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[bookmark: _Toc151226309]Introduction 
Six Senses is a premium hotel chain with over 50 hotels and resorts in 20 countries (Six Senses, 2023). The company is well-known for emphasising long-term viability, happiness, and experience travel. Six Senses' marketing approach is centred on cultivating relationships with its wealthy clients via several media. Holiday Inn, on the other hand, is a mid-scale hotel brand with over 1,300 properties in over 100 countries (Holiday Inn, 2023). In this report, a fair comparison between both the hotel brands will be done. Additionally, the comparison will include SWOT, PESTLE, marketing mix as well as customer segmentation and targeting framework, 
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[bookmark: _Toc151226311]Part 1: Situation analysis/ External analysis
Six Senses differentiates itself by its expertise in elegance and environmentalism. Its sophisticated resorts cater to a wealthy population by providing unique, wellness-focused activities (Six Senses, 2023). Six Senses develops itself as a pioneer in sustainable luxury by emphasising eco-friendly practices. Holiday Inn, on the other hand, excels in terms of convenience and pricing. It receives standardised services and a global footprint as a member of the InterContinental Hotels Group. Six Senses has the option to broaden its scope by deliberately releasing more economical solutions or accessing new markets, all while remaining committed to sustainability. Holiday Inn, on the other hand, can capitalise on the increasing popularity of adventurous tourism by augmenting its services with distinctive regional experiences (Holiday Inn, 2023). While discussing the drawbacks, Six Senses may confront the difficulty of restricted market penetration due to its luxurious positioning yet providing unsurpassed luxury. While Holiday Inn has easy access, it may suffer opinions about standardisation and a potential loss of its distinctive identity. The emphasis on price may make it difficult to distinguish oneself from other mid-range hotel alternatives. Financial crises impacting the premium tourism sector pose a danger to Six Senses. External variables influencing environmental sustainability practices may potentially endanger the brand's credibility (Schillebeeckx et al., 2022). Holiday Inn risks greater competition in the mid-tier sector as well as prospective recessions that influence travel expenses.
Political considerations such as government rules, taxes, and stabilisation affect both Six Senses and Holiday Inn. Political stability is critical to their worldwide operations since it influences travel habits and general business growth. Economic issues are important in the hotel industry (Jones and Comfort, 2020). Six Senses is particularly vulnerable to economic recessions since luxury travel is frequently a matter of choice. Holiday Inn, with its emphasis on cost-effectiveness, may be less susceptible during economic downturns since it caters to a larger clientele. Technological advancements have an impact on customer service and efficiency in operation as both companies rely on technology. Six Senses may leverage modern technology in its premium products, whereas Holiday Inn focuses on user-friendly platforms that are available to a wider audience. Both brands are influenced by social variables such as cultural tastes and behavioural patterns. The priority placed on wellbeing at Six Senses corresponds to the rising worldwide interest in health and environmentally friendly habits. Holiday Inn, as a more popular brand, caters to a wide range of social tastes and travel behaviours, catering to families, corporate travellers, and those on a tight budget. Adherence to local rules, safety requirements, and environmental legislation all has an influence on the daily activities of Six Senses and Holiday Inn (Dimitriou, 2022). Compliance with numerous laws and regulations in various nations is critical for their worldwide operations. Given the increasing relevance of long-term viability, both brands are influenced by environmental factors. 
[bookmark: _Toc151226312]Part 2: The marketing mix.
Six Senses prices itself at the upper end of the market, indicating the uniqueness of its products. Luxury and one-of-a-kind experiences attract high costs. With an emphasis on price and availability, Holiday Inn pursues a more cost-effective strategy, which renders it appealing to economical travellers. Six Senses provides a unique product range that is distinguished by luxury and well-being. Six Senses provides to a high-end consumer desiring comprehensive happiness, offering everything from sumptuous lodgings to personalised spa treatments. Holiday Inn, on the other hand, concentrates on standardised, comfortable lodgings to fulfil the demands of a larger client base with various tastes (Chang et al., 2023). Six Senses prices itself at the upper end of the market, representing the uniqueness of its products. Luxury and one-of-a-kind experiences attract high costs. With an emphasis on price and easy access, Holiday Inn pursues more affordable pricing tactics, making it appealing to budget-conscious travellers. Six Senses promotes itself in a smart attractive manner. It creates an air of distinction by utilising high-end travel journals, online platforms, and celebrity endorsements (Khan and Zaman, 2021). To reach a bigger audience, Holiday Inn has a more comprehensive promotional strategy that includes internet travel agents, reward programmes, and conventional marketing. The physical setting is important to both brands in distinct ways. Six Senses provides a magnificent, engaging environment by using natural materials and ecologically conscious architecture. Holiday Inn prioritises standardised physical evidence to provide uniform superior service and amenities throughout all its locations. Six Senses prioritises flawless and exclusive procedures to provide its visitors with a pleasant and exquisite experience. Every step, from reservation to check-out, is geared to improve the entire visitor experience (Torres and Sipe, 2020). Holiday Inn prioritises productivity while also emphasising standardised processes to provide uniformity across its worldwide chain.
The analysis demonstrates a significant difference in orientation and market focus. Six Senses relies on exclusiveness, comfort, and sustainability, catering to a certain demographic prepared to pay a premium for one-of-a-kind experiences. Holiday Inn caters to a greater market group because of its greater popularity and cost. The variations in the 7Ps indicate that brand approaches are suited to their markets (Jain and Jain, 2022). Six Senses' strategy relies on keeping and improving its premium and wellness posture, as well as possibly breaking into emerging markets while maintaining uniqueness. Holiday Inn's approach is providing a uniform and standardised experience around the globe while capitalising on its cost and accessibility to entice a varied client base. On the other hand, Six Senses' dedication to sustainability and well-being, as seen by its products and tangible proof, is one of the verified features. Holiday Inn's global prominence and availability are proved by its numerous locations and cheap rates. Six Senses is expected to continue attracting high-end travellers who value elegance and conservation. The hypotheses for Holiday Inn include continued demand for inexpensive and standardised rooms across its varied market groups. Brand strategies should fit with the fundamental principles and tastes of the markets they are targeting in order to navigate these disparities. Six Senses ought to concentrate on retaining its unique positioning and improving sustainable practices, while Holiday Inn ought to keep trying to strike a balance between price and consistency to remain relevant to its varied client base.
[bookmark: _Toc151226313]Part 3: Segmentation, Targeting and Positioning
The hotel chain "Six Senses" specializes in experiences that promote sustainability and well-being. On their website, they list visitors who are seeking a place to unwind and re-establish a connection with the natural world as part of their target market (Rebelo Vieira, 2020). Local awareness, global awareness, responsibility and compassion, crafted experiences, innovative wellness, and fun and quirkiness are among the brand's key values. They have been crowned the best hotel brand in the world by publications such as Travel + Leisure. Six Senses mainly caters to the upscale and luxury market. Customers who value wellness, sustainability, and unusual experiences are their target market. Superior spas, conscientious eco-initiatives, outstanding children's programs, and individualized attention from committed guest experience managers are typical features of their properties (Trihas et al., 2020). Six Senses has won the Travel + Leisure World's Best Awards as the #1 Hotel Brand. Leading the way in wellness, thoughtful and conscientious, well-crafted experiences, worldly awareness, and local awareness are among their main priorities. With more than 30 resorts and hotels planned, they are growing quickly. Based on experiences at Six Senses Yao Noi in Thailand and Six Senses Laamu in the Maldives, they have been successful in living up to their core values (Rafahat, 2022). "Six Senses" is positioned as a high-end hotel brand that provides distinctive and genuine experiences.
"Holiday Inn" is a well-known hotel chain that welcomes both leisure and business guests. People who prefer the Holiday Inn brand, people who like the familiarity of the Holiday Inn brand. Travellers searching for a hotel that offers value for money are the main segments of Amplify XL's target market (Sekulic and Mandaric, 2019). To meet the demands of their visitors, they provide a large array of facilities and services. Using the 4Ps (product, price, promotion, and place) is one of the brand's marketing strategies aimed at expanding its customer base and elevating its standing. The primary target market for Holiday Inn comprises both leisure and business travellers. They serve a diverse clientele that includes students, backpackers, people who prefer the Holiday Inn brand, business travellers on a tight budget, and vacationers who want a cost-effective hotel (Katie Genter, 2023). In their multicultural society, everyone can prosper and make a positive impact on the lives of those living in their local communities across the globe. In keeping with climate science, they also want to cut back on their energy consumption and emissions of carbon dioxide. By developing preferred brands, offering a superior owner proposition, bolstering their loyalty program, and generating income through the least expensive direct channels, their strategic model focuses on creating value (Holiday Inn, 2023). Holiday Inn markets itself as a company that welcomes both leisure and business visitors. 
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The comparison of Six Senses and Holiday Inn emphasises how they differ in the hospitality business, taking into account criteria such as their advantages, disadvantages, opportunities, threats, the PESTLE framework, customer segmentation and the 7Ps of marketing. Six Senses specialises in exclusivity and long-term viability catering to affluent clients. Holiday Inn, focuses on accessibility and cost, catering to a varied consumer with standardised services. 
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	WebTools/Variable
	Six Senses
	Holiday Inn 

	Similarweb
	Rank - global rank of 87,819
Average Visit per monthly- 229,000 
	Rank - global rank of 5,336
Average Visit per monthly- 9.8 million (Similarweb, 2021)

	TopCountries position
	United States (28.6%), Thailand (9.8%), the United Kingdom (7.9%), Singapore (5.8%), and India (4.6%) (Asia and Europe) (Beth McGroart. 2020.)
	United States (49.8%), China (6.4%), Canada (3.9%), the United Kingdom (10.8%), and Germany (3.1%) (North America and Europe) (Beth McGroart. 2020.)

	Traffic sources
	search (35.5%), social (4.8%), direct (44.8%), referral (10.5%), and display (4.4%) (Vadimovic, M.D., 2021)
	display (3.9%), social (2.6%), search (29.4%), referral (15.2%), direct (48.9%), (Vadimovic, M.D., 2021)

	Social media platforms
	Twitter (2.4%), Pinterest (4.1%), Instagram (9.4%), Facebook (67.9%), and YouTube (14.5%) (O’Connor, P., 2021)
	Facebook (75.7%), Twitter (3.1%), Pinterest (2.1%), YouTube (11.4%), Instagram (6.6%), and Facebook (2.1%) (O’Connor, P., 2021)
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