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Introduction
Marketing is the process of identifying, anticipating, and satisfying customer needs and wants via the creation, promotion, and distribution of products and services. If hotel groups want to attract and retain customers in the intensely competitive hotel industry, they must employ effective promotional techniques (Porter, 2008). Two multinational hotel brands that have achieved substantial industry advances are Six Senses and Holiday Inn. Six Senses is a high-end hotel brand which places a focus on comfort and profitability over time and aims to provide guests with distinctive and individualised experiences (Schweinsberg et al., 2021). Holiday Inn, on the other hand, is an economical hotel company that accepts both business and leisure travellers and offers comfortable and cost-effective accommodations (Mohammadpour et al., 2021). This study will compare and contrast the promotional approaches of Six Senses and Holiday Inn using the scenario evaluation methodologies of the SWOT analysis, PESTLE, marketing mix, segmentation, targeting, and positioning. This study also examines that how Six Senses Hotel have upper hand through their customer base, digital presence and sustainability.


Main Body
The commercial environment of a hotel business refers to both inside and outside variables that influence its advertising plan and operational actions. Two techniques that are widely used to assess the industry are SWOT and PESTLE studies. Following are the SWOT and PESTLE analysis of the two hotels:
Strengths: Due to its strong corporate identification and recognition for excellence and sustainability, Six Senses attracts people who have concerns regarding our planet (Chen et al., 2022). The company differs from competitors due to its focus on satisfaction and individualised interactions. As opposed to this, Holiday Inn has a huge global presence with an estimated 4000 locations in a little over 100 nations (InterContinental Properties Group, 2021). The business is well known for providing comfortable and affordable housing to both business and leisure tourists.
Weaknesses: Due to its insistence on ecological responsibility and sophistication, Six Senses might just attract customers who are willing to forgo greater rates in exchange for both qualities. As stated by Prahalad et al. (2018), the idea that Holiday Inn is an affordable lodging option might affect the company's image.
Opportunities: By attracting prospective individuals who prioritise ecology and fulfilment, Six Senses can strengthen its competitive standing (Schweinsberg et al., 2021). Holiday Inn may benefit from the growing trend of "bleisure" travelling (mixing work and recreation) by offering extra comforts and amenities that are customised for the cohort of visitors (InterContinental Hotels Group, 2021).
Threats: Both businesses are put at risk by competition from other hotel chains and new housing choices like Airbnb. Global events including the COVID-19 outbreak could have a significant impact on the hospitality industry.

Political: The way that effective lodging establishments conduct their business could be impacted by changes to the rules and regulations. In particular, travelling restrictions have had a major adverse effect on the hospitality industry during the COVID-19 pandemic.
Economic: The shopping and travelling patterns of consumers could shift as the situation of the global marketplace shifts. Economic downturns can trigger a drop in demand for lodging.
Social: Changing consumer preferences and demographics are social variables that influence hospitality firms' advertising strategies. For example, Six Senses' marketing strategies have been influenced by the growing ecological and wellness tendencies (Prahalad et al., 2018).
Technological: Hotel chains are capable to elevate the facilities they provide to their prospective clients because of online booking tools and bespoke smartphone apps (Levitt, 2021).
Legal: The operations of lodging companies may be influenced by legal concerns, such as employment laws and protection requirements.
Environmental: Due to environmental concerns like climate change and biological anxieties, Six Senses has profited from the increasing demand for wholesome and sustainable infrastructures (Schweinsberg et al., 2021).
Six Senses and Holiday Inn are equivalent concerning risks and opportunities. However, Six Senses' dedication to style and ecology has led to a better company image in the sociological and ecological spheres of the PESTLE research (Levitt, 2021). On the other hand, the research's economical and technical aspects are supported by Holiday Inn's extensive geographic reach and affordable rates.
Organisations use a set of tools known as the marketing mix to achieve their promotional objectives. The traditional marketing mix is made up of seven elements, frequently identified as the "7Ps" (Kotler et al., 2022). These elements include the following: the product, price, place, promotion, people, process, and physical evidence. Firstly, we will discuss the marketing mix of Holiday Inn and then for Six Season.
Product: Holiday Inn provides affordable and pleasant accommodations for both business and leisure tourists. Meeting rooms, eating places, and sporting facilities are other amenities offered by the business (Holiday Inn, n.d.).
Price: Holiday Inn's price is geared towards affordable consumers, with accommodation costs starting at approximately $100 per night (Holiday Inn, n.d.).
Place: Over 100 nations have Holiday Inn locations (InterContinental Hotels Group, 2021). The chain's facilities are frequently situated in urban and country areas close to local transport and amenities.
Promotion: Holiday Inn markets its brand through promotions, incentive schemes, and partnerships with companies like Disneyland and Coca-Cola (InterContinental Hotels Group, 2021).
People: In addition to focusing on providing individualised customer service, Holiday Inn prioritises personnel development and rehabilitation, as stated by InterContinental Hotels Group (2021).
Process: Holiday Inn aims to provide seamless and productive client support with a focus on technology and modern innovations (InterContinental Hotels Group, 2021).
Physical Evidence: The buildings owned by Holiday Inn are designed to provide guests with a comfortable and functional atmosphere that emphasises modern comforts (Holiday Inn, n.d.).

Product: With a focus on well-being programmes like spa treatments, yoga classes, and nutritious meals, Six Senses offers opulent and eco-friendly housing. Furthermore, the business offers unique experiences like stargazing, sampling wines, and historical tours (Six Senses, n.d.).
Price: Six Senses' upmarket position is reflected in the establishment's starting nightly rate of roughly 500 dollars (Six Senses, n.d.).
Place: The Maldives, Thailand, and Portugal are just a few of the countries where Six Senses has hotels (Six Senses, n.d.). The chain's properties are usually placed in isolated, beautiful settings, which gives guests a sense of isolation and tranquilly (Seuring et al., 2010).
Promotion: To advertise its business, Six Senses works with bloggers, social media platforms, and sustainability initiatives. People who are concerned about the planet have been driven to the business as a result of its focus on conservation efforts (Schweinsberg et al., 2021).
People: The importance of customised attention and great attention to detail are two things that Six Senses places great importance on in its staff (Six Senses, n.d.).
Process: Six Senses aims to provide simple and tailored guest encounters with a priority on ecological and sustainable development (Six Senses, n.d.).
Physical Evidence: To fit into the landscape, Six Senses facilities are built with a focus on healthy growth and ecological sustainability (Six Senses, n.d.). This firm builds houses with natural materials and architectural designs that are driven by the local environment and customs.
The marketing mix strategies used by Holiday Inn and Six Senses are extremely distinct. While Six Senses places a focus on ease, satisfaction, and sustainability, Holiday Inn promotes affordability and convenience. While Holiday Inn offers standard amenities like meeting rooms and fitness centres, Six Senses offers personalised experiences and distinctive elements as a component of its services (Levitt, 2021). In addition, while Holiday Inn places a strong emphasis on digital and technical developments in its business, Six Senses places a strong emphasis on sustainable and concrete evidence. In entirety, the promotional mix strategies used by Six Senses and Holiday Inn represent their unique corporate identities and respective markets.
Segmenting, targeting, and positioning are essential components of every business strategy (Kotler & Armstrong, 2022). Based on studies conducted by SimilarWeb, Six Senses and Holiday Inn each provide unique segmented strategies. Tavitiyaman et al. 20221 claim that Six Senses appeals to luxurious, affluent customers who value health, environmental sustainability, and unique experiences. Whereas, Holiday Inn serves a larger spectrum of clients, including business and leisure visitors seeking dependable and cost-effective housing (Kandampully et al., 2021). Targeted and placement strategies differ between Six Senses and Holiday Inn. As noted by Bhattacharya et al. (2002), Six Senses markets itself as a high-end business that offers unique, green excursions. On the other hand, Holiday Inn positions itself as a trustworthy and affordable option for travellers (Dolnicar, 2021). While Six Senses' marketing strategy is built on luxurious elite clientele who prioritise welfare and reliability, Holiday Inn's marketing strategy relies on business and leisure visitors wanting consistency in offers and price (Leung et al., 2021). When comparing the selection, placement, and classification strategies of Six Senses and Holiday Inn, significant differences appear in the targeted markets and corporate orientation. Six Senses concentrates on upscale clients who value ecology and wellness, whereas Holiday Inn targets a wider demographic of business and leisure visitors wanting affordability and dependability in its services. While Six Senses portrays itself as an elite firm offering exceptional, eco-friendly experiences, Holiday Inn positions itself as a trustworthy and cost-effective option for tourists.
Conclusion
In summary, this paper examined the advertising landscapes of Six Senses and Holiday Inn hotels using PESTLE and SWOT analyses. The SWOT analysis identified the benefits, drawbacks, opportunities, and risks of each organisation, while the PESTLE research revealed the external factors that influence both businesses' corporate environments. According to our analysis, each organisation has unique competitive opportunities and challenges that necessitate the use of unique strategies. Two of Six Senses' key distinguishing factors are its loyal customer base and unique, environmentally friendly offerings. The company is nevertheless put in danger by competition and erratic cash flows. Although Holiday Inn's reputation as a chain of low-cost hotels is a disadvantage, the business's convenience, brand recognition, and consistently excellent standard of friendliness are advantages. Both businesses have the option of expanding their product lines, adjusting to changing customer preferences and entering new markets. A future study may examine how evolving customer preferences and novel innovations impact the hotel industry. 
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Appendices
Appendix 1
	
	Strengths
	Weaknesses
	Opportunities
	Threats

	Six Senses
	- Strong corporate identification and recognition for excellence and sustainability
	- Might attract customers willing to forgo higher rates for ecological responsibility and sophistication
	- Strengthen competitive standing by attracting individuals who prioritize ecology and fulfilment
	- Competition from other hotel chains and new housing options like Airbnb

	Holiday Inn
	- Huge global presence with approximately 4000 locations in over 100 nations
	- Perceived as an affordable lodging option, which may affect the company's image
	- Benefit from the growing trend of "bleisure" travelling by offering customized comforts and amenities for the cohort of visitors
	- Competition from other hotel chains and new housing options like Airbnb, and the impact of global events like the COVID-19 outbreak on the hospitality industry



Table 1: SWOT Analysis of Six Senses and Holiday Inn
Appendix 2
	
	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	Six Senses
	- Changes in rules and regulations can impact the way lodging establishments conduct business
	- Travel restrictions during the COVID-19 pandemic have adversely affected the hospitality industry
	- Marketing strategies influenced by growing ecological and wellness trends
	- Utilization of online booking tools and bespoke smartphone apps to enhance facilities and services for prospective clients
	- Operations influenced by legal concerns such as employment laws and safety requirements
	- Benefiting from the increasing demand for wholesome and sustainable infrastructures due to environmental concerns like climate change and biological anxieties

	Holiday Inn
	- Changes in rules and regulations can impact the way lodging establishments conduct business
	- Economic downturns can trigger a drop in demand for lodging
	- Marketing strategies influenced by changing consumer preferences and demographics
	- Utilization of online booking tools and bespoke smartphone apps to enhance facilities and services for prospective clients
	- Operations influenced by legal concerns such as employment laws and safety requirements
	- Impact of climate change on the tourism industry



Table 2: PESTLE Analysis of Six Senses and Holiday Inn
Appendix 3
	Marketing Mix Element
	Description

	Product
	- Provides affordable and pleasant accommodations for both business and leisure tourists.

	Price
	- Accommodation costs start at approximately $100 per night, catering to affordable consumers.

	Place
	- Over 100 nations have Holiday Inn locations, with facilities situated in urban and country areas close to local transport and amenities.

	Promotion
	- Markets the brand through promotions, incentive schemes, and partnerships with companies like Disneyland and Coca-Cola.

	People
	- Prioritizes personnel development and rehabilitation, focusing on providing individualized customer service.

	Process
	- Aims to provide seamless and productive client support, emphasizing technology and modern innovations.

	Physical Evidence
	- Buildings designed to provide guests with a comfortable and functional atmosphere that emphasizes modern comforts.



Table 3: Marketing Mix Table for Holiday Inn
Appendix 4
	Marketing Mix Element
	Description

	Product
	- Offers opulent and eco-friendly housing with a focus on well-being programs like spa treatments, yoga classes, and nutritious meals.

	Price
	- Reflects an upmarket position with a starting nightly rate of approximately $500.

	Place
	- Hotels located in countries such as the Maldives, Thailand, and Portugal, typically situated in isolated and beautiful settings, providing guests with a sense of isolation and tranquillity.

	Promotion
	- Collaborates with bloggers, social media platforms, and sustainability initiatives to advertise the business. - Attracts customers concerned about the planet through its focus on conservation efforts.

	People
	- Emphasizes customized attention and great attention to detail in its staff.

	Process
	- Aims to provide simple and tailored guest experiences with a focus on ecological and sustainable development.

	Physical Evidence
	- Facilities built with a focus on healthy growth and ecological sustainability, using natural materials and architectural designs that are influenced by the local environment and customs.



Table 4: Marketing Mix Table for Six Senses
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Figure 1: Marketing Channels for Holiday Inn (Similarweb, 2023)
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Figure 2: Marketing Channel Traffic of Holiday Inn (Similarweb, 2023)
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Figure 3: Demographic of Holiday Inn (Gender) (Similarweb, 2023)
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Figure 4: Demographic of Holiday Inn (Age) (Similarweb, 2023)
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Figure 5: Marketing Channels for Six Senses Hotel (Similarweb, 2023)
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Figure 6: Marketing Channel Traffic of Six Senses Hotel (Similarweb, 2023)
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Figure 7: Demographic of Six Senses Hotel (Gender) (Similarweb, 2023)
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Figure 8: Demographic of Six Senses Hotel (Age) (Similarweb, 2023)
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Figure 9: Comparison of Marketing Channels Between Holiday Inn and Six Senses Hotel (Similarweb, 2023)
Appendix 14
[image: ]
Figure 10: Comparison of Marketing Channel Traffic Between Holiday Inn and Six Senses Hotel (Similarweb, 2023)
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Figure 11: Comparison of Demographic Between Holiday Inn and Six Senses Hotel (Gender) (Similarweb, 2023)
Appendix 16
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Figure 12: Comparison of Demographic Between Holiday Inn and Six Senses Hotel (Age) (Similarweb, 2023)
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