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Introduction
The marketing overview provides information on the company’s desire to know in detail about the customers’ needs and preferences. After that, the company designs its working activities and strategy along with the fulfillment of customer satisfaction at any cost. The Six Senses hotel brand is a top-level brand all over the world (Jobber & Ellis-Chadwick, 2020). The brand focuses on the sustainability of the goods and services and ensures the well-being of the customers by providing their best input. Moreover, the Six Senses brand has multicultural, diverse, and multinational properties in its portfolio. They provide their best services in their way to ensure the value of their customer’s life. On the other side, the Holiday Inn Hotel gives priority to the relevant marketing objectives of its own. The manager of the marketing department provides the data and information regarding the customer's demand and preferences in a consequent way to develop all activities of the hotel over time (Bowie et al., 2017).
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The situational analysis can be included in the SWOT analysis and PESTLE analysis. The SWOT analysis provides an overview of the internal work activities aspects and the PESTLE analysis provides an external overview of the organizational aspects. The whole organizational activity largely relies on it (Smith and Zook, 2020). The marketing strategy can be described through the scanning process of the SWOT analysis in a significant way which will provide external and internal information as well. Moreover, SWOT analysis is helpful for the development of the work activities of the Holiday Inns Hotel and Six Senses from an overall perspective (Kotler et al., 2020).
 The strengths of the Six Senses hotel brand are the economic growth over the year, the transport system is well-established and the location is very much convenient. The hotel provides different goods and services in a diversified and acceptable way. The corporations are monitored from an international perspective which is appreciated highly. The Holiday Inns Hotel's strengths are also relevant to the Six Senses. The brand value of the Holiday Inns Hotel is very high (Clow & Baack, 2013). They maintain a financial position in the world ranking. The weaknesses of Six Senses can be listed as – a shortage of qualified staff in the hotel, the performance is very low and the management system is also poor in contrast.  The Six Senses can overcome it within a short period. The Holiday Inns Hotel's weaknesses are – the satisfaction rate is poor and it needs to improve shortly. The customer services are also not that much satisfactory. The hotel can work on it. The opportunities of the Six Senses Hotel are – the hotel activities are monitored through the optimistic manager, different exhibitions are provided by the hotel authority and high professionals visit the hotel regarding training aspects. All these things can be utilized over a specific period (Ghauri, 2014). The Holiday Inn opportunities are – they explore the market overview in a specific time, and the expansion of finance has a great influence on the development of the hotel. The threat of Six Sense is hotel competition. The Six Sense brand needs to keep concerned about its activities all the time to survive in the competitive market. The low-cost strategy of different hotels creates a threat to the Holiday Inn. At present, it is very alarming. The Holiday Inn needs to focus on it (Chaffey & Ellis- Chadwick, 2019).
The PESTLE analysis of Six Sense and Holiday Inn is described below: the political factor has a great impact on the hotel industry. The political instability creates a negative impact on both hotel brands which can be visualized over the last decade. The authority needs to decide by analyzing every aspect. The economic factor of the Six Sense Hotel plays a significant role (Housden, 2008). Economic growth influences the authority to come up with new innovative things and to invest more. On the other side, Holiday Inns Hotel's financial expansion and investment have a large interruption with the economic factor. It creates a large economic growth within a short time. The socio-cultural factor also impacts both hotel work activities as it illustrates the customers’ needs and preferences. Both hotel brand focuses on engaging huge customers within a specific period. Technological development can be seen in every sector. The hotel industry also needs to evaluate its system with the technological aspects as a whole (Kotler & Kartajaya, 2017). The Six Sense and the Holiday Inns both are activated on the technological aspects. The legal factors are the same in both hotels as they belong to the hotel industry. The hotels need to go through the legacy process of profit benefits and the innkeeper laws. The environmental factors also need to keep in mind. Climate change is now a great issue. The hotel industry needs to focus largely on this factor at present. Six Sense and Holiday Inns are more concerned about climate change issues and they come up with new innovative goods and services over the period. The climate change issue makes a difference in the demand and preferences of customers (Ryan, 2012). 
The marketing mix of the hotel denotes the instruments and tools which the marketer always uses to influence the customers’ demand at any cost. The marketing mix is the combination of the four P’s and they are – product, place, price, and promotion. The Six Sense Hotel and Holiday Inns Hotel ensure quality services at any cost for maintaining the brand value as a whole. The goods and services of the Six Sense Hotel and Holiday Inn Hotel are very much affectionate to the customers. Both hotels are concerned about the fulfillment of the customers’ needs and preferences. The customers’ wants of goods and services are always available by the authority of the hotel (Leung et al., 2015). The place needs to be reluctant of the Six Sense hotel brand and Holiday Inn to the customers. Moreover, customers prefer a good location to spend their time with a good view sight. Nowadays digital marketing plays a vital role in brand promotion. The price denotes the major factors of the involvement of the customers with the hotel brand. The Holiday Inns hotel needs to keep in mind the competitors in the market. The same perspective also occurs with the Six Sense Hotel. Day by day the competitors in the hotel industry are increasing at a high range (Alon et al., 2012). To maintain the brand value in the hotel industry Six Sense and the Holiday Inn need to captivate new innovative things from the market demand and come up with it at a reasonable price in the market at the same time. The offering aspects are also granted in a significant way to the customers. The promotional activities must need to be influential and more customer engagement can be ensured through the promotional activities. Quality products and demanding products at reasonable prices must need to ensure in the promotional activities of the Six Sense Hotel and Holiday Inn. Furthermore, the brand value can be measured through the promotional work and activities of the hotel authority.
The data of Similarweb analysis provides that the agency intelligence displays the overview of 3.19% of visitors on the desktop which is about 18.72M. Then the consultancies go through in the desktop 57.94% and 42.06% through the mobile. The financial services capture almost $8.32 CPC. Next, the marketing channels of the venture capital captivate about 63.47M customers in the market. The customers through the tourism industry and travel purposes the male customers involved are about 45.09% in the hotel aspects. In the female, it is about 54.91% and so the female involvement through the hotel is high than the male.
The targeting, segmentation, and positioning of marketing denote the target market and the target audience through the significant objectives of the present market condition. The Six Sense Hotel and the Holiday Inn need to segment their market at the preferred rate of goods and services in the market (Andaleeb, 2016). The customers of both hotel brands need to be targeted in preferences of all over the world people related to the financial analysis, different targeted audiences through the preference sector, and so on. The best customer targeting may ensure the success of the brand of both multinational hotels. The offering aspects of both hotels must need to be positioned. Here, the Six Sense and Holiday Inns hotel can clear out a significant plan to demonstrate all types of work activities casually. More customers from the whole world can be ensured through the segmentation, targeting, and positioning model (Rimal & Adkins, 2003). Different preferences and objectives of customers will be classified in different groups of both hotel brands and the activities will also vary with the time being. On the other side, marketing communication plays a vital role in work activities. It helps to enlarge target customers within a time limit and follow some proper steps. The Six Sense brand and Holiday Inns brand value can be highly acceptable by the customers through the marketing communication aspects. More marketing communication will enlarge and involve more customers within a specific period. However, the performance development of the hotel brand value can be improved by the enlargement of marketing communication (Paruchuri, 2019).
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The hotel industry is becoming more competitive day by day. The brand value can be ensured through the activities and performances of the organizational aspects. The Six Sense hotel needs to improve its work activities to engage more customers. More customer involvement will make the brand value more acceptable in the whole world. On the other side, Holiday Inns Hotel needs to come up with innovative and unique things for the time being and the service development must need to be ensured within a specific time. Both hotel brand values will be developed with the organizational performance development and fulfillment of customers' demands and preferences as a whole.
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