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Introduction
Currently, the organisations are concentrating on their marketing ground in order to attract more customers as well as gain a competitive edge in the global market. With the help of proper marketing strategies, multiple sectors, specifically the hospitality sectors build their brand name and reputation alluring new customers as well as maintaining loyalty. Building a strong brand name is very essential for every hospitality sector in the competitive global markets. This below-portrayed context will demonstrate a proper comparison between two popular international hotel brands including Holiday Inn which is an American company and Sis Senses which is a Thailand-based company. Moreover, the overall comparison will be assessed between these two hotel brands through internal and external analysis, marketing mix as well as targeting and positioning. 


Discussion
Both Holiday Inn and Six Senses are brands of Intercontinental Hotels Group. First, the context will focus on conducting a proper SWOT analysis in order to evaluate an internal assessment of both hotels. In the context of strength, the branches of this Holiday Inn hotel are spread all over the world and it has more than 1234 hotels globally (holidayinnexpress, 2023). Moreover, the revenue margin of this hotel is more than $3.9bn which indicates the strong customer base and high profitability of this hotel. In the context of weakness, the guest satisfaction rate is comparatively low as per the customer reviews (GOWREA, 2023). Also, the online operations are not very secure as in 2017, in the Holiday Inn hotels, UK, hackers stole guest information as well as impacted its 1200 franchisees. In the context of threats, Holiday Inn can face some problems regarding online safety which is why this hotel needs to take some digital security measures (Ryan, 2012). In the context of opportunities, the hotel can utilise various technological innovations to strengthen its online security. However, the Six Senses Hotel is another popular part of Intercontinental Hotels Group. In the context of strength, this hotel chooses the locations where they can target the most customers, for example in multiple locations in Europe and South East Asia. Moreover, the main focus of this hotel is to satisfy the guests by providing high standard service which is why their guest satisfaction level is comparatively high (tripadvisor, 2023). In the context of weakness, this hotel produces a comparatively low revenue margin which is around $13 million per annum. Furthermore, the hotel chains are only limited to southeast regions of Asia and in some countries of Europe and the hotel chains have only 22 hotels which is why their profitability is low. They need to expand their business in other regions of the world. In the context of threats, Competitors like Four Seasons, and the Ritz-Carlton give tough competition to Six Senses and prevent it from gaining a competitive advantage. This company can concentrate on expanding its businesses with the help of Intercontinental Hotels Group. As the company joined this hotel group, they need to find every possible opportunity to gain more profit (Kotler and Kartajaya, 2017). 
As per the above evaluation, this can be assessed that both of the hotel brands are integral parts of Intercontinental Hotel Groups. However, the customer satisfaction levels of Holiday Inn are lower than Six Senses. Also, Holiday Inn needs to work on its online security. This hotel has much higher profitability and business expansion than Six Senses. The branches of Holiday Inn are spread across the world whereas the branches of Six Senses are only limited to Europe and Southeast regions of Asia (Housden, 2008). 
In order to evaluate the external analysis of both of these hotels, a PESTLE analysis will be conducted. First, political factors will affect the Holiday Inn as this hotel’s branches are spread all over the world. If some region faces problems like political conflicts or instability, the impact on Holiday Inn will be much greater (Ghauri, 2014). Second, economic factors will also affect this hotel to a great extent as the business expansion of Holiday Inn can be observed in multiple countries. Economic factors like hyperinflation and unemployment can affect Holiday Inn more than Six Senses, for instance, in the pandemic era, the profit margin of Holiday Inn was affected negatively more than the profits of Six Senses. Moreover, Holiday Inn needs to adopt more technological innovations to enhance its business efficiency as well as customer satisfaction. As these companies are based on multinational levels, they need to maintain and follow all the legal regulations in order to avoid any serious legal repercussions (FRUE, 2019). Customers always prefer hotels where they can get a cosy and comfortable climate and enjoy every bit of it. The Six Senses Hotels mainly focus on this type of location in order to provide their guests with a better experience.
Owners and managers of these hotels focus on effective hotel marketing in order to execute them in a successful manner. In the context of products, Holiday Inn has more hotels than Six Senses (Chaffey and Ellis- Chadwick, 2019). However, customer experience and satisfaction of Six Senses are better than Holiday Inn as per multiple customer reviews online. Therefore, the Holiday Inn can focus on developing its marketing strategies for rendering better service. Moreover, as these hotels are part of Intercontinental Hotels Group, they mainly follow competitive-based strategies and in some regions, these hotels use premium pricing strategies. They determine the prices on the basis of multiple competitors worldwide as well as the quality of service. In the context of place, Holiday Inn has expanded its brands throughout the world whereas Six Senses is only limited to the regions of Europe and Southeast Asia. However, both of these hotels acquire a high online presence (Clow, 2013). However, Holiday Inn is currently facing some security issues which is why they are concentrating on developing their IT security strategies. Both of these hotels utilise multiple channels to promote their products to multiple customers worldwide. Moreover, they also use certain traditional media like advertisements on television, and banners to promote their products. Six Senses need to develop its promotional ground in order to attract customers from different regions of the world to enhance its profitability and gain a competitive edge (Kotler, et al., 2020). Furthermore, in the context of people, both of these hotels are focusing on developing an efficient sales team in order to showcase their marketing efforts. As the hotels of Holiday Inn are spread all over the world, its sales team needs to be more efficient and skilled as they have to cover more regions. Six Senses sometimes face challenges regarding talent shortage in its sales team. Thus, this hotel needs to develop effective recruitment strategies to hire skilled employees within their hotels. The process segment of these hotel industries mainly covers the ground of guest experience (Smith, 2020). On the basis of the above evaluation, customers of the Six Sense Hotel gain a better experience and better service than the guests of the Holiday Inn. Therefore, if the Holiday Inn wants to maintain its market position, it needs to buckle up and develop its marketing strategies in order to render better service to its customers. Finally, the last P of the 7ps represents physical evidence. Guests need to acknowledge certain physical evidence before experiencing the hotel’s service (Bowie, et al., 2017). Physical evidence encompasses multiple marketing-related items that the customers or guests can easily see. This also defines certain operational features, hotel cleanliness, digital positioning and others. In terms of this segment, the position of Six Senses is much better than Holiday Inn as the main motto of Six Senses is to focus on the wellness and rejuvenation of its guests (Jobber and Ellis-Chadwick, 2020). 
Holiday Inn Customer Segmentation
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(Customer segmentation of Holiday Inn)
Source: (similarweb, 2023)
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(Gender and Age distribution of the customers within Holiday Inn)
Source: (similarweb, 2023)

Six Senses Customer Segmentation
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(Customer segmentation of Six Senses)
Source: (similarweb, 2023)
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(Gender and Age distribution of the customers within Six Senses)
Source: (similarweb, 2023)
 After assessing the similaweb tool, it can be customer segmentation can be identified for both of the hotels. In Six Senses, customer engagement has increased by 7.42% as compared to last month whereas in Holiday Inn, customer engagement has decreased by 8.06% as compared to last month. 
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This is the positioning map which represents the positions of these two hotel brands as well as their market competitors. 


Recommendation for both of these hotels
After assessing all the essential factors regarding market segments, marketing mix, customer engagement and satisfaction, certain recommendations can be suggested based on their market position and customer experience. First, there are multiple negative reviews regarding the bad experience of the customers as well as booking problems. Therefore, this hotel can focus on multiple strategies in order to allure more customers and focus more on the target group of Gen-Z. On the contrary, the profit margin of Six Senses Hotel is comparatively low which is competitors are targeting this hotel group. Therefore, this hotel brand can concentrate more on expanding its business in multiple regions worldwide. The hotel can also enhance its marketing ground to attract more customers for the better advancement of the business.  

Conclusion
The above-portrayed segment has highlighted the comparison between two popular hotel groups named Holiday Inn and Six Senses and both of them are integral parts of Intercontinental Hotel groups. First, the context has focused on the comparison by conducting a situational analysis. Moreover, the second comparison has been evaluated based on the 7ps of the marketing mix. Furthermore, the third comparison has been analysed by utilising a similarweb tool for customer segmentation as well as a positioning map for the market situation. 
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