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The essay will highlight the different types of marketing strategies of two international companies: Six Senses and Holiday Inn. Therefore, internal and external analyses are very important to understand market trends. The context will highlight PESTEL and SWOT analysis in detail. After that, the 7P marketing mix for each brand will be evaluated in context. Therefore, market segmentation and positioning will also be generated in detail.
Six Senses is a well-known company that offers distinctive and imperative experiences, environmentally friendly practices, excellent customer service, and a global presence. On the other hand, Holiday Inn offers a well-known brand, a broad selection of services, is accessible and affordable, has loyalty programs, and includes amenities that are suitable for business travel (Rynca, 2020). The high price point, few attributes, and low brand recognition are weaknesses of Six Senses. Holiday Inn, on the other hand, is seen as a mid-range brand, offers a standardized experience, and may have brand dilution. Six Senses is a rising wellness tourism concept based on market development, partnerships, and collaboration with eco-friendly businesses or wellness authorities. Business travel is becoming more popular, and Holladay Inn is expanding into new regions and enhancing its online presence. Along with economic downturns that have an influence on luxury hospitality and changing customer tastes that may have an impact on the demand for luxury experiences or sustainability, Six Senses faces fierce competition from other luxury hotel chains and boutique hotels (Ziaeian, 2021). Longing to spend and charging customers to be tested might alter how the brand is seen as a mid-range choice. The operations and growth ambitions of Six Senses may be impacted by certain governmental legislation and policies relating to sustainability and environmental practices. The capacity of Holliday Inn to conduct business in various nations may be impacted by laws governing tourism, immigration, and labor. According to Six Senses, economic issues may impact consumer expenditure on opulent travel and lodgings, including currency rates, inflexions, and economic downturns (Pattanapong, 2019). Economic conditions, according to Holliday Inn, can affect demand for mind-range lodging since customers may cut back on discriminatory spending in lanes. The rising popularity of sustainable living, eco-friendly practices, and one-of-a-kind travel experiences complement Six Senses product offerings and can draw customers who value social responsibility. In contrast, Holliday Inn notes that shifting travel habits, demographic developments, and cultural trends can have an impact on the demand for mid-range longing and the kinds of amenities that visitors anticipate. Using the help of technological breakthroughs, including cost-effective systems, digital platforms, and data analytics, Six Senses can improve customer experiences efficiently and sustainably. On the other hand, Holiday Inn has technology advancements that have an influence on a variety of hotel industry characteristics, such as online booking, platforms, mobile apps, and smart room futures, which may enhance visitor convenience and optional procedures (Bastani, 2022). The brand's primary objective is environmental sustainability, and its operations and development plans may be impacted by shifting environmental laws, the effects of climate change, and the availability of natural resources. Environmental factors such as energy efficiency, waste management, and
 Sustainable practices are becoming increasingly crucial for hotel brands such as Holiday Inn as consumer knowledge and expectations increase. The Sixth Sense's capacity to function in other nations may be impacted by compliance with local rules and regulations about land use, building permissions, labor laws, and licensing requirements. For the operations of Holiday Inn and the reputation of the brand, compliance with laws relating to health and safety, data protection, and intellectual property rights is essential.
Six Senses concentrates on offering opulent and environmentally friendly hotel experiences. They provide upscale lodging, wellness programs, spa treatments, eco-adventures, and individualized services (Cullinane, 2023). Holiday Inn provides a variety of lodging options, including resorts, select-service accommodations, and hotels with full services, to meet the needs of various consumer groups. In comparison to other hospitality companies, Six Senses often has higher pricing points because of its premium positioning and distinctive offers. The cost reflects the special events, high-end services, and eco-friendly practices offered. Holiday Inn positions itself as a mid-range hotel brand by using a more reasonable pricing strategy. Travelers on a tight budget will find the pricing competitive and appealing. Properties owned by Six Senses may be found in prestigious places all around the world, giving the company a global footprint. Their hotels are frequently situated in beautiful areas, giving visitors access to the outdoors and special activities. Hotels operated by Holiday Inn may be found in many different nations and places (Yan, 2020). Their homes are ideally situated in popular tourist and commercial locations, ensuring easy access and ease for visitors. Six Senses uses a variety of marketing techniques to reach its target audiences, such as social media marketing and targeted advertising in upscale travel and leisure periodicals. Holiday Inn makes use of a variety of promotional channels, including direct marketing campaigns, reward program promotions, and alliances with airlines or travel agents. Six Senses places great value on its employees and their ability to provide visitors with individualized, attentive, and high-quality service. Holiday Inn prioritizes offering helpful and effective customer service, making sure that its personnel are properly qualified to meet the demands of its wide range of patrons. A flawless check-in and check-out process, customized concierge services, wellness consultations, and meticulous attention to detail are all part of the Six Senses experience (Inn, 2023). Through simple reservation systems, quick check-in and check-out procedures, and simplified services along the customer journey, Holiday Inn makes sure that the process is straightforward for visitors. A flawless check-in and check-out process, customized concierge services, wellness consultations, and meticulous attention to detail are all part of the Six Senses experience. Through simple reservation systems, quick check-in and check-out procedures, and simplified services along the customer journey, Holiday Inn makes sure that the process is straightforward for visitors. The architecture and ambience of Six Senses' homes, which incorporate natural materials and ecological practices, serve as tangible proof. This improves the entire visitor experience by fostering a luxurious and environmentally responsible environment. The infrastructure of the Holiday Inn, the facilities in the rooms, their cleanliness, and their comfort are all examples of the physical evidence that contributes to the establishment's reputation for reliability (Senses, 2021).
Six Senses caters to a select group of affluent travelers that appreciate eco-friendly actions, holistic experiences, and distinctive lodgings. Wealthy people, eco-conscious tourists, and people looking for unique and immersive hospitality experiences are all part of their target market. Holiday Inn targets a variety of consumer categories with a larger segmentation approach. This comprises both pleasure and business travelers, families, frugal people, and people looking for cosy and practical lodging. High-end travelers who are ready to spend more for opulent, environmentally friendly, and individualized experiences are the company's primary market. Six Senses draws visitors who value their health, the environment, and exotic locations by providing a range of wellness programmers, eco-adventures, and luxurious lodgings (Lim and Seo, 2021). They seek out clients who are interested in investing in high-end hospitality, appreciate sustainable practices, and seek out real experiences. Holiday Inn has a more broad-based marketing approach to appeal to a variety of travelers. Families wanting a hassle-free stay, budget-conscious people prioritizing value, leisure travelers seeking cozy and economical lodgings, and business travelers needing practical facilities and services are among its target markets. Customers that priorities comfort, affordability, and dependable services when travelling are the one's Holiday Inn targets. Six Senses markets itself as a high-end company that offers upscale, eco-friendly, and immersive hospitality experiences. Offering upscale lodging, health programmers, spa treatments, eco-adventures, and individualized services is central to their brand (Dobroskok et al., 2022). Six Senses describes itself as a company that offers distinctive and unforgettable experiences in opulent surroundings, attracting clients looking for a blend of luxury, wellness, and sustainability. Holiday Inn portrays itself as a reputable and trustworthy brand that provides convenient lodging at a reasonable cost. To maintain a similar experience throughout all of their hotels, they place a strong emphasis on offering high-quality services and business-friendly amenities. For travelers looking for hassle-free lodging with a variety of on-site amenities and a consistent level of service, Holiday Inn aspires to be a dependable option.
The context has been described for the comparison of marketing methods for two multinational hotel brands. They are Hotel Inn and Six Senses. Both are multinational companies, and they use different types of marketing strategies regarding the 7-P marketing mix. This has been evaluated in context. After that, an STP analysis of different companies has been given, as they use different types of target customers and have different positions in the market. Additionally, PESTLE and SWOT analyses have been done to understand the internal and external environment.
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	Appendix 

	PESTLE analysis

	Factors
	Six Senses
	Holiday Inn
	Impact on Six Senses
	Impact on Holiday Inn

	Political
	Government regulations on sustainability
	Tourism and immigration policies
	High
	Moderate

	
	 Environmental policies
	 Labor laws and regulations
	
	

	Economic
	 Impact of economic downturns on luxury travel
	 Economic conditions affecting travel spending
	High
	High

	
	 Currency exchange rates
	 Consumer disposable income levels
	
	

	Social
	 Growing interest in wellness and sustainability
	 Evolving travel preferences and trends
	High
	Moderate

	
	 Changing Consumer expectations
	 Demographic shifts and Changing needs
	
	

	Technological
	 Technological advancements in hospitality
	 Online booking platforms and mobile apps
	High
	High

	
	 Energy-efficient systems and practices
	 
	
	

	Environmental
	 Focus on sustainable practices
	 Environmental considerations in operations
	High
	Moderate

	
	 Climate change impacts
	 Energy efficiency and waste management
	
	

	Legal
	 Compliance with local regulations
	 Legal requirements for operations
	High
	High

	
	 Licensing and permits
	 
	
	



Competitive analyse:
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