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Introduction
This essay analyses marketing methods used by two multinational hotel brands of the hospitality industry, Holiday Inn and Six Sense Hotels Resorts and Spas (IHG, 2023). Both hotels have been taken over by one of the leading brands of the hospitality industry InterContinental Hotels Group. However, both organisations have different ways of marketing and strategic policies to attract and appeal to customers. Holiday Inn was founded to serve everyday families with a pleasant and organised environment at reasonable prices (IHG, 2023). On the other hand, Six Sense Hotels are renowned as the pioneers of sustainable and effective methods and demonstrate beautiful and mind-refreshing destinations for the middle to the upper class of societies; in other words, it is an experience which can be avail by only above the ordinary class of the society (Sixsenses.com, 2023). This essay aims to deliver a comparative analysis of the marketing methods of two of the multinational hotel brands, which will include all situational internal/external analysis, marketing mix-7Ps and segmentation targeting and positioning.
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SWOT and PESTLE analysis will be used to examine the organisation's situational internal, and external factors. The SWOT analysis of Holiday INN will help in having a broader view of the organisation's performance and marketing methods. The company’s efficient advertising strategies are the most prominent and effective strength, helping boost brand visibility and recall among customers (Veeren Gowrea, 2019). The company needed to gain in entering the emerging economies market, which is a weakness for the organisation as it has yet to figure out a successful strategy. As tourism is expanding and tourists are encouraged to experience new destinations and exposure to new cultures and traditions, Holiday Inn can avail of this opportunity by having hotels nearby or at prime tourist attraction locations (MBA Skool Team, 2012). Holiday Inn have a major threat from the increased competition by globally renowned brands and local brands due to the flexibility and large audience targeting with the help of the internet and social media.
Six Sense Hotels SWOT analysis can help determine internal factors affecting the organisation. Six Sense Hotel have the power to influence and establish an everlasting bond with its customers with an efficient and effective management style, which is the ultimate strength of Six Sense Hotels (Sixsenses.com, 2016). The organisation needs to gain consumer recognition, mainly due to an ineffective advertisement campaign, which is the greatest weakness of Six Sense Hotels. Six Sense Hotel can also benefit from a boost in the tourism industry as most people want to experience new destinations and cultures. Six Sense Hotel may have great opportunities with hotels at the best tourist spots and destinations (Madsen and Stenheim, 2022). The major threat to Six Sense Hotels is facing intense competition in the global and local markets as easy marketing and advertising methods are available due to the internet and social media.
PESTLE analysis determines the macro-environmental factors, which include Political, Economic, Social, Technology, Legal and Environment (Perera, 2017). The PESTLE analysis of Holiday Inn will help highlight all the external factors that can affect the organisation. The political factors are of great importance as the growth and development of the organisation highly depend on the country's political stability. Holiday Inn must consider a country's economic growth and stability before expanding its horizons (Fern Fort University, 2023). The social and cultural integration in an organisation's policy can play a vital role in prioritising organisation among the locals and communities of the region. Technology has also gained great importance; customers prefer a business with an efficient blend of technology. Holiday Inn should have a system that can constantly keep an eye on the legal and lawful guidelines of the country or region to avoid any misfortune event. Environmental factors are gaining great importance among people as people are now more aware of the environmental hazards the world is facing, and organisations' contribution to avoiding or creating these environmental crises has a great impact on their business (Fern Fort University, 2023).
The Six Sense Hotels is greatly affected by external factors as it is located in some of the most exciting areas; the PESTLE analysis will briefly analyse these effects. The remote island's political instability and military invasion continuously threaten Six Sense Hotels (Frue, 2019). The economic instability and cost-effectiveness of labour and skill level in remote areas can directly impact Six Sense Hotels (Farooq, 2019). Six Sense Hotels aim to blend their customer into new culture and tradition and provide a more social and real-life experience among the natives and locals. Still, this social and cultural experience may harm the organisational image as many locals need broader perspectives. Technological interface and integration with nature and environment attract and appeal to customers (SIX SENSES BRAND GUIDELINES, 2016). Data protection and implementation of health and security law at the organisation. The hotel should analyse the environmental factors of the specific region, such as weather conditions and climate changes of the particular region (SIX SENSES BRAND GUIDELINES, 2016).
Marketing mix seven P's of the hotel industry are product (service), price, place (distribution), promotion, people, physical ambience, and process (Bhargav, 2017). The analysis of Holiday Inn's marketing mix is, according to the demand of different customers, Holiday Inn has a wide range of rooms and products (Services) available for its customers (Grant, 2022). The pricing strategy of Holiday Inn is a matrix of different categories such as economy, penetration, skimming and premium pricing strategies. The place or distribution strategy of Holiday Inn is to serve its customers through broader options such as the Internet and other sources of media (Grant, 2022). Holiday Inn's promotion strategy includes a lot of different advertising platforms to spread the word. People in Holiday Inn has been an essential part of the policy as Holiday Inn encourage young talent and satisfy their existing employee with effective wages. The physical ambience of Holiday Inn has been a strong sector as it has been successful in attracting customers across the globe with an effective social media presence (prezi.com, 2018). The process for booking and scheduling appointments has been optimised with ease of access and minimal social interaction to enhance customer satisfaction at Holiday Inn Hotel.
Six Sense Hotels' marketing mix provides insight into customer demand and their strategies to satisfy these demands. The product at Six Sense Hotels emphasises health information, cultural and relaxation programs, wellness and individual care of the customers (Sixsenses.com, 2023). The pricing strategy used by Six Sense Hotels is a price adjustment strategy, as it allows them to offer different variety of products to its customers (SIX SENSES BRAND GUIDELINES, 2016). The place and distribution strategy of Six Sense Hotels allows consumers to buy products and services without visiting physical stores. Sales promotion allows Six Sense Hotels to conduct brand awareness among the consumers and the services that Six Senses Hotels offers. The people at Six Sense Hotel can be efficient and productive by integrating technology and increasing technological literacy at organisations to enhance their operational efficiencies (Sixsenses.com, 2023). Six Sense Hotels have taken extra care of the physical ambience of the hotel by finding locations at top-notch tourist spots, which provide not only a place to sleep but also a sense of relaxation and connection to nature (prezi.com, 2018).
Market segmentation gives employers a detailed analysis and categorises customers with the same demands, desires and attributes. Targeting gives the organisation market and customer preferences and what they should project for. On the other hand, positioning helps organisations to identify and ascertain organisational services or product market value and position (Urde and Koch, 2014).  The Holiday Inn is a place where officials and other individuals visit for business or personal purposes such as meetings, interviews, concerts or theatre trips rather than enjoying their leisure time or a vacation spot; in the hospitality industry, these guests are termed as stopover guests, and they stay for only 1 or 2 days or maybe a week in rare cases. The hotel environment and atmosphere are soothing and relaxing, making it the best spot for meetings and other official conduct (Seyitoğlu and Ivanov, 2020). Although Holiday Inn have claimed over the years that it provides a high standard hoteling experience under an ordinary budget, these strategies have worked incredibly for them (Contributor, 2021). 
On the other hand, Six Sense has divided the market into three segments: DINKs (Dual Income No Kids), Newlyweds and Grey Nomads; these segments are mainly above-average income customers that can afford a luxurious hotel experience. Six Sense Hotels has created a brand image with a slogan on its website stating- "Reconnect with yourself, others and the world around you"- an appealing and customer-attracting statement (Ahani et al., 2019). Six Sense Hotels has successfully gained loyal and repeat customers over the years, showing the efficiency and effectiveness of its marketing and managing strategies; moreover, these repeat customers are the primary source of its gross revenue (Sixsenses.com, 2016).

Conclusion
In conclusion, it was analysed that both multinational hotels have completely different marketing methods and strategies and different customer targets. Holiday Inn is more focused on offering ordinary customers a high-standard hoteling experience at an affordable price. Whereas Six Sense mainly targets the above-average class of society, ready to pay for a luxurious hoteling experience. At the same time, Holiday Inn was found to be urbanised and was preferred by the customers for business or individual purposes. Still, Six Sense Hotels was preferred by people who want to spend their leisure time with the best spots and experiences. Holiday Inn needs to focus on expanding its brand to more tourist spots which can attract more customers. On the other hand, Six Sense Hotels must focus on its advertising and promotion strategies and build a robust internet profile to attract more customers. Holiday Inn needs to follow in the footsteps of Six Sense Hotels in choosing the best location for a hotel while considering external macroeconomic factors. And with little alteration and modification, both industries can be among the top leading brands of the hospitality industry.
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