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Six Senses and Holiday Inn Hotels
Since its modest beginnings as a single resort in 1995, Six Senses has quickly established itself as a recognized forerunner in the hotel industry and established a standard for sustainable practices (Bocarejo, 2016). It proved that unrivalled, uncompromising luxury could live peacefully with a firm dedication to regional communities and ecosystems. The environmental concept at Six Senses has always been intuitive, fluid, and creative. The group's endeavors are quantitative and profoundly significant, driven by a profound enthusiasm and practicality. Sustainability is an intrinsic component of Six Senses' ethos rather than merely corporate social responsibility; it is an unquestionably wise business practice. Every aspect is painstakingly designed to offer a platform for immersing oneself in the sheer splendor of nature and maintaining its vitality.
On the other hand, Holiday Inn is an internationally recognized hotel group that was founded in Atlanta, Georgia, in the United States and is part of the IHG Hotels & Resorts family. The first Holiday Inn was opened in Memphis, Tennessee, in 1952 by the visionary Kemmons Wilson. Currently, the network includes hotels under the Holiday Inn, Holiday Inn Express, and many others. Holiday Inn has over 1,100 sites as of 2018, demonstrating its broad reach and ongoing prominence in the hospitality sector (Morrison, 2016).
SOWT Analysis 
Six Senses strengths are strong reputation in the tourism industry. Integration of latest technology, high- level advertising and marketing through top models and celebrities. They know have to operate in extremely attractive locations surrounded by beautiful nature. Socially and ethically responsible towards society and the environment. Their weaknesses are overly priced for the common public, so that brings limited visitors due to higher costs. Opportunities for Six Senses more awareness about traveling and the rise of social media encourages people to find aesthetically beautiful places. Stronger collaboration with local businesses and tourists. Threats rise in the numbers of competitors which provide similar services at lower costs. Global economic crisis, such as political conflicts and instability.  Example war in Ukraine impact international tourism industry. If we look years back Covid 19 presented a huge challenge for many hotels, to keep their customers. 
Holiday Inn strengths would be highly affordable and accessible for most of the population. They have friendly staff and an environment. Hotels like the Holiday Inn have beautiful and unique designs. Perfect for families and youngsters. Weaknesses for Holiday Inn high dependency on traditional marketing. 
Lack of innovation and creativity, they are not so effective in following the latest trends. Opportunities could be environmentally friendly policies, also expansions in developing economies. Collaboration with regional companies and local markets. Threats for Holiday Inn innovative competitors. High reliance of customers on the digital world. 

PESTLE
Political factors: There are several ways for governments to have an impact on the hotel industry. For instance, they can take on projects involving real estate development, set taxation laws, regulate corporate practices, and attempt to protect cultural and historical assets. These are just a few illustrations of governments' various strategies to influence and change the hospitality sector.
Economic factors: The hotel industry gets affected by local economic disturbances and instability. For instance, the aftermath of the Brexit agreement significantly affected the UK's economy, affecting the hotel industry (French, 2018).
Social Factors: Numerous societal elements that present themselves in different ways greatly impact the hotel sector. This dynamic is influenced by travellers from a variety of socioeconomic classes and age groups. Prioritising cost efficiency, the younger generation, especially millennials, carefully compares hotel rates and facilities before making reservations.
Technological factors: Technological advancements have evolved into crucial hotel allies, enabling smooth services, and improving the availability of first-rate facilities. Using focused marketing, social media platforms have become effective tools that allow hotels to reach a wider audience.
Environmental Factors: The hotel sector is directly vulnerable to the effects of environmental conditions. For their services to be in harmony with the environment, hotels have recently adopted sustainable practices. Potential customers may feel uneasy or uncomfortable while considering staying at a hotel if the cleanliness requirements are not met. Environmental rules are not followed, and the air and water quality are deteriorating due to pollution.
Marketing Mix 
Holiday Inn 
People Friendly staff and welcoming environment. The prices are affordable and easily accessible. Place international operates in different countries. Holiday Inn product is cosy and comfortable services. Promotion digital and traditional marketing both. Process simple online and traditional booking style. Physical Evidence is good quality and comfortable. 
Six Senses
People Professional workers who know how to deal with rich backgrounds, such as celebrities. Price highly expensive. Six Senses places it exists in specific countries which have strong economies. Luxurious products and services. Promotion highly paid and professional campaigns. Process online and traditional booking style. Physical Evidence for Six Senses excellent and extravagant designs. 



Segmentation, Targeting and Positioning
The Six Senses' main target population is people who can afford luxury brands. Hence, it mainly targets people who are rich and look for better services with amenities in the hotel during their stay. Therefore, Six Senses looks out for market segmentation, which helps to meet the unique demands and interests of various traveller groups. Mainly, Six Senses Hotel looks out for the target market, which can help the hotel bring revenue and profit to be the main key guest source. Six Senses mainly look out for customers who value high services, which are mainly catered for the upper-middle and elite class (Le, 2011). Also, Six Sense Hotel's primary segmentation is people from the group which mainly seeks services in terms of high-end and distinctive vacation experiences. Further, this group looks out for types of services all around the world in exotic locations, which is considered a five-star hotel chain. The specific subset of the target market for this hotel is travellers and families on vacation, which needs authentic, personal, sustainable, and local aspects in the hotel. Further, the main USP of the hotel, which lures the people, is the sustainability and environment-friendly surroundings of the hotel (Silva, 2018). In simple words, Six Senses Hotel mainly targets people from around the world who are travellers, businesspeople and families who look for calm and exotic destination places with luxurious services and high-end amenities.
At the same time, compared to Holiday Inn, this hotel is mainly an affordable brand, bringing out affordable services to people who want affordable family fun. Hence, the primary target market is mainly related to men who are aged travellers and people who want to make a last-minute booking. Therefore, it mainly targets adults aged 25-35, which are medium income, as the price is mainly kept low and moderate. The target market focuses on offering limited services at a reasonable price, which is practical and convenient for the target market in terms of amenities, which helps to tackle travellers. It is engaged on social media platforms to be more interactive with the customers, which makes the hotel more talk among people. It offers comfortable services in a calm environment where people or customers can relax and enjoy services and amenities such as food, spa, swimming pools, fitness centres and comfortable lounges (Blery and Kapetaniou, 2008). As a result, Holiday Inn is a hotel that is an urban centre to beach resorts. This hotel is looking for families who want to connect with their members and rest (Susantini et al., 2018). Therefore, in simple terms, this hotel is trusted among the customers according to clients, which brings out contribution and education to generate clients' stay as comfortable and relaxing as possible. Henceforth, Holiday Inn is situated in the most exotic location in many countries, which also targets international clients. 

Conclusion 
In conclusion, the marketing techniques employed by the hotel's Six Senses and Holiday Inn are distinctive and correspond to the respective properties' target audiences and brand positioning. With an emphasis on offering mid-range lodging with aggressive prices, a worldwide presence, and effective procedures, Holiday Inn targets a variety of travellers. The premium prices, privileged locations, emphasis on health and sustainability, and immersive experiences of Six Senses hotels, on the other hand, cater to luxury-seeking visitors. To guarantee customer happiness, both companies place a high priority on providing quality service and make investments in their employees. These hotel chains may successfully fulfil client wants, set themselves out in the market, and promote business growth by comprehending and using the 7 Ps of the marketing mix.
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