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[bookmark: _Toc137202511]Introduction
The proposed marketing plan is prepared to establish a narrative comparison analysis between the hotels and make the readers informed about the strategy of formulating a detailed plan. This is prepared for the users and those who want to have a knowledge on how to draft a marketing plan comparing two hotels consecutively. 
According to Rutz and Watson, (2019, p. 497), Situation analysis, Objectives, Strategy, Tactics, Action, and Control (SOSTAC) refers to the framework of digital marketing planning that helps businesses to create an effective marketing plan. In the SOSTAC marketing model, situation analysis helps the organisation to identify where the organization lies in the present time. Objective refers to the process of finding what should be done. The strategy helps to build plans to make objectives into reality. Tactics mean the analysis of how exactly the strategies have been applied. Action is how to act on the plan. Control is the analysis of how to get the set target (Katsikeas et al., 2020, p. 421).   
[bookmark: _Toc137202513]Company: SWOT analysis 
Strength:
Holiday Inn - Serves hospitality for all classes. 
Six Senses - Provides best quality luxury and wellness facilities.
Weakness:
Holiday Inn - Increased share prices
Six Senses - Only focus on premium pricing.
Opportunities:
Holiday Inn - Huge customer base from all backgrounds
Six Senses - Staying in the top position in terms of luxury.
Threats:
Holiday Inn - Due to increased market share other family hotels grabs the position of Holiday Inn
Six Senses - Due to premium pricing customer prefers other luxury provider hotel with comparatively low prices.
[bookmark: _Toc137202514]Customers: Segmentation and Targeting
Segmentation: Holiday Inn provides a family and children-friendly environment. Whereas Six Senses customers are from wealthy backgrounds. Mostly newly married couple business-class executives prefer to stay in Six Senses (Housden, 2008). 
Targeting: Holiday Inn target customers from all class and provides customized facilities according to customers' price and requirements. Six Senses targets only posh and luxury-lover people. 
[bookmark: _Toc137202515]Competitors: Bowman’s Strategy Clock
The representation of the positioning of both the hotels is provided in Appendix 1 utilising the Bowman’s strategy.

[bookmark: _Toc137202516]Collaborators: Partnership
Holiday Inn partnership: Holiday Inn collaborated with many small and big companies like ATLANTA, Sword & Plough, Perfect 10 Foods and many others.
Six Senses partnership: Hotel Six Senses has a partnership with and is a part of the InterContinental Hotels Group Plc.

Climate: PESTLE analysis 
Political factors: In recent days, Brexit is the major political issue that impacts both Hotels. The UK branches lack the customer base of the EU (BĂBEANU, 2022, p. 469).  
Economic factors: Due to Brexit and COVID-19, the economy falls down (Chaffey and Ellis- Chadwick, 2019). That influence negatively on these two hotel brands.
Socio-cultural factors: In terms of Social and Cultural points of view, both the company could avail benefits.
Technological factors: Technologically UK is an advanced place that triggers businesses to develop and grow (Rojek, 2019). 
Legal factors: The UK’s legal laws and regulations are in favour of businesses. Government policies support growing businesses. 
Environmental factors: Environmental conditions are also favourable for industries to establish their branches in the UK (Ref. to Appendix 2).  


[bookmark: _Toc137202517]Objectives 

	Objectives 
	Specific
	Measurable 
	Attainable
	Realistic 
	Time-bound

	To increase sustainability
	Maintaining environmental Acts
	Decrease the amount of carbon emission
	Provide training on environmental protection to employees and other stakeholders  
	Helps to achieve environment-friendly and sustainable brand name
	8 months (Ref. to Appendix 3)


[bookmark: _Toc137202518]Strategy
Ansoff’s Matrix: Ansoff’s Matrix is a marketing strategy that helps businesses to develop strategies to grow. It has four segments. However, the chosen strategy for present market plan is Diversification. The necessary changes which could be made in reference to the chosen marketing strategy are mentioned below.
Both Holiday Inn and Six Senses has to introduce new marketing techniques regarding the viability of services. They can launch in new categories for the guests and the customers preferring their hotels as a stay option. 
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Figure 2: Ansoff’s Matrix
(Source: Developed by the learner)
[bookmark: _Toc137202519]Tactics 
(Reach, Act, Convert, and Engage) RACE Model:
The RACE Model helps businesses to manage and operate digital marketing approaches (Kotler et al., 2020).
Reach: Teach target the visibility o the brand on other websites and offline media. It makes online traffic. Online social media platforms mostly increase the reach of a product. Holiday Inn and Six Senses both need to increase their appearance on social media to achieve maximum reach.
Act: It is the interaction phase after customers started to reach online platforms. Six Senses mostly prefers social media platforms that help them to interact more whereas Holiday Inn focuses on getting traffic on their official website.
Convert: Convert means getting visitors into customers. Both Holiday Inn and Six Senses applied this strategy to convert traffic into customers.
Engage: In this stage, companies make long-term relationships with customers. Holiday Inn makes long-term relationships with customers by providing customized solutions. Six Senses makes customer retention by availing of world-class facilities (Techtarget.com, 2023). 
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Figure 3: RACE Model
(Source: Davechaffey.com, 2023)
[bookmark: _Toc137202520]Action 
[image: ]
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Figure 4: Gantt chart
(Source: Developed by the learner)
Here the Gantt chart has been introduced that has the summary of ten important components. The components include a Marketing plan, Situation Analysis, Objective setting, Marketing Strategy, Tactics, Action, Control, Marketing mix, Execution of strategies, and Marketing plan finalization.
[bookmark: _Toc137202521]Control 
Holiday Inn could make a huge customer base by providing more new advanced technologies. Six Senses could make its customer base by providing quality service at reduced pricing. The current pricing strategy of Six Senses is much higher (Strategy-business.com, 2023).
The positive attitude of customers could be achieved by availing good hospitality services in both Holiday Inn and Six Senses. Showing client feedback online is also a powerful tool to get a positive attitude from customers it also helps to build the loyalty of customers.
KPI helps both the company to understand the growth process and future outcomes in the international hotel business (Bowie et al., 2017). 
[bookmark: _Toc137202522]Conclusion
In this context, the conclusion has been made on the marketing mix of the hotel company Holiday Inn and Six Senses. It has been concluded that the marketing plan is the strategy that helps an organization improve its facilities and market appliances. Situational analysis help companies to analyse their own strengths and ability to survive in different countries. Tactics and actions plan helps to evaluate the importance and use of social media platforms to grow business.  
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Figure 1: Bowman’s 8-Step Strategy Clock
(Source: Developed by the Learner)


Appendix 2
Marketing Mix 
	Factors
	Justifications 

	Products 
	The provided service is the same for the two hotels but the main difference is the way they provide their service. Holiday Inn provide their service for all kind of customers. Six Senses provides services for the executive class.

	Promotion 
	Holiday Inn promotes its brand through ads in newspapers and TV. Six Senses mostly advertises its facilities via online social media platforms and through reputed travel companies.

	Price
	Six Senses follows premium pricing and Holiday Inn focuses on customized pricing according to the facility needs of customers.

	Place 
	Holiday Inn and Six Senses both have branches all over the world but Holiday Inn has hotels in more than 1100 places which is far more than Six Senses.

	People 
	Hotel Six Senses focuses on luxury maintenance to attract customers and Holiday Inn provides its employees with training on hospitality and customer satisfaction. 

	Process 
	Holiday Inn engages the OTG platforms, YouTube ads, and commercial advertisements to attract customers whereas Six Senses advertises by showing pictures of luxury rooms, and comforts through short videos.

	Physical Evidence 
	Six Senses provokes people through short and delicate video clips of their luxury rooms and services. Videos of rooms, small talks about employee satisfaction, and greeting gestures are the key influencing factors of Hotel Six Senses. Holiday Inn mostly trigger people to come to visit their official websites and customer feedback.







Appendix 3
Objectives 

	Objectives 
	Specific
	Measurable 
	Attainable
	Realistic 
	Time-bound

	To reduce customer complaints
	Maintaining brand value
	Customer satisfaction
	Develop skilled customer service executives
	Helps to gain loyal customers and also helps in retaining customer
	3 months

	To introduce new technology 
	Improving advanced facilities
	Availing fancy features
	Introducing new and innovative technologies
	Helps to compete with other competitors
	5 months
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Six Senses is much higher (Strategy-business.com, 2023).
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