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In the competitive hospitality industry, Holiday Inn and Six Senses stand out with their distinctive brand identities as well as strategies. Six Senses majorly caters to luxury-seeking travellers along with a focus on sustainability as well wellness, while Holiday Inn targets budget-conscious guests with reliable along with affordable accommodations. 
Thesis Statement:  The comparative analysis of Holiday Inn and Six Senses, focusing on their distinct marketing strategies, target markets, and offers, features how they actually take care of the requirements and inclinations of luxury-seeking and budget-conscious travelers, separately.
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Situational Internal and external analysis 
SWOT analysis 
	Strengths
	Weaknesses

	· A diversified portfolio and Global presence (Lee et al. 2021)
· Immersive and Unique experiences
· Focus on sustainability and wellness
· A luxury brand with a strong reputation
	· High-end pricing 
· Limited brand recognition in several regions
· High Dependence on international tourism (Hu et al. 2020)
· Potential challenges in maintaining consistent quality across locations

	Opportunities 
	Threats 

	· Growing demand for eco-friendly and wellness tourism (7% CAGR) (Xia et al. 2020)
· Integration of technology for enhanced consumer experiences (increased consumer satisfaction by 15%) (Similarweb, 2023)
· For authentic experiences collaboration with local communities
· Expanding into emerging markets (10% projected growth)
	· Economic downturns influencing luxury travel Industry
· Intense competition from several other luxury resort brands
· geopolitical instability and Natural disasters impacting travel
· Changing consumer trends and preferences in the hospitality industry


Table 1: SWOT analysis of Six Senses
(Source: self-developed)
	Strengths
	Weaknesses

	· Consistent Service and quality standards (Schuckert et al. 2019)
· Strong “customer loyalty program” (40 million members)
· “Extensive hotel network” (5,000+ properties)
· Established global brand
	· Inconsistent consumer experiences across properties
· High dependence on the overall economy
· Limited differentiation from several other hotel chains
· Perception of being a “mid-range brand”

	Opportunities 
	Threats 

	· Growing demand for “budget-friendly accommodations”
· Expansion into “emerging markets” (e.g., Asia, Latin America)
· Leveraging sustainability initiatives to potentially attract “eco-conscious travelers”
· Integration of technology for improved guest experiences
	· Increasing competition from other fast-growing hotel chains
· Disruption from “alternative accommodations” (e.g., Airbnb)
· Changing travel trends and preferences (Guestreservations, 2023)
· Economic downturns highly impact the travel industry


Table 2: SWOT analysis of Holiday Inn
(Source: self-developed)
Analysis: Six Senses and Holiday Inn utilize distinct marketing strategies. Six Senses centers around advancing extravagance, manageability, and health encounters to princely voyagers, utilizing its top-of-the-line notoriety and novel contributions. Conversely, Holiday Inn underlines its worldwide organization, customer loyalty program, and spending plan cordial facilities to interest a more extensive crowd looking for dependable and affordable hotel choices.
PESTLE analysis 
	Factors 
	Analysis 

	Political 
	Six Senses: Recent geopolitical events, such as “heightened tensions in Ukraine” or changes in trade agreements, can influence international travel patterns as well as consumer confidence, affecting the brand's global operations and guest flows (Touni et al. 2020).
Holiday Inn: Political factors like government policies on the travel industry, visa guidelines, and security influence the activities and benefits of Holiday Inn's broad hotel network across various nations.

	Economic 
	Six Senses: Economic conditions influence luxury travel demand. Economic downturns can diminish buyer spending on very good quality encounters, while great monetary circumstances can drive development and draw princely explorers to Six Senses luxury resorts (Touni et al. 2020).
Holiday Inn: Economic factor is an essential part of the interest for financial plan cordial facilities. Financial slumps might build interest in reasonable choices like Occasion Motel, while robust economies can drive higher occupancy rates (Mykola et al. 2020).

	Social 
	Six Senses:  There is a developing pattern towards health and supportability in movement. Six Senses profits from this by offering vivid health encounters and focusing on maintainability in its activities, interesting to socially cognizant explorers looking for extraordinary and eco-accommodating encounters (Foroudi, 2020).
Holiday Inn: Social factors like changing travel inclinations, segment shifts, and social contemplations impact the interest in Holiday Inn's solid and reasonable facilities. Adjusting to the requirements and inclinations of different client fragments is essential for the brand's prosperity.

	Technical 
	Six Senses:  Innovation plays a crucial part in upgrading visitor encounters, from customized administrations to digitalized stages for booking and commitment. Six Senses can use innovation to give consistent and inventive encounters while keeping up with its extravagance situation (Sánchez-Casado et al. 2019).
Holiday Inn:  Innovation is necessary to enhance activities and further develop visitor encounters at Holiday Inn properties. Taking on cutting-edge frameworks for reservations, visitor administrations, and showcasing empowers the brand to measure up to the assumptions of present-day explorers and smooth out activities across its broad organization.

	Legal 
	Six Senses: Consistence with nearby regulations and guidelines, including ecological guidelines, building licenses, and work regulations, is fundamental for Six Senses' worldwide activities. Complying with legitimate prerequisites guarantees the brand's manageability drives and activities stay in accordance with neighborhood guidelines.
Holiday Inn: Legitimate elements envelop different perspectives, including work regulations, well-being, and security guidelines, and consistency with nearby guidelines in every nation where Holiday Inn works. Complying with these regulations guarantees the brand keeps up with its standing and stays away from lawful issues (Chen, 2019).

	Environmental 
	Six Senses: Environmental sustainability is a vital mainstay of Six Senses' image personality. The brand centers around decreasing its natural impression, executing maintainable practices, and bringing issues to light about environmental conservation.
Holiday Inn: While Holiday Inn might not have similar accentuation on manageability as Six Senses, the brand can in any case execute harmless to the ecosystem practices to decrease squandering, monitor assets, and participate in local area drives (Buhalis and Park, 2021).


Table 3: PESTLE analysis 
(Source: self-developed)
Analysis: Six Senses and Holiday Inn have distinctive marketing strategies. Six Senses majorly focuses on promoting luxury, sustainability, as well as wellness experiences to wealthy travelers, leveraging its high-end reputation along with unique offerings. In contrast, Holiday Inn emphasizes its global network, “customer loyalty program”, along with budget-friendly accommodations to implore a wider audience seeking reliable as well as affordable hotel options.
The Marketing Mix 
7P’s analysis 
Product
Six Senses: Offers very good quality luxury accommodations and vivid health encounters in extraordinary areas, underlining supportability and comprehensive prosperity.
Holiday Inn: The firm offers comfortable and affordable accommodations across a worldwide organization of properties, taking special care of thrifty explorers looking for dependable and predictable administrations.
Price
Six Senses: Positions itself as an extravagant brand, commanding premium pricing for its extraordinary and selective encounters (Buhalis and Park, 2021).
Holiday Inn: The firm focuses on offering serious and reasonable estimating, focusing on esteem-cognizant clients searching for cost-effective accommodations.
Place:
Six Senses: Chooses ideal spots in sought-after locations, frequently in isolated and beautiful settings, to make a feeling of eliteness and normal excellence.
Holiday Inn: Lays out its hotels in helpful and accessible locations, including significant urban communities, air terminals, and famous vacation locations, to take special care of a great many voyagers.
Promotion:
Six Senses: Emphasises its luxury and sustainable offerings through designated showcasing efforts, digital presence, and joint efforts with powerhouses to make optimistic and outwardly engaging substance (Sixsenses, 2023).
Holiday Inn: Promotes its brand through various channels, including online advertising, dedication projects, organisations, and customary promoting techniques, featuring its reasonableness and dependability.
People:
Six Senses: Employs skilled and knowledgeable staff who exemplify the brand's upsides of friendliness, supportability, and well-being, offering customized and outstanding assistance to prosperous visitors (Sixsenses, 2023).
Holiday Inn: Focuses on trained and friendly staff who convey reliable and productive help, guaranteeing a positive and agreeable experience for visitors, all things considered.
Process:
Six Senses:  Implements a seamless and holistic guest journey, offering customized administrations, health conferences, and vivid encounters that line up with the brand's obligation to well-being and sustainability.
Holiday Inn: Focuses on efficient check-in/out processes, normalized administration methodology, and quality confirmation to give an issue-free and dependable stay for visitors.
Physical Evidence:
Six Senses: Plans its properties with an extravagant and eco-accommodating tasteful, consolidating normal components, feasible materials, and cutting-edge offices to make an outwardly enamoring and earth-cognizant environment.
Holiday Inn: Guarantees steady marking across its properties, with perfect and agreeable facilities, all around kept up with offices, and unmistakable visual components that mirror the brand's standing for dependability.
Analysis: Six Senses and Holiday Inn are two renowned brands in the hospitality sector, each with unique offerings as well as target markets. While Six Senses majorly focuses on luxury, and sustainability, along with wellness experiences for affluent travelers, Holiday Inn caters to “budget-conscious guests” seeking reliable along with affordable accommodations.
Segmentation Targeting and Positioning 
	Segmentation
	Six Senses: Targets affluent travelers seeking wellness retreats, luxury experiences, and sustainability-focused accommodations in exotic locations (Sixsenses, 2023).
Holiday Inn: Targets budget-conscious travelers looking for reliable as well as affordable accommodations, majorly including families, business travelers, along with leisure tourists.

	Targeting
	Six Senses: Focuses on high-end consumers who value luxury, exclusivity, as well as unique wellness experiences (Sixsenses, 2023).
Holiday Inn: Targets value-conscious consumers seeking affordable as well as reliable accommodations without compromising on convenience and quality.

	Positioning
	Six Senses: Positions itself as a luxury brand that majorly offers high-end accommodations, holistic wellness experiences, and sustainability initiatives (Yasin et al. 2020).
Holiday Inn: Positions itself as a trusted as well as affordable hotel chain providing comfortable accommodations along with reliable accommodations in a global range [Referred to the appendix].


Table 4: STP analysis 
(Source: self-developed)
Analysis: Six Senses and Holiday Inn target several segments within the hospitality sector. Six Senses focuses on “luxury, wellness, and sustainability, catering to affluent travelers seeking exclusive experiences”. Holiday Inn majorly targets budget-conscious travelers with reliable as well as affordable accommodations. Each brand has its own unique value proposition and market positioning.
[bookmark: _ha3943gx86nw][bookmark: _Toc135073567]Conclusion
The study highlighted the marketing strategies of Six Senses and Holiday Inn highlighting their distinctive approaches in the hospitality sector. Six Senses majorly caters to luxury-seeking travelers with a focus on sustainability and wellness, while Holiday Inn targets budget-conscious guests with reliable and affordable accommodations. However, Both brands adapt to contemporary issues, demonstrating their resilience and ability to meet evolving customer needs.
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Appendix 1: Positioning map 
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