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[bookmark: _b0823mtn4lfm]Introduction 
The assignment focused on comparing the organisational structure of Six Senses and Holiday Inn, which offer better hospital services to their consumers. The application of SWOT and PESTLE analysis guides understanding the external examination and points out strength and weakness to determine the impact of marketing strategies. Moreover, the marketing mix assists in defining different strategies to promote their services and enhance the operating services. This assignment also discussed the strategic approach of both hotels in the marketing process to get better results in the future aspect. This factor helps to define the influence of the contemporary issues that affected the hospitality market and its marketing approach towards consumers.
[bookmark: _wcb2a7j9m6cv]Main discussion 

[bookmark: _3bvhwndr7spp]Situational analysis 

[bookmark: _q7giqkx2rdp]SWOT for Six Senses 
Strength 
The operating process of the Six Senses Group open their hotel and resorts in remote areas and help local suppliers.
Opportunity
The utilisation of the digital marketing process assists to gain new leads for expanding the operating channel effectively (Wood, 2020, p.140).
Weakness 
The marketing process of Six Senses faces difficulty due to government policy changes and limited distribution channels.
Threat 
The presence of other hospitality firms indicates the offering of unique services at a standard price rate.

[bookmark: _xihgt33xxv2x]
[bookmark: _917x695lroaa]SWOT for Holiday Inn
Strength
The hospitality service helps to modify the services in dining, gym areas, pools and other hotel amenities with their upcoming stay.  



Opportunity 
Based on the view of Alnawas and Hemsley-Brown, (2019), exploring new markets assists in developing new plans according to the local environment and gets investment through a franchise program.
Weakness 
The vulnerability in the security system reflects that the guest’s information is stolen and increases IT security challenges and hygiene maintenance issues.
Threat 
The hospitality service of Holiday Inn faced difficulty in managing their budget plan for offering amenities to their customer.




[bookmark: _zf27aojbh7nz]PESTLE Analysis: 
Factors: 	

Political         
· The travel restriction due to political instability
· Government interference in tax controlling
Economic
· As per the current report, the inflation rate in the UK is 5.7% in March 2023 (ONS, 2023).
· Consumers are less interested in enjoying the hospitality service in the UK.

Social
· Consumer behaviour shows that they are more interested in the cheaper opinion.
Technology
· The hospitality industry utilises its official website and blogs to generate positive awareness among consumers.
· The development of a connection with travel websites offers a better approach to the marketing process (Ivanov, 2019, p.29).
Legal 
· The application of the new tax regime increases the price rate of offering hospitality services.
· The employment agreement assists to focus on the welfare and safety of employees and promotes better services.
Environmental 
· The operating process of Six Senses invested in the organic garden for getting fundamental ingredients in restaurant and spa treatments (Six senses, 2022).
· The localisation application assists in personality the property in an eco-friendly way to get better results.

[bookmark: _tgcwn7g0b2q0]Analysis 
The operating process of Six Senses manages the barrier to political instability with the help of government contracts for promoting the overall function and applying the latest technology. This factor helps to develop the service quality in understanding the customer demand for managing the sustainability in the hospitality service to get better outcomes. As per Hussain et al., (2020, p.2939), the movement towards the elimination of plastic usage helps to promote eco-friendly services to improve hospitality practices. The inflammation of customer services can be reduced by reducing the price rate of the services and portraying good reviews on their official website that develop a brand reputation in the working market.
On the other hand, the operating process of Holiday Inn focused on the diversification of the working process for recovering the issues related to political instability. The offering of flexible plans in the hotel booking option guides to offer more convenience towards the consumers (Holiday Inn, 2021). The operating process of Holiday Inn follows all local laws in order to provide better health and safety procedures that increase the reputation among the local residents. As asserted by Ahani et al., (2019, p.55), the local supply factor highlights the offering of free Wi-Fi service and late check-out services with the membership offers to attract customers in a better way and expand the customer base effectively.
[bookmark: _v21g9fboft8r]
[bookmark: _9qs4z24m6t4x]Comparison of the Marketing mix of both companies 
7p’s marketing mix
Product
The hospitality service of Six Senses delivers the services of a hotel, resort and spa with the help of a science-based approach for expanding the quality sustainability in maintaining the ambience. This service guides to promote of the quality of the services through understanding the customer preference towards the feedback analysis from the official website and blogs (Ntounis et al., 2022, p.50).
The working process Holiday Inn offers flexible booking options with modifications in amenities by contacting the hotel management directly. This factor leads to managing the clean protocols and the application of digital check-in and check-out services for expanding the customer experience.
Price
Six Senses utilise the high pricing strategy due to utilising high-quality services and offering spa service to develop the accommodation towards the customer. This factor assists to provide luxury services to the customer with the help of experienced employees in the operational process. 
However, the operating process of Holiday Inn offers a standard pricing strategy through the well-maintained and clean room with the help of hybrid technology in the operational process. This factor guides the maintenance of traditional vibrancy that increases the quality and experience of the customers effectively (Stone et al., 2020, p.190).
Place 
The expansion process of Six Senses focused on the remote areas in establishing their resorts and hotel that helps to get support from the local supply and distribution channel. This factor guides in increasing the quality of the supply chain for promoting their services among the residents.
The location of the hotel and resort of Holiday Inn chose standard areas to get effective customers and expand the quality of the marketing process by utilising local advertising channels. This factor assists to develop the brand reputation among the local people with the utilisation of hybrid technology and flexible solutions. 
Promotion 
The promotional process of Six Sense used their official website and social media through spreading awareness about the service modification and promoting a comfortable travel environment. As per Chana et al., (2021, p.10), promotional factor leads to modifying the marketing approach to get better leads for enhancing the promotional strategy of this hospitality service.
The operating process of Holiday Inn utilises the offer and discounts through social media platforms in order to expand the loyalty program information among potential customers. This factor shows their reward credit plan and other beneficial guarantees for developing the quality marketing promotion among the consumers.
People
The management structure of Six Senses assists to maintain a positive working environment to enhance the hospitality services for customers by hiring experienced employees. According to Ho et al., (2022, p.239), the people factor helps to maintain the working environment through sustainable operational culture for delivering better services to the employees and utilising local resources. 
The operating process of Holiday Inn helps to maintain employee satisfaction by following the local laws for expanding the quality of hospitality services effectively. This factor helps to get effective results by modifying the hospitality service as per customer preference with the help of a flexible schedule in the hotel reservation process (Kalaignanam et al., 2021, p.40).
Process
The operating process of Six Sense utilises the manual booking process and offers the well-maintained services to deliver quality services in the remote area. This factor assists to develop the overall performance of consumer service that improves the quality of the environment in resorts and hotel services (Siripipatthanakul and Chana, 2021, p.845).
The working process of Holiday Inn focused on the digitisation process in order to enhance the efficiency in the working process to promote the services for the staying process. This factor helps to develop relationships with customers through effective communication and modifying housekeeping service effectively.
Physical environment 
The hospitality service of Six Senses offers the luxury quality of staying and food services to increase the level of comfort and develop the facilities of guests as per their staying preference. This factor develops the operational interface with the help of strategic management in service delivery for each customer efficiently.
The operational process of Holiday Inn assists in increasing the level of comfort with flexible reservations for getting the opportunity in expanding the customer experience effectively. Based on the view of Ravangard et al., (2020, p.5), this factor enhances IT technology usage in the working process to promote the facilities and offer membership bonuses and discounts to the customers.
[bookmark: _u2kc9m3vhery]STP Comparison 
[bookmark: _jn09ker6svww]Segmentation
Six Senses: The working process utilises demographic segmentation that helps to develop various variables by understanding age, gender and income that helps to analyse consumer behaviour. 
Holiday Inn: The operating process of Holiday Inn shows that demographic and psychographic segmentation is used to promote the quality of service and enhance the productivity of hospitality services.
[bookmark: _odm58densenj]Targeting 

Six Senses
Age   =>     18-50 years
Income    =>   High-income group
Location => London,Uk

Holiday Inn

Age   =>     18-50 years
Income    =>   Middle to High-income group
Location => Birmingham, UK



[bookmark: _bwsbyn8hmpf6]Positioning 

Positioning Statement for Six Senses
The Six Senses provide high-quality service due to offering hotel and resort services in the remote area that indicates the reason for price hiking in order to get their premium services.

Positioning Statement for Holiday Inn
The working process of Holiday Inn maintains its expansion in suburban and urban areas and manages low pricing by offering high-quality hospitality services (Floričić, 2020, p.1104).
[bookmark: _tsd4v2f30bb5]
Conclusion 
[bookmark: _xp493uhflt0c]Based on the above analysis, it can be concluded that the operational process of Six Senses and Holiday Inn works in different areas and changes their marketing strategies as per the demand for hospitality services. This factor leads to modifying the strategic marketing by highlighting the strength for achieving the business goal effectively and expanding the customer base. The segmentation process assists to modify the operational process to understand the quality and level of customer service for overcoming the hospitality challenges efficiently.
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Appendices

SWOT for Six Senses 

	
	Strength 
The operating process of the Six Senses Group open their hotel and resorts in remote areas and help local suppliers.
	Weakness 
The marketing process of Six Senses faces difficulty due to government policy changes and limited distribution channels.

	Opportunity
The utilisation of the digital marketing process assists to gain new leads for expanding the operating channel effectively (Wood, 2020, p.140). 
	Threat 
The presence of other hospitality firms indicates the offering of unique services at a standard price rate.





SWOT for Holiday Inn
	Strength
The hospitality service helps to modify the services in dining, gym areas, pools and other hotel amenities with their upcoming stay.  

	Weakness 
The vulnerability in the security system reflects that the guest’s information is stolen and increases IT security challenges and hygiene maintenance issues. 

	Opportunity 
Based on the view of Alnawas and Hemsley-Brown, (2019), exploring new markets assists in developing new plans according to the local environment and gets investment through a franchise program.
	Threat 
The hospitality service of Holiday Inn faced difficulty in managing their budget plan for offering amenities to their customer.



PESTLE 

	Factor 
	Analysis 

	Political 
	· The travel restriction due to political instability
· Government interference in tax controlling 

	Economic 
	· As per the current report, the inflation rate in the UK is 5.7% in March 2023 (ONS, 2023).
· Consumers are less interested in enjoying the hospitality service in the UK. 

	Social
	· Consumer behaviour shows that they are more interested in the cheaper opinion.

	Technology 
	· The hospitality industry utilises its official website and blogs to generate positive awareness among consumers.
· The development of a connection with travel websites offers a better approach to the marketing process (Ivanov, 2019, p.29).

	Legal 
	· The application of the new tax regime increases the price rate of offering hospitality services.
· The employment agreement assists to focus on the welfare and safety of employees and promotes better services.

	Environmental 
	· The operating process of Six Senses invested in the organic garden for getting fundamental ingredients in restaurant and spa treatments (Six senses, 2022).
· The localisation application assists in personality the property in an eco-friendly way to get better results.







Figure 1: Positioning map of Six Senses
(Source: Developed by Learner)
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Figure 2: Positioning map of Holiday Inn
(Source: Developed by Learner)
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Targeting analyses
(Similarweb 2023)
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