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1 [bookmark: _gjdgxs]Introduction 
The unique and one-of-a-kind experiences offered by Six Senses, a luxury brand that caters to the rich, encourage rest and renewal. The company's product portfolio comprises world-class spas, opulent resorts, and eco-friendly hotels, all of which place a strong emphasis on sustainability. To complement its unrivalled experiences and opulent lodgings, the brand has a pricing strategy that is on the high end. In order to enhance its special adventures, the brand's properties are placed in distant locations. Dedicated to offering outstanding service to its affluent clients, Six Senses employs a broad team of specialists, including wellness experts, specialty chefs, and hospitality personnel. Holiday Inn, on the other hand, is a company that provides hotel alternatives that meet the requirements of both leisure and business travellers. The company's price policy is set at an inexpensive level, enabling a large audience eligible to use its services. The chain's hotels are spread throughout several nations, and it markets its services via a variety of promotional methods, such as its website and social media accounts. A popular choice for families and business travellers alike, Holiday Inn is recognised for its spacious and comfortable accommodations as well as its broad selection of services and facilities that appeal to customers of all ages. This article will look at how each business employs the seven Ps of marketing to stand out and succeed in the cutthroat hospitality sector.
2 [bookmark: _30j0zll]Body
[bookmark: _1fob9te]2.1. Situational External – Internal Analysis (SWOT, PESTLE)
SWOT analysis
The following will present the comparison between the marketing strategies of the chosen hotel, Six Senses, and Holiday Inn. In order to do so, different models and frameworks will be used that include SWOT, PESTLE and STP model. Six Senses Hotels, Resorts and Spas is a renowned brand major known for its wellness experience and sustainable luxury. The brand started operating in 1995 and since then has expanded in various locations. On the other hand, Holiday Inn is known for its comfortable and affordable accommodations. It is part of one of the largest hotel chains in the world Inter-Continental Hotels and Groups. 
SIX Senses
	Strengths
	· Offer sustainable services
· Wellness experience
· attentive and personalized service

	Weaknesses
	· limited presence
· positioned as a luxury brand

	Opportunities
	· expanding in new market
· increase in wellness travel demand
· focus on partnership and collaboration 

	Threats
	· change in consumer perspective
· intense competitive



Holiday Inn
	Strengths
	· Global presence
· Budget hotel service provider
· Diversified range of services 

	Weaknesses
	· Inadequate guest services
· Hygiene issues
· Limited luxury offerings 

	Opportunities
	·  Expand in emerging markets
· Embrace technology advancements 

	Threats
	· Economic downturns
· Highly competitive industry 
· Shift trends in consumer behaviour  



PESTLE analysis 
	Political factors
	The government of the United Kingdom have set various regulations and policies that have a significant impact on the hospitality industry. Moreover, political stability is also considered important for the industry as it fosters growth. The government also funds for promoting tourism within the country (Mishurova et al., 2020). 

	Economic factors
	The amount of local and foreign tourists, as well as travel habits and preferences, might affect the demand for hotels. The volume of guests is influenced by variables including disposable income, travel limitations, and marketing initiatives. In addition to this, change in the exchange rate can have a significant impact on the industry and overall performance (Huggins, Thompson and Prokop 2019). 

	Social factors 
	Changes in consumer preferences can impact the performance of the brands in the industry. In order to attract health-conscious travellers, hotels may take advantage of the growing emphasis on health and wellbeing by providing specialised services, amenities, and wellness initiatives.

	Technological factors 
	Adoption of advanced technologies such as virtual reality and augmented reality would be helpful for the brands in providing high-quality customer services. 

	Legal factors 
	The government sets various regulations that need to be complied by the companies within the hospitality industry. Hotels are required by employment laws, some of which include working hours, and safe working conditions. In order to secure visitor information and avoid any inconvenience, hotels must abide by data protection rules like the General Data Protection Regulation (GDPR).

	Environment factors 
	Consumers place a greater emphasis on sustainable practices and environmental issues. To satisfy consumer expectations and legal requirements, hotels must implement eco-friendly practices, energy efficiency measures, waste reduction strategies, and sustainable sourcing (Poddubnaya. and Shipilov, 2019).


[bookmark: _3znysh7]2.2. The Marketing Mix 
[bookmark: _2et92p0]2.2.1.  Six Senses 7 Ps
· Product: The company offers a range of thoughtfully designed goods and services, including hotels, resorts, and spas, to give customers a sense of peace, tranquilly, and renewal (Dzhandzhugazova et al., 2016). The company caters to affluent customers willing to spend lavishly on unique adventures. Consider Six Senses Con Dao, a beautiful island hideaway in Vietnam that offers a luxurious and exclusive experience, as an example. The retreat offers a variety of activities, including yoga, cooking classes, and escorted hikes through the island's lush forests.
· Price: Due to its expensive nature and unmatched experiences, the Six Senses brand is known for charging the highest prices for its products. For example, the Six Senses Zighy Bay has a minimum nightly payment of $767 for accommodations (Kayak, n.d.).
· Place: Six Senses is well-known in many different countries throughout the world. The brand's businesses are typically located in outlying areas, such as alpine regions or exclusive islands, to complement the unique adventures that the brand promotes. This tendency includes places like Ninh Van Bay in Vietnam, Zighy Bay in Oman, and Con Dao in Vietnam (Zhang et al., 2020).
· Promotion: Six Senses uses various promotional techniques, including advertising in various media channels, radio, newspapers, and online social networking sites like Facebook and Instagram (Stombelli, 2020).
· People: Six Senses seeks a wide group of professionals with the skills necessary to provide visitors with a high calibre of service, including wellness experts, fine chefs, and hospitality staff. In Thailand, for instance, the Six Senses Yao Noi resort has a staff of professionals, including a permanent marine scientist and a wellness advisor.
· Processes: Adopting environmentally friendly and sustainable practices has received much attention from Six Senses. As an example, the company has implemented several sustainable practices at Six Senses Laamu in the Maldives, such as using solar power for energy (Silverman, 2015).
· Physical evidence: The physical evidence of Six Senses businesses is crucial to the brand's core proposition. The hotel at Six Senses Douro Valley in Portugal, which is housed in a 19th-century manor home encircled by vineyards and hilly terrain, illustrates this. The design combines the manor house's traditional features with modern touches to provide a chic and welcoming atmosphere.
[bookmark: _tyjcwt]2.2.2.  Holiday Inn 7 Ps
· Product: The Holiday Inn brand offers accommodations that are tailored to the demands of business travellers as well as a tranquil setting where everyone can enjoy a variety of services such dining options, in-room dining, swimming pools, exercise centres, and inviting lounges (Yuda et al., 2017). It is a popular choice for a variety of travellers because of the relaxed atmosphere and amenities, including on-site business centres, the Kids Eat and Stay Free programme, and KidSuites suites at each Holiday Inn Resort facility. For instance, the company offers various services at the Holiday Inn Express & Suites in Denver, including free Wi-Fi and complimentary breakfast.
· Price: Compared to Six Senses, Holiday Inn's products are more affordable, making its offers accessible to a wider audience. By offering them high-quality lodgings and services at a reasonable price, this pricing approach makes the brand's products and services more accessible to a broad spectrum of clients. For instance, the Holiday Inn Express in New York provides luxurious lodging for only $100 or $200 for those travelling on a tight budget.
· Place: The locations of Holiday Inn hotels may be found in many nations, from Asia to Europe and the United States. For example, the Holiday Inn Resort in Bali provides visitors with a tropical refuge thanks to its beachside location, immaculate pools, and more.
· Promotion: Holiday Inn uses a variety of outlets to market its brand, including its website, collaborations with travel agencies, and social media sites like Facebook and Instagram.
· Processes: Since a consumer's first engagement with a hotel brand occurs during the booking process, it is essential to consider this component of the customer experience. The check-in and check-out processes are important customer touchpoints. Thus, Holiday Inn has optimised them to make sure they are quick and efficient.
· Physical Evidence: A variety of amenities are available to visitors at Holiday Inn hotels, including on-site dining options, pubs, fitness centres, and outdoor pools. To ensure visitors have a pleasant stay, the brand's guest rooms are also furnished with various amenities, including luxurious bedding and top-notch flat-screen televisions. For instance, the Holiday Inn Bangkok offers travellers contemporary rooms with plush bedding, flat-screen TVs, and functional bathrooms. 
· People: Due to its large, comfortable rooms and wide array of services and amenities that appeal to visitors of all ages, Holiday Inn hotels are a well-liked option for families. A similar reason why business travellers love Holiday Inn hotels is their handy locations. A pleasant and pleasurable stay is guaranteed for visitors due to the Holiday Inn's highly qualified and professionally trained personnel ((Morrison, 2016).
[bookmark: _3dy6vkm]2.3. Segmentation, Targeting and Positioning 
Holiday Inn employs market segmentation to meet the unique demands and interests of various traveller categories. The company is a middle-market hotel with reasonably priced, high-quality services and rooms. It targets tourists as well as business travellers and strives to provide a uniform experience across all of its sites (Sydney et al., 2021). For instance, Holiday Inn offers business travellers practical and relaxing amenities, including conference spaces, cost-free Wi-Fi, and complimentary breakfast. Families and leisure travellers may use the large, comfortable accommodations, leisure amenities, and on-site food alternatives.
[image: ]
Figure 1: SimilarWeb
By the traffic information offered, Americans made up 63.85% of desktop traffic to holiday inn's official website in the previous month. 5.23% and 5.20% of desktop traffic came from the United Kingdom and Canada, which were the second and third biggest traffic sources, respectively. Notably, Thailand looks to be a substantial source of website traffic, with 3.17 per cent of desktop traffic. This would suggest that Holiday Inn targets visitors to Thailand or has a big presence there.
[bookmark: _2s8eyo1]For discriminating luxury travellers looking for unique and unforgettable experiences, Six Senses strongly emphasises meeting their wants and preferences. The company provides a wide variety of high-end facilities and services to satisfy the needs of this market sector, including customised wellness programmes, custom dining occasions, and memorable activities that are distinctive to a certain place (Bocarejo, 2016). In addition to appealing to tourists who value sustainability, wellness, and genuine cultural experiences, Six Senses targets clients seeking a high-end and distinctive vacation experience. Six Senses is positioned as a luxury hotel brand that offers an unmatched and exclusive experience by fusing opulent lodging with outstanding wellness opportunities in some of the most magnificent natural locations on earth. 
Overall, the segmentation, targeting, and positioning strategy used by Six Senses was successful in engaging with and reaching its target demographic of affluent travellers looking for uncommon and exclusive experiences. Travellers have reacted well to the brand's emphasis on environmental responsibility, well-being, and cultural reliability, which has helped to establish a solid reputation for the company and a devoted following of clients.
3 [bookmark: _1t3h5sf]Conclusion 
In conclusion, the marketing approaches used by Six Senses and Holiday Inn serve as excellent examples of how market segmentation, targeting, and positioning may assist businesses in meeting the needs of distinct client segments. Holiday Inn provides practical and affordable lodging for both pleasure and business travellers, while Six Senses caters to the demands of wealthy clients seeking out exceptional luxury experiences. To provide their clients with worthwhile services and guarantee a positive experience, both businesses make use of the seven Ps of marketing. Businesses may stand out from rivals and create a unique brand identity that resonates to their intended audience through segmentation of the marketplace and positioning.
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