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An effective marketing strategy helps companies in understanding their customer base. A marketing strategy comparison was conducted between two multinational brands, Six Senses and Holiday Inn, to evaluate the differences and similarities of the brands. Both hotels are some of the most recognized multinational brands and have a global reputation for service, values, and comfort. Six Senses’ brand brings out the values of life by offering great luxury and comfort to its customers: the brand is one of the most powerful players in the market. Whereas Holiday Inn focuses on leisure travel by offering modern, simple, and attractive facilities. Both hotels use appealing marketing strategies to understand their target market, these will be evaluated through SWOT analysis, marketing mix, and segmentation targeting and positioning strategies. Throughout this essay an internal and external analysis will be performed by taking in consideration the marketing communication and the effect of Ukraine and other events on Six Senses and Holiday Inn’s marketing strategies. 



[bookmark: _Toc135167202]Situational internal/external analysis 
Analysis of the business environment helps in planning and understanding the threats and opportunities in the business. Throughout this essay the SWOT analysis of both brands will be considered by evaluating the internal factors which relate to the strengths and weaknesses of the hotel brands and external factors which focus on the opportunities and threats within the market environment. (Bailey et. al., 2018). 
Holiday Inn is one of the leading brands when it comes to tourism and hospitality. Holiday Inn's strengths are that it has many new markets across the continents, a high brand recall, and excellent advertising. The strengths suggest effective handling of finances, product uniqueness, and building brand value. The weakness of the brand is that it has huge numbers of competitors in the market, whilst it’s still focusing on building a strong economy. This suggests improvements that can be made but also defines aspects that the company is lacking (Iyer et. al., 2019). Travelers hunting for new destinations and seasonal offers act as an opportunity for Holiday Inn. To take advantage of this opportunity, Holiday Inn can invest in product improvement and better advertisement. The threat of the business lies in natural disasters and increase in the cost of operations. This may impact the working style of the business. (Holiday Inn SWOT Analysis, n.d.).
Six Senses has been awarded as the top hotel brand and has a global reputation when it comes to sustainability and wellness. The strength of Six Senses is that it has a global reputation, a brand voice and loyal customers. The strengths promote a better workplace which improves employees’ productivity and wellbeing as well as product quality of the business. Six Senses is also focusing on becoming plastic free, this differentiates the brand from other hotels and resorts when it comes to sustainability. The brand’s biggest weakness is the entrance of new brands into the market. As different hotel concepts are emerging daily the Six Senses brand needs to work on its marketing strategy. The opportunities for Six Senses are fast-growing, as travel will always be sought by people, this providing wider exposure. Due to climate change, customers look for more sustainable solutions to their travel; thus, Six Senses has an advantageous position. Unexpected geographical events are the most common threat for Six Senses, due to its exotic locations. (Blankson and Crawford, 2012). 
[bookmark: _Toc135167203]Marketing Mix 
Both Six Senses and Holiday Inn are leading brands and have established marketing strategies. Marketing mix is the term that signifies the main 7 P's of the market; product, promotion, price, place, people, process, and physical evidence. The marketing mix of the brand influences the demand and profitability. Comparison of the marketing mix of Six Senses versus Holiday Inn was assessed below. 
Product
Hospitality products mainly focus on customer satisfaction they emphasize on providing great value to customers physiologically, socially, or economically. Holiday Inn focuses on providing the best room service and creating facilities that make the customers feel satisfied and fulfilled (Miller, 2014, August 7). Similarly, Six Senses creates an impact by providing products [room and restaurant service] to satisfy its customers, ensuring rapid service, sustainable products, and security to its customers.
Price
The most important aspect when it comes to the marketing mix is pricing. Holiday Inn focuses on setting objectives that are achievable and realistic. The pricing helps in determining the value of the products and focusing on increasing the sale of the product. Holiday Inn prioritizes providing the best quality-price service to its customers including food, services, and other facilities. Six Senses works on building a long-lasting impact on the customers by offering products with a wild variety of facilities, their marketing offers on products and services increases their customer base which dictates the profit (Ben Youssef et. al., 2018). 
Promotion
Promotion focuses on advertising, email marketing, public relations, selling, and other techniques. Six Senses focuses on creating a big image when it comes to advertising like sales promotion or by collaborating with influencers (Othman et. al., 2019). Whilst Holiday Inn takes a smart approach and focuses on social media advertisement which appeals to the next generation of travelers.  
Place 
Place plays an important aspect for both brands, they both focused on maintaining greenery and offering a positive environment to the customers with all the necessary facilities, the brands also focus on generating revenue through place promotion. Holiday Inn has multiple hotels in convenient locations throughout the world, whereas Six Senses has mainly luxurious resorts in exotic places.
Process 
This refers to the way they communicate with the customers and the way they do marketing communication (Huang and Rust, 2021). Both brands have similar processes involved in delivering their products and services to travelers.
People
People contribute to building brand revenue; referrals also provide great value to the brand. Holiday Inn focuses on attracting the younger generation by providing simple and affordable products. Whilst Six Senses connects mainly with millennials given their position on sustainability and wellness. (The booming development of Six Senses, 2017)
Physical evidence
Customer reviews or testimonials also act as marketing. Physical evidence of the two brands differs due to their target market, Holiday Inn invests in simple and smart facilities. Whereas Six Senses developments are representing luxury and sustainability. 
[bookmark: _Toc135167204]Segmentation, targeting, and positioning
Segmentation, targeting, and positioning is amongst the most powerful tool for the hotel industries, it aids in identifying the target market and building an effective marketing strategy for the success of the brand. Segmentation takes place by dividing the demographic, psychographic, behavioral, and geographical market. For example, demographic brand informs about age, gender, education, and occupation. Holiday Inn has a target market of people from the ages of 25 to 35. On the other hand, Six Senses target market are customers with luxurious style, interests and living. Based on this segmentation, it becomes easy for the brands to understand their audience and target their markets accordingly. (Holiday Inn Express relies on mobile to build social media engagement | Retail Dive, n.d.). 
Targeting makes the selection segmentation easy, with the help of targeting a brand can select the most unique marketing mix. After determining the market segment, it is necessary to understand the target and have the most attractive and profitable marketing strategy. To have adequate targeting the brand should focus on profitability, competitive strength, growth potential, and other aspects; based on that the right segment is targeted. Holiday Inn focuses on targeting the demographic and psychographic segment to create the best marketing strategy, whilst Six Senses focuses on the psychographic and behavioral segment. 
Positioning helps in creating a brand image and providing a marketing strategy for the hotel that can be understood by the target market (Brennan et. al., 2020). The main goal of positioning is differentiating the hotel from the competitors and then building a strong message. Holiday Inn focuses on positioning by implementing great advertisement and digital marketing. Holiday Inn believes in staying in touch with customers by asking regular feedback and becoming better from its competitors. The Holiday Inn positioning is created by keeping in mind the needs and wants of their target audience. Whereas Six Senses positioning strategy is created by determining the strengths and complains of its audience (Paul and Mas, 2020). Their focal point is to communicate their brand to its audience through multi-sensory marketing.
As per the recent geographical event, there have been many changes taken into consideration in the hotel industry. Russia and Ukraine conflict impacted the hospitality industry in many ways. It impacted the transport, tourism, travel, and supply chain in many countries. It has also impacted international trade and increased the price of services due to supply chain shortages. Because of this many necessary changes have been taken into consideration; for example, travel, booking, staycation, food price, and location. The unpredictable geographical events have badly impacted working-style tourism. Airlines’ transportation has decreased, and fuel costs have seen continuous increase. 
[bookmark: _Toc135167205]Conclusion 
The strategy and planned marketing approach contributes to the growth of the business. Marketing plays one of the important aspects when it comes to building a brand or increasing sales. With the help of the right marketing strategies, a brand can create and develop a long-lasting impact on its customers. Through analysis and suitable marketing mix the brands could develop an appropriate strategy and marketing mix which will be beneficial to price, product, promotion, or place-related strategies to attract customers and increase profitability. Now, with the support of segmentation, targeting, and positioning the right strategy is created based on audience and segments. Both brands are focused on their target audience to create a great impact and rightful facilities for their customers; the multinational brands have different yet similar strategies.
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