senses has been able to open more than 100 guest rooms and another brand Holiday Inn has also got a profit by conducting their business in the UK environment (Gowrea, 2023).      Two companies have been facing pressure to sustain their business activities in the competitive business environment of the UK. There are a lot of hurdles to compete with other existing and leading companies. Holiday Inn, has to compete with Ibis, Premier Inn, Fairfield etc. and Six Senses has to face Four Seasons, The Ritz-Carlton etc (Gowrea, 2023). Likewise, the other tourism companies Six Senses and Holiday Inn have been impacted negatively by the Brexit and Covid issues. The hotel business is a sector which is extremely impacted by the curse of Covid. The issue related to the shortage of labour has a significant impact on the business activities of both of the hotels (Frue, 2019).    
The impact of inflation has hugely influenced the condition of the UK. As a result, the hotel organisations like Holiday Inn and Six Senses have gone through a colossal economic crisis. For instance, the share of Holiday Inn has fallen by 3.7% (Reuters, 2022). The effect of the pandemic and Brexit has largely impacted the social life of the UK. The rising cost of living has demotivated people from the way of travelling (Frue, 2019). The cutting-edge technologies in the digital age have greatly inspired and accelerated business activities in the tourism industry. Social media platforms like- Facebook, Twitter etc have made great contributions to hotel brands like Six Senses or Holiday Inn. For instance, the service of Six Senses with its PR support is highly praiseworthy (Sixsenses, 2022b). Different legal factors including data protection, safety measures for tourists etc have provoked the business practices of Six Senses and Holiday Inn significantly (Nibusinessinfo, 2023). Sustainable business practice is the core factor of modern business practice. For instance, Six Senses has a great focus on the elimination of plastic products (Frue, 2019).  
Being a budding tourism company Holiday Inn has more than 1200 hotels across the world. A variety of services are available in this tourism spot which includes room and restaurant service, a gymnasium, swimming pools etc (Hospitalitynet, 2023). On the other hand, Six Senses has also provided quality services to people like- Qualified transportation services, fitness and spa centre, laundry service etc (Six Senses, 2023c). Both companies use social media platforms for their business promotion. Besides, they have their websites to promote their core values, and business principles to the customers. Various travel plans are promoted through the company's digital campaigning process. On the other hand, Six Senses has launched new websites to promote its business content (Jobber and Ellis-Chadwick, 2020). Two tourism centres Holiday Inn and Six Senses are enriched with active and energetic employees and both companies have been successful to flourish their business across nations by expanding their customer circle. Both tourism companies have been fortunate to have the most motivated employee groups who are always engaged to meet the business goal by communicating with team members (Smith & Zook, 2020). Both companies serve a value-based pricing strategy for the customers. To achieve more customer circle by expanding their business across the world the tour companies focus on reasonable prices for the customer's satisfaction by serving them qualified services. Different services are available to customers with value-based prices (Ihg, 2023).  The tourism companies Six Senses and Holiday Inn have well-designed websites to show their facilities and services to their customers. The booking steps are very easy to access so that they can avail of their booking system by choosing their favourite travelling destinations (Hospitalitynet, 2023). Holiday Inn goes ahead of Six Senses in comparison to device distribution. Concerning the desktop, the percentage of the first one is 43.7% and the latter 23.5% (Similarweb, 2023). Being multinational tourism companies Holiday Inn and Six Senses have already gained people's reliance to construct their business based on strong commitment. They have authentic websites and other supportive media centres providing a lot of valuable information for customer satisfaction. Holiday Inn has numerous hotels across the world which have already been acknowledged by a large customer base. With an enriched tradition of 28 years, Six Senses has also made a permanent place in customers' minds (Bowie et al. 2017).           
Through a clear chain of processes both the companies have been successful to provide their exclusive services for the customers by maintaining a good relationship with them. From booking to payment, good management in accommodation everything is maintained with a smooth and clear process through which the business members of Holiday Inn and Six Senses have built concrete customer relations successfully (Hospitalitynet, 2023). The tourism company Holiday Inn attentively focuses on demographic segmentation by considering the occupations of people. Mid-price strategy is focused on the customers for the medium income group so that their services can be available for the people of the medium income group. On the other hand, the business members of Six Senses have focused on the geographical segmentation by which the company has expanded its business across the world through its sustainable business practices (McGroarty, 2020). Both companies have their process to attract their customers with the availability of qualified services. Both companies have achieved customer reliance through their business practice. They conduct their global business process through their strategic technique by which they can reach a broader customer base (Researchomatic, 2022). In respect of gender distribution, Six Senses presents 49.19% male and 50.81% female while the latter presents 47.01% and 52.99% respectively (Similarweb, 2023). Both companies have been maintaining their targeting strategies through their unique techniques. The millennial group is focused on the business members of Six Senses. The group is highlighted by the business members of Six Senses in which their ethical business practice is maintained properly (WordPress, 2019b). On the other hand, middle-aged people are highly prioritised by the business members of Holiday Inn. With their targeting strategies, the companies have continued to keep up their success. For instance, in London premises, the tourism company Holiday Inn has got a huge success to carry out its business process (Researchomatic, 2022).    The section on total visits shows 1.227M for Six Senses while the latter one presents 58.01M (Similarweb, 2023). Both companies effectively maintain functional positioning strategies by which they have kept their place in the vast competitive market. With their exclusive and qualified services, they have been very prompt and operational to capture the customer's mind. Their marketing methods have successfully captured the customer's attention by providing them a smooth variety of services. It has led them to the way of competitive advantages which has increased their brand reputation. Thus, both the companies Holiday Inn and Six Senses have decorated their business internally and externally by choosing their business strategies which have made them globally recognised (WordPress, 2019b). In respect of industry ranking Holiday Inn stands at 14th position and Six Senses stands at 614 (Similarweb, 2023).             
Conclusion 
A broad analysis of marketing methods has been discussed throughout the essay. Here two reputed multinational hotel brands have been presented to show comparison between their marketing strategies. The essay shows very minutely how the hotel brands have kept on their marketing strategies to build their business as well as long-term customer bonding. Though in some cases there are differences, two companies go forward in the same way which presents a similarity between them. The first section explains elaborately on the situational analysis of the companies through the discussion of SWOT and PESTLE. In the process of marketing mix 7ps are shown to express their marketing mix process. In the final paragraph Through the STP, analysis is negotiated to reveal the targeting, positioning and segmentation of both the companies. The multinational tourism companies Holiday Inn and Six Senses should introduce more cutting-edge technologies to conduct their business practice as technology is a great factor in operating a modern hospitality business. Besides, the authorities and management team of the companies should give more focus on employee motivation which will lead them more to employee retention. These will surely help them to grow in the future potentially (Impos, 2021).  
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 Figure-Gender Distribution of Holiday Inn & Six Senses 
Source-Similarweb (2023)
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