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[bookmark: _heading=h.30j0zll]Introduction 
The current essay is being conducted with the purpose of analysis and comparison of the marketing methods of Six Senses and Holiday Inn which are two multinational hotel brands. Both brands are widely renowned for their marketing strategies which adds to their competitive performance. It is assumed that the marketing strategies of both organisations will be similar to each other to some extent however, there will be ample differences in terms of practices which are associated with direct promotion. To compare the selected brands SWOT, PESTLE, 7Ps of the Marketing Mix and STP will be applied. The application of Similar Web will be used to analyse the positions of the brands in the hospitality industry. 
[bookmark: _heading=h.1fob9te]Main body 
The hotel industry of the United Kingdom is quite influential towards the external factors which have shaped the industry over the years. The use of PESTLE analysis is primarily done for the analysis of the external environment which adds to a better understanding of the performance of the brands in the industry (Smith and Zook, 2020). It is evident that the recent political turmoil brought about by Brexit and the sanctions imposed during the Russia-Ukraine conflict brought about serious challenges in the hotel industry. The total market size of the hotel industry of the UK fell from 23.52 billion GBP in 2020 to 16.42 billion GBP in 2021 having a negative economic effect (Statista, 2023). There have been changes in the behaviour of the consumers in the industry with regard to their responses towards the service being offered. The customers now demand customised services in the task. There has been a wide amount of application of automation technologies such as IoT devices which has improved reception as well (Ivanov and Webster, 2019). Legal factors such as the Consumer Protection Act of 1987 and Equality Act of 2010 have maintained equal and informed delivery of the services to the guests in the industry and have also maintained high states of integration of the employees with the industry. Finally, different brands have come together to acknowledge the negative impacts of the hotel industry and have started programmes such as afforestation under the Climate Action Plan of Six Senses (Stylos et al., 2021). Six Senses and Holiday Inn are some of the leading brands in the hotel industry. Six Senses has a good and stable supply chain which is its key strength while Holiday Inn has maintained a positive brand image in the hospitality and tourism industry. Both brands are suffering under the use of interactive marketing for the continuous engagement of the customers (Six Senses, 2023). However, Six Senses has been struggling against growing competition which increases its weakness. The use of digital tools for example IoT devices for the automation of delivery of products to respective rooms of the guests can be done by Six Senses. Furthermore, the application of the model such as Bowman’s Clock Strateg and Positional Positioning map can be used which has been attached in the appendices section for a better understanding of the states of competition present. Bowman’s Clock Strategy supports in effective knowledge of the states of competition via the means of assessment of the businesses under price and perceived value added into the product or service (Almutairi, 2023). On the other hand, Holiday Inn has the potential to expand outside of its comfort zone and explore new markets for the expansion of its roots. Again, global pandemics like COVID-19 are quite threatening to both brands which also includes new entries into the hospitality industry (Roy, 2022). 
The 7Ps of the Marketing Mix serve as a backbone for the purpose of marketing. Various brands use it to structure and shape their marketing plan, however, it is also used to analyse the marketing plan of an existing company as well (Kotler et al., 2020). The product or service is the first P and in the case of Six Senses different services such as valet parking, laundry and spa have been maintained. Holiday Inn on the other side has a catering service which includes different dishes on the basis of origin. Price at Six Senses has been constructed using a competitor-based approach which has added to the overall growth in terms of sales. Holiday Inn has made use of forecasting-based pricing which has enabled the organisation to fluctuate the price on the basis of demand. The placement of the services has been done by Six Senses on the principle of service differentiation in different locations, while Holiday Inn has adopted a standardised approach in the industry (Jobber and Ellis-Chadwick, 2020). The promotion has been done using social media by both brands extensively, it is also evident that Holiday Inn has relied on the use of print media such as banners for promotion. Six Senses has gained an upper when it comes to people. There are around 5,000 workers at Six Senses while Holiday Inn has around 3,000 employees. Both organisations have similar processes including HR, marketing and supply chain which are operated by skilled staff. Finally, to maintain a piece of physical evidence, Holiday Inn has around 1,200 hotels while Six Senses has 71 suites and villas (Holiday Inn, 2023). With that being said, the marketing strategies of both organisations have been perceived to be granting the organisations the ability to deal with a variety of approaches to maintain a positive image of the brand and more exposure to the services of the organisations. The use of marketing has helped both the brand excel in key areas, and the presence of spaces over which focus and attention must be maintained are evident (Lebedieva et al., 2023). The presence certain similarities between Six Senses and Holiday Inn which is quite obvious as both the brands are competing with each other to capture the emerging market share as well as retain the share to dominate the hospitality and tourism industry with the motive of achieving monopolistic positions in the market. 
[bookmark: _heading=h.3znysh7]As already mentioned the hospitality and tourism industry of the UK is comprised of different playmakers which has brought new trends and has shaped the industry over the years. Brands such as Hyatt, Marriott International and Hilton Hotels (Gursoy et al., 2022). When compared to Six Senses and Holiday Inn, these brands have extensively made use of demographic segmentation which has enabled them to curate a responsive customer base on the basis of key demographics which include age, gender, income and education as key metrics. Holiday Inn and Six Senses have adhered to the use of psychographic segmentation which has supported better knowledge of the behaviour of the guests and their attitudes towards the services (Bowie et al., 2017). Therefore, effective segmentation has been established by these brands. The mentioned rivals of Holiday Inn and Six Senses have adopted targeting strategies which include concentrated targeting by Hyatt and Marriott while Hilton Hotels have adopted micro-targeting as its key approach. Concentrated targeting has helped the brand keep its focus on a highly responsive segment of the customer base through which a continuous supply of revenue has been generated. Micro-targeting has helped Hilton Hotels retain individual guests or customers to the brand which is quite effective as well (Ka et al., 2023). Holiday Inn has adhered to segmented targeting which has been quite straightforward which is similar in the case of Six Senses as well. These targeting strategies have supported the marketing plan and have brought stability to their functioning as a core. When it comes to positioning it is evident that that the aforementioned brands are quite irregular. Positioning strategies support the brands in gaining competitive prowess over their rivals which has been a key reason a diversified positioning has been applied in the case (Kleeman, 2020). Similar Web tool expresses that globally Holiday Inn has been ranked at 142,541th position which has fallen by 12,316 points while category-wise it has been ranked at 719th position which has increased by 15 points. Hyatt Hotels have been globally ranked at 3,320th position, 927th position within the country and 18 in category-wise ranking. Marriott International has been ranked at 724th position around the globe while its country rank is 203, and category-wise ranking is 6th position. Hilton Hotel is ranked at 1,138th position, 287th position when it comes to country ranking and 8th position in category ranking. Finally, Six Senses is ranked at 108,738th position while on country and category-wise ranking it has been placed at 122,177th and 733rd position respectively (SimilarWeb, 2023). 
[bookmark: _heading=h.2et92p0]Conclusion 
In conclusion, it can be said that the assumption established in the introductory part of the study has been confirmed. It is evident from the study that promotional practices of Six Senses and Holiday Inn are perceived to be quite different from each other which has been based on the tools that have been used by them. Both the brands however, are struggling to gain competitive benefits and positioning against the industry leaders which are needed to be eradicated in a core manner through the consideration of proper tools and technologies towards the enhancement of the marketing approaches and formation of positive growth and development of the brand for which further studies are needed to be performed. 
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Figure 1: Six Senses on Similar Web
(Source: Similar Web, 2023)
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Figure 2: Holiday Inn on Similar Web
(Source: Similar Web, 2023)
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Figure 3: Bowman’s Clock Strategy
(Source: Almutairi, 2023)
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Figure 4: Positional Positioning map
(Source: Created by the Learner)
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