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Hotel marketing plays an important role in identifying customers in the growth of the hospitality industry. Marketing methods and strategies are important in promoting hotel facilities, attracting new guests, and improving loyalty. The competition in the hospitality industry is increasing because of the changing demand of customers. The main aim of the essay is to compare the marketing strategies of two brands, such as Six Senses and Holiday Inn. Six Senses Hotel was founded in 1995 and is located at the most attractive destinations all across the world. The hotel is well-known for its healthy options, sustainability, and well-being services (Six Senses, 2023). The hotel is strongly committed towards wellness and sustainability. The hotel offers a unique, cultural, and authentic experience to customers. On the other hand, Holiday Inn is part of InterContinental Hotels Group IHG. The hotel is well-known for its amenities and accommodations within an affordable price range. The key vision of the hotel is to touch the lives of individuals and offer them personalized services (IHG Hotel & Resorts, 2023). In order to evaluate the marketing strategies and methods of these two hotels, a situational analysis tool will be used. In particular, the marketing mix will be used to analyse the products or services of hotels. With the help of targeting, segmentation, and positioning, the essay will shed light on the communication strategies of the two brands. 
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To analyse the marketing strategies of the two mentioned hotels, it is important to gain insight view of the internal and external analysis of them. With reference to situational analysis, it becomes easy to analyse the environment in which the business operates and work on the planning process for future growth. With reference to the PEST analysis, the external environment of both hotels can be evaluated. Like, the main driver of the hotel business in the UK is governmental policies and efforts. In particular, high political stability impact positively on the performance of hotel brands. The rise of tax policies in the country makes it challenging for brands to operate efficiently. Moreover, Brexit also impacts the performance of hotel brands. In terms of economic factors, the economy of the UK is continuously fluctuating, because of which hotel brand suffers. The current GDP rate in the UK decreased to 0.25% in the year 2023, which is a difficult situation for the business industry (Statista, 2023). The inflation rate in the country is calculated as 5.7% in the following year, which reflects that the price range in the hotel industry is under pressure and demand is leading towards a decline situation (Office for National Statistics, 2023). For social factors, customer demands regarding leisure and tourism activities are changing, which makes it easy for hotel brands to attract them accordingly. Most of the customers in the UK prefer to choose luxury hotel services which are in favour of hotel brands like Premium Inn, Six Senses etc. When talking about technological factors, the British hotel industry highly invests in the adoption of research and development. Most of the functions of the hotel industry require technology and related advancement. 
[bookmark: _GoBack]In particular, a SWOT analysis will perform to understand the internal environment of the brands. The SWOT analysis of Six Senses illustrated that the first strength of the hotel is its strong brand recognition in the industry. Moreover, it has an excellent brand image and reputation in the luxury hotel categories. In addition to this, Six Senses shows a global presence all across the world. Not limited to this, the hotel is famous because of its high-quality services and amenities (Six Senses, 2023 a). When considering strong financial resources, it is the strength of the hotel. In regards to the weaknesses, the price range of Six Senses is quite high compared to other hotels. It contains an insufficient number of properties and is disturbed because of economic instability. Another weakness is that hotel depends on geographic regions as well as offer limited services. For opportunities, the hotel can expand within new geographical regions (Six Senses, 2023 a). Also, growth potential in emerging markets is an opportunity for Six Senses. It also enhances association with different hotel companies. Likewise, the hotel can grow steadily as the customer preference towards luxury and premium hotel services in increasing. Digital advancement is also an opportunity for the hotel brand. Evaluating threats for Six Senses, it is illustrated that the unstable economic and political situation is the biggest threat. There is also intense competition in the hotel industry. In addition, continuously changing customer preferences are also a threat to the hotel (Soni et al., 2022). Comparing the SWOT analysis of Holiday Inn, it is observed that it is a modern hotel that offers excellent services to leisure and business travellers. The key strength of Holiday Inn is the wide-range portfolio which is developed under IHG (Mehta et al., 2023). It belongs to the largest hotel chain. The loyalty program of the hotel is its strength as it enhances customer loyalty and profitability. The hotel offers quality services and budget-friendly services. The key weakness of the Holiday Inn is standardization. The hotel extensively depends on the brand portfolio of IHG, which makes brand recognition limited (Holiday Inn, 2023). Moreover, there is high competition in the hotel chain, which has an impact on revenue and market share. Similarly, lower-quality service is the key weakness of the hotel brand. Considering opportunities, Holiday Inn can invest in expansion and improve its geographical presence in different emerging economies. Furthermore, it can focus on technological integration and offer personalized services to customers (Holiday Inn, 2023). The demand for budget-friendly hotel services is growing in the consumer market, which is a good opportunity for Holiday Inn. Despite this, the hotel face tough competition in the industry. Online travel agencies seize the market attraction by offering a cheap range of services, which is also a threat to the hotel brand. 
The marketing mix comparison of both hotels is defined here. Six Senses is a hotel brand that offers luxurious accommodation options, including villas and suites (Disanayeke, 2022). The hotel also offers wellness programs such as spa treatments, gymnasium, and yoga activities. The hotel is well known for its eco-friendly services and sustainable approach. In terms of pricing, the hotel is a luxury brand that commands high prices targeting high-end luxury customers who are willing to pay a premium for a distinctive and personalized experience (Olivar et al., 2022). The locations for Six Senses are selected to provide its guest with a unique and special experience. The hotels are located at attractive sites such as islands, mountains, and other places surrounded by the natural environment. The hotel promotes its brand through social media marketing, email marketing, and content marketing (Six Senses, 2023 b). When it comes to the quality of staff, which is a crucial part of the guest experience, the hotel invests a lot in hiring and training the staff for the best customer experience. From check-in to room service, the processes of the hotel are designed to provide an unforgettable experience to the guests. The luxurious design, décor and architecture are the physical evidence of the hotel (Six Senses, 2023 b). On the other hand, the marketing mix of Holiday Inn illustrates that it provides a wide range of services to its customers, such as comfortable rooms, meeting and event places, swimming pools, fitness centres, and quality dining options. The hotel provides its guest with a feel-at-home experience away from home. The pricing of Holiday Inn depends on several factors such as time of the year, location of the hotel, and the type of services it provides. Holiday Inn Hotel offers competitive prices while keeping the standard of services high (Helmold, 2022). Holiday Inn is located in areas that are easily accessible for tourists as well as business travellers. Hotel Holiday Inn is located at various locations worldwide. Holiday Inn promotes its services via digital marketing, advertising, public awareness and personal selling. It may also use online travel agencies to reach a more audience. As far as the employees are concerned, Holiday Inn hires trained professionals to provide its customers with excellent customer service. The process of Holiday Inn is efficient enough to ensure customer satisfaction from check-in to check-out (Han and Bai, 2022). Online booking and self-check-in facilities are also available to provide convenience to the guests.
With reference to the marketing mix of the brands, it is evaluated that both are targeted different groups of people. Like, the main target market for Six Senses is more than half female, whereas the remaining are male (Similar Web, 2023). On the other hand, Holiday Inn mainly target 53% female and 46% male. When considering the age group, it is evident that the main customer of Six Senses is from the age of 25 to 34; on the other hand, the age group targeted by Holiday Inn are above 30. The luxurious brand Six Senses target youngsters, businessman, and tourists; on the other hand, Holiday Inn focuses on budget-friendly practices that attract middle-class customers (Harif et al., 2022). Moreover, the main focus of Six Senses is on social media promotions and other digital media tactics, whereas Holiday Inn focuses on offering quality services within an affordable budget.  
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It has been concluded that Six Senses won the hotel market in the UK as it offers luxurious services to customers. While conducting a marketing mix analysis of both hotels, it is concluded that Six Senses offer premium pricing and Holiday Inn offers budget-friendly services in the hotel industry. 
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Figure 1: Six Senses Hotel
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Figure 2: Holiday Inn Hotel
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Figure 3: Gross domestic product (GDP) growth rate in the United Kingdom 2028
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Figure 41: Target Audience of Holiday Inn and Six Senses
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