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Introduction
[bookmark: _Toc134805864]The primary aim of this essay is to understand the various strategies and methods adopted by the two highly recognised hotel companies. The essay has been represented in a contrasting pattern to identify the different approaches used by Holiday Inn and Six Senses. The essay highlights the strategies of Holiday Inn, as they mostly target middle-class nuclear families since they offer mostly budget-friendly accommodations with highly suitable locations. Whereas the Six Senses prominently targets a large and wealthy group of families and tourists since most of their location is highly accessible and offers high-end accommodations. The essay also conducts micro and macro analyses in order to discuss the different factors held by each company. The essay also conducts a marketing mix analysis in order to analyse the different promotional elements used by the companies. Lastly, the essay also conducts a PESTLE analysis in order to identify the external factors that might harm the business. Additionally, the essay also includes STP in order to identify the variation in marketing segmentation between Six Senses and Holiday Inn along with their targeted audiences (Jobber, 2020).
Main Body 
Strength: Holiday Inn is one of the largest hotel chains in the UK and is famous for offering clean rooms at affordable prices. The company has a high brand value and is famous for proving better customer service, along with brand awareness of 91% in the UK (Statista, 2022). In contrast, Six Senses is one of the largest hotel chains in the UK. Offering top-class hospitality and financials is one of the main strengths of the company, which has a brand value of $60 billion (Gollan, 2019). Weakness: Although the brand is famous for providing the most affordable rooms, it lacks in providing advanced technology to its customers, which leads to a decline in tourist attractions (Ezzaouia and Bulchand-Gidumal, 2020). Similarly, Six Senses Hotels is famous for providing luxury facilities to its customers but has been facing a lot of criticism due to its high pricing. The company lacks the ability to provide affordable pricing, which reduces their diversification and limits them to business-class customers (Zhang et al., 2020).
Opportunities: The Holiday Inn is famous for its affordable rooms but lacks accessibility. One of the biggest opportunities for Holiday Inn is to diversify their location, which will make them more accessible to customers, increasing customer traffic and brand awareness (Rafahat, 2022). In contrast, Six Senses is a brand that provides high-quality services but has to face criticism regarding pricing (Wood et al., 2019). The company can manage their pricing along with proving better offers by suggesting pricing and facilities. Threats: Holiday Inn lacks accessibility as they operate in limited locations; this can be the biggest threat to the company with the rise of competitors (Yallop and Seraphin, 2020). There are multiple brands that offer affordable rooms and facilities. Similarly, Six Senses hotels' major threat is pricing, which has led to many criticisms in the past, affecting brand image and popularity among customers (Martinez-Torres and Toral, 2020).
Among the various political challenges faced by Holiday Inn, the Brexit policy has drastically affected the UK tourism and hospitality industries, as the total occupancy rate has been reported to slip by 0.3% (Korosh Farazad, 2020). Additionally, the Six Senses also felt its effects, as before the Brexit policy, a total of 63% of travellers were from EU countries (Benoit, 2019). Thus, the Brexit policy negatively affected both companies in various aspects. Economic factors such as the high inflation rate did affect Holiday Inn. According to reports, the inflation rate for hotels in the UK hiked by 11.3% (Statista, 2023). The recession in the UK negatively affected Six Senses as the annual sales and occupancy rate of the hospitality industry dropped by 44% (Rodrigues, 2021). Social factors have significantly affected the hospitality industry, like globalisation and social changes that had an adverse effect on the Holiday Inn (Lukianenko et al., 2019). Thus, Six Sense should also take note of the social factors that could affect their business, like hygiene maintenance and racial differences in the workplace (Ryan, 2012).
Technological factors such as the introduction of new automated software powered by AI technology in the hospitality industry are continuously growing (Ananeva, 2019). Therefore, the adoption of digital technologies has also been highly influential. The Holiday Inn and Six Senses can suitably adopt this innovation, as it will bring new opportunities and have a positive effect on the business. The legal factors, such as the implication of the "Health and Safety Acts 1947" and "Safety Sign and Signal Regulation 1996," regulated by the government legislation, have greater significance in the hospitality industry (Hu et al., 2021). Therefore, ignorance or adobe of the regulation can have a negative impact on Six Senses and Holiday Inn. Environmental factors can also adversely affect the hospitality industry, as the recent pandemic decreased the overall sales of UK hospitality by £100 billion (Firuzi et al., 2021). Thus, both Holiday Inn and Six Senses will need to adopt sustainability approaches in order to mitigate the negative effects on their businesses (Housden, 2008).
Product: Holiday Inn focuses mostly on proving affordable accommodations for both the middle class and business travellers (IHG Development, 2022). In contrast, Six Senses is based on proving top-class treatment to its customers with the help of a wide range of luxurious amenities and facilities (Six Senses, 2022). Place: Six Senses is mainly located in London and operates on the Pan Peninsula in the UK. Holiday Inn has several hotels, and its main hotel is also located in London (IHG Development, 2022). Price: Six Senses prices vary according to the services and rooms provided to the customers. Six Senses does not charge extra taxi fare to its customers (Six Senses, 2022). Similarly, Holiday Inn’s prices also vary depending on the requirements of customers for rooms and services. The Holiday Inn does not provide free taxi service to its customers. Promotion: both Six Senses and Holiday Inn use similar types of promotion strategies, such as YouTube ads, Instagram posts, and many more. The only difference is that Six Senses uses some traditional methods like banners and newspaper promotion (Six Senses, 2022). Holiday Inn rarely uses the traditional method of promotion. Process: Holiday Inn aims to provide better service with the help of 24/7 customer service that helps towards building a better brand reputation (Kenyon and Cox, 2020). In contrast, Six Senses provides various kinds of perks and fairies to its loyal customers, such as premium suites and discounts. People: Holiday Inn has a strong manpower that is dedicated to proving excellent service to their customers, following social ethics that help to build better relationships. Similarly, Six Senses has more than 5000 employees that try to maintain the standard of the customers by assisting in proving a better experience with the help of luxurious amenities (Current, 2021). Physical evidence: Holiday Inn operates in more than 100 countries worldwide with the help of more than 18 brands that focus on working according to the business ethics of the company (IHG Development, 2022). Similarly, Six Senses operates in 17 counties with regard to providing excellent customer service (Au, 2021).
Segmentation: Holiday Inn focuses mostly on customers who desire luxurious lodging. Holiday Inn attempts to provide the best services, like 24-hour reception service, to give its customers a better and more memorable experience (Rafahat, 2022). It provides furnished rooms and services to its customers at an affordable and satisfactory price. On the other hand, Six Senses is one of the top-tier hotels in the UK and concentrates on delivering luxurious services and products to its consumers (Zhang et al., 2020). Six Senses aims to provide the best quality services and products to its consumers with the help of amenities ranging from business suites to luxury resorts (Chaffey, 2013).
Targeting: Six Senses has many customers, specifically people belonging to the business class. Six Senses focuses on business travellers in the age group of 25 to 30 who travel for business purposes in the UK and prefer luxurious services. Business class travellers comprise a total of 34% of Six Senses customers (Bureau, 2022). Similarly, Holiday Inn also targets people who favour luxurious accommodations and services in the United Kingdom. Holiday targets customers between the ages of 25 and 45. Holiday Inn’s main customers are people travelling for family vacations and business trips (Rafahat, 2022). The targeted customers are provided with the best services and offers (Ghauri, 2014).
Positioning: Both the Six Senses and Holiday Inn are among the leading luxury hotels in the United Kingdom. Both hotels have a good position in the hospitality industry and try to provide the best services to their customers. Hotel Six Senses is the largest hotel chain in the UK and has a revenue of about $13 million (Gollan, 2019). Six Senses’ brand value is about $60 billion, evolving into one of the most popular hotel brands in the United Kingdom. In contrast, Holiday Inn is also one of the best luxury hotels, providing luxurious services to its customers (Gollan, 2019). The total market share of Holiday Inn is about 52% in the UK hotel industry, and it seems to be in a stronger position than that of Six Senses.
[bookmark: _Toc134805865]Conclusion
To conclude, the essay highlights the major strategies adopted by both companies and acknowledges the importance of proving a better customer experience in order to compete with their major competitors in the industry. The essay also recognises the multiple external factors, such as the increasing inflation rate, Brexit policy, and legal aspects, and how they can affect the nature of business at Holiday Inn and Six Senses. The essay also highlights the differentiation in marketing approaches and strategies between Six Senses and Holiday Inn through the marketing mix. Thus, the essay also sheds light on the major differences in their nature of business and differentiation in facilities. Lastly, the report also highlights the different approaches to marketing segmentation used by both companies as well as how they selected and targeted their consumers in the industry.   
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