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Introduction:
Marketing in the hotel industry refers to the various strategies and tools that the business takes to promote its brands (Kuo et al. 2022). As well as with the marketing strategies the Hotel business can enhance its online marketing, public relations, sales, advertising, and branding to create a positive image of the brand and reach potential customers or guests. The Holiday Inn is one of the most famous hotel chains in the world with more than 3000 hotels in the world by 2021 (Rafahat 2022). The brand uses many key marketing strategies such as brand positioning, digital marketing, social media marketing, loyalty programs, and target advertising. The hotel Six Senses is an exotic resort, with spas, private clubs, and luxurious residences with sustainable, innovative, and unique locations. In this essay, further discussion will be focused on both brand SWOT and PESTLE analysis, the 7 Ps marketing mix, and segmentation targeting and positioning of the brands.
Internal SWOT analysis of Holidays Inn:
Strengths: 
· Holiday Inn is a well-known brand with a strong presence globally (Rodrigues Maia et al. 2022).
· Holiday Inn has diverse accommodation options.
· It is a wide network of hotels in various locations.
Weakness:
· Holiday Inn have intense competition in the hospitality industry.
· Holiday Inn is lacking uniqueness due to standardization.
· Holiday Inn is still trying to emerge the economy by increasing its penetration (Makarova and Manukian 2021).
External SWOT analysis:
Opportunity:
· Emerging the market can bring various opportunities to grow.
· Technological advancement can enhance the guest experience.
· Offering Seasonal offers based on the specific countries with a new destination.
Threats:
· Increased cost in the operation of the hotel chain.
· The rising number of online hotel travel agencies with transparent prices (Mao et al. 2021).
· Intense competition from renowned local hotels.
PESTLE analysis of Holiday Inn:
Political: Political stabilities to run the business smoothly in the hospitality industry (Ampofo 2020). As well as it is important to obey the government’s rules such as taxation, and labour law.
Economic: The economic cycle can impact the Holiday Inn due to travel spent, and growth in jobs. The value of the international currency can also impact the business.
Social: Health and well-being awareness among the guest and customers can impact the Holiday Inn by offering healthy food, and fitness facilities.
Technological: Technological advancement can bring opportunities for the Holiday Inn by providing smart rooms, online booking and mobile apps (İştin et al. 2022).
Legal: Holiday In should focus on minimum wages, labour laws, employee working hours, and health and safety regulations for the guests and employees.
Environmental: Holidays In should practice eco-friendly and sustainability systems to reduce waste, appeal to the environmentally conscious and have green certification.
Internal SWOT analysis of Six senses:
Strengths:
· Six Senses have a luxury hotel brand image in the hotel industry (Zhang et al. 2020).
· Six Senses has a strong focus on sustainability practises.
· Six Senses has an immersive and unique experience for its guest.
Weakness:
· The hotel has a high price point due to its luxury position.
· Six senses have a limited number of properties which limits the potential revenue streams.
External SWOT analysis:
Opportunities:
· The increasing demand for wellness tourism can bring opportunities for Six Senses.
· Six Senses can expand its hotel business in new markets.
Threats:
· High competition in the hotel industry is one of the biggest threats to Six Senses (Rodríguez-Antón and Alonso-Almeida 2020).
· Changes in guest or customer preference can cause a threat to Six Senses.
PESTLE analysis of Six senses:
Political: The political instability, unrest and conflicts can cause an intense threat to the operation of Six Senses and the safety and security of the employee and guests.
Economic: Economic conditions such as currency fluctuation, recessions, and economic downturns can impact the Six Senses brand revenue.
Social: Changes in demographic can impact the market target and demand for the luxury experience of Six Senses by changing family structure, ageing population, and increasing middle-class population.
Technological: The increased reliance on technology can be helpful to measure cybersecurity to protect the privacy and private information of the guest.
Legal: Intellectual property protection refers to protecting the brand image from copyrights, trademarking and patents. 
Environmental: Weather conditions and natural disasters can be sceptical for the Six Senses Property location (Furukawa et al. 2020).
Marketing Mix of Holiday Inn:
Product: The Holiday Inn focused to provide amenities, accommodation, and services with meeting rooms, bars, restaurants, a swimming pool, and fitness facilities.
Price: Holiday Inn hotel prices are based on the room’s facilities, demand and seasonality; however, they offer discounts, loyalty programs and promotional rates.
Place: Holiday Inn is mainly located in the airport, key destinations, popular tourist areas, ad city centre.
Promotion: Holiday Inn promotes its brand through television advertising, social media, online platforms, and print media.
People: Holiday Inn provides great customer service and ensures the employees were friendly, skilled, knowledgeable, and well-trained (George 2021).
Process: Holiday in providing smooth room service, efficient check-in and out service, customer satisfaction, and concierge service.
Physical Evidence: Holiday Inn provide excellent physical evidence such as amenities, rooms, building, and overall ambience with a welcoming and comfortable environment for the guest.
Marketing Mix of Six Senses:
Product: Six senses mainly focused on the unique, wellness, and sustainable experience for the guest (Suriyankietkaew et al. 2022).
Price: Six Senses is a luxury brand; therefore, its price is set with the premium nature, and exclusivity, however, it can influence by location, demand, and seasonality (Sousa et al. 2021).
Place: Six Sense brand chose the location or properties based on cultural richness, natural beauty, and unique experience.
Promotion: Six Senses promote its hotel brand through public relations, digital media, trade shows, influencer partnerships, print media, social media, and participation in travel event.
People: Six Senses focus on providing passionate and well-trained staff; therefore, they can assist the guest with a memorable and exceptional personalized experience.
Process: Six Senses provide personalized guest interaction, guest satisfaction, attention service and streamlined check-in or out procedure.
Physical Evidence: Six senses focused on providing quality-based amenities, sustainable material, local culture and environment, with aesthetics designed properties.
(STP) Segmentation Target and Positioning of holiday inn:
Segmentation: Holiday Inn focused on various segments, such as business travellers who require business centres, conference rooms, and convenient locations. Families who need spacious rooms, swimming pools, and children’s activities. Another segment of Holiday Inn is the Budget-conscious travellers who require affordable accommodation with quality-based service. Tourists and leisure travellers who recreational facilities, comfortable rooms, popular attractions, and convenient access in the area.
Target: Holiday Inn target to provide value comfort, afford abilities and convenience services to the guest. As well as it focused on consistent, and reliable hospitality service with a reasonable budget (George 2021).
Positioning: Holiday Inn positions its brand as a mind-scale and trusted hotel brand. The Holiday In provides quality and reliability-based services, focused on convenient location, offers budget-friendly, comfort ma d amenities to the traverse, and family-friendly accommodation as per the customer’s need. With the help of this service, the hotel chain brand Holiday Inn can position its brand at the global level. As well as maintaining this segmentation, target and positioning the Holiday Inn can attract more guests and customers and able to provide reliable and affordable accommodation options.
(STP) Segmentation Target and Positioning of Six Senses:
Segmentation: Six Senses’ main target segments are Wellness enthusiasts who are looking for well-being, spa treatment, healthy dining option, yoga retreats, and holistic experiences. The Sustainability minded people were conscious of the rand commitment such as organic food, conservation efforts and eco-friendly architecture and development. High-end travellers, mainly seek exclusive accommodation with a luxury experience (Mishra, A. and Kukreti 2022).
Target: Sis senses the main target focused on attracting the high-end segment of people who were mainly focused on the luxury, wellness, and sustainability experience. The hotel Six Senses tries to provide high-quality service and experience to the customers or guests with their require discard and values.
Positioning: The Six Senses position its hotel brand as a leading luxury hotel brand with its immersive, luxury, unique and strong commitment to sustainability, accommodation, and experiences. Six Senses tried to provide rejuvenation and wellness services such as meditation, yoga spa treatment, fitness programs, and self-care. Six Sense focused on upgrading its brand position through personalised service and high-end amenities. Six Sense positions its brand by dedication to sustainability practices such as eco-friendly architecture, local environmental accommodation, renewable energy, and preserving natural resources.
Conclusion:
In conclusion, with the help of various marketing strategies and techniques, the hotel brand can purpose brand to attract new guest customers and retain the past potential customer. Holiday Inn and Six Senses bother ae famous hotel brands; however, they have a few similarities and a few differences, which have been described with the Internal SWOT analysis, and External SWIT analysis along with the PESTLE analysis of both brands. In the 7 Ps of the marketing mix, there are various diffraction and similarities that can be observed. The blithe brand’s segmentation, target and position (STP) also have many differences and similarities.
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