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Introduction 
 This essay will do the comparation of the marketing methods for two multinational hotels brands, Six Senses and Holiday Inn. 
According to the ideas of Jobber and Ellis-Chadwick, (2020), Essentials of Marketing is an important aspect of the way organisations follow up the techniques of marketing. In this sense, the comparison between two hotels named Six Senses and Holiday Inn are presented by speaking the SWOT Analysis, Segmentation and PESTLE Analysis in a detail. 
Six Senses was opened in 1995. It has 21% currently have properties globally across in 17 countries it provides services like luxury resorts, and wellness spas along with five-star hotels generating revenue for more than 13 million dollars (sixsenses.com, 2019).
In contrast, Holiday Inn is a little older and was initiated in the year 1952, 70 years ago with its official headquarters in Atlanta United States. It provides a food services, lodging, meetings and timeshares to countries like America, Europe, as well as Asia Pacific (ihgplc.com, 2022).

Main Body
 The Company the Six Senses Hotel Proper commits to the rejuvenation of guests and connection, with more accent on wellness, building a place where people can connect in harmony with the local environment. Hotel Inn's main looking is to make a difference in the lives of individuals in customers to deliver personalised service and uphold a strong moral system as well as actively taking part in the good of the community.
The collaborators of both Holiday Inn and Six Senses are InterContinental Hotels Group.
 The customers of Six Senses are business travellers, high-class families and vacationers including 51.12% male and 48.8% female. As stated by Bowie et al., (2017), on the contrary, the consumers of Holiday Inn are businessmen aged 35 to 54 years, they are ensuring last-minute booking.  
 The competitors of the Six Senses are Peninsula, Anantara, whereas Holiday Inn the rivalries are Wyndham Hotels & Resorts, and Days Inn. 
 The environmental factor for Sustainable Measures helped Six Senses to support positive impact events of more than 17,000 local community members, hosts as well as families during Covid. Other hand, political factors like Government regulations on social distancing and lockdown led income to a 153 million loss in terms of revenue with respect to Holiday Inn during the pandemic. 
Holiday Inn the first strength is more higher brand recall and the visibility for the excellent promotion by the technique’s publicity. In instead to Six Senses, the strength is their only value of balancing profit, social profitability expanding their hotels to a total of 17 countries.
SWOT analysis in reference to Holiday Inn, the first weakness is it has a limited market share of only 50.16% because of a large number of competitors. On the opposite, Six Senses have the poor working condition for its employees who are restraining them to earn productivity and expand its business from 17 countries. 
The investment in technologies and AI Virtual Agents they can provide an opportunity for Holiday Inn to give easy accommodation to the customers increasing their market share. As opined by Kotler, and Kartajaya, (2017), instead, investment in social media and search optimization give the opportunity to reach globally about their support value in hotel services increasing their profit margin. 
The increasing cost of the operations can prove to be a threat to Holiday Inn affecting the rates of hotels (Kotler, et al., 2020). On the other hand, the premium pricing of Six Senses is a threat to them because they are not able to expand their services to middle and lower-class guests.  
The Six Senses hotel follows Demographic Segmentation providing accommodation and hotel services to high class and income males as well as females. On the other hand, Holiday Inn follows Psychographic Segmentation because it provides accommodation and hotel services to business travellers who have the tendency to book flights at the last minute.
Holiday Inn
Income Group: Middle and High-Income Groups
Age Group: 35-54 years business travellers both men and women
Location: Worldwide
Six Senses
Income Group: Higher Income Groups
Age Group: 18-40 years men and women
Location: 17 countries
From the points of  PESTLE ANALYSIS
Covid 19 Politic Government Regulations
Political Instability due to Brexit
 The Impact UK government is Pandemic Regulations such as lockdown and social distancing restrain Holiday Inn for earn a profit because the customers were afraid to travel, reduced the revenue by 52% in the domestic market. On the next, the political instability due to Brexit proved to be beneficial for Six Senses because they were able to appoint and value an excellent worker from other countries, in order to improve their productivity.
Economic
Analysis Economic Degradation  
Brexit
The economic degradation due to the pandemic led to a higher unemployment rate in U.K which a beneficial opportunity for Holiday Inn to provide employment to many people for expand their productivity standard. In contradiction to Six Senses, the inflation due to Brexit led to the price of services higher adding to their increased revenue because they follow a premium pricing strategy. 
Social
Analysis Demographic fall 
Shifting to a digital lifestyle due to Covid
Many people died in U.K because of the outcome of the virus restraining Holiday Inn to earn an impressive profit, whereas shifting to a digital lifestyle during the Covid proved to a very good increase in sales for Six Senses because they started digital talks bringing experts to talk the way of keeping well during the pandemic.  
Technological
Analysis Investment in AI and Virtual Reality
Digital Communication Technique
As evidenced by Ghauri, (2014), investing in AI and Virtual Reality helped Holiday Inn to build a chain of 16 hotels saving their cost and speeding up the procedure of design. As described by Smith & Zook (2020), on the contrary, in the era of digital it restrained Six Senses to create a stronger customer base because they are not using social media to develop relationships with guests.  

Legal
Analysis Equality Act 2010 
Consumer Protection Act 1986
The Equality Act 2010 insured Holiday Inn to safeguard the rights of the employees and provide them a positive working environment to increase their productivity achieving a market share of 5.6%. In contradiction to Six Senses, the Consumer Protection Act of 1986 turned them to provide wellness programs for the guests at the hotel to refresh their minds.

Environmental
Analysis Sustainable Regulations
Waste Management
The sustainable regulations permitted Six Senses to eliminate the use of plastic bottles reduce the emission of greenhouse gases. The next, waste management has encouraged Holiday Inn to develop a partnership with Clean the World to recycle the partially used soaps in their resorts.
A Stakeholder Analysis is pictured as the procedure of recognition the people who can be fruitful for the projects. 
High-Power, Highly Interested People These are essential interested and are fully involved by the organisation as well as give priority their needs first because they assist with financial resources to complete a hotel grow up or project successfully. In terms of Six Senses, this is the Vice President and General Manager whereas for Holiday Inn this stakeholder refers to Intercontinental Hotel Group and CEO, Keith Bar.
High Power, less interested people in terms of the hotel industry, these are designers and architects for Holiday Inn it includes IHG Design Connect, whereas for Six Senses it is Foster & Partners. 
 Low Power, Highly Interested People In terms of both the hotels Holiday Inn and Six Senses, they are the staffs, who are kept satisfied with benefits and salaries.
Low Power, Less Interested People The customers of both the hotel's Holiday Inn and Six Senses are monitored regarding their attractive offers with social media and feedback.
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Product/ Service Six Senses provide services so as luxury resorts, wellness spas and five-star hotels whereas Holiday Inn provides food services and lodging conventions.
Price The pricing strategy followed by Six Senses is a premium pricing strategy which is assisting them to improve their profit margin and provide high-quality services. On the other hand, the pricing strategy offered and followed by Holiday Inn is a Competitive Pricing Strategy that is assisting them to increase revenue and market share.
Promotion As cited by Clow, & Baack, (2013), the promotion technique of Six Senses Hotel is discounts and offers on early booking, whereas Holiday Inn follows promotional activities so as Broadcast Advertising to get  a large audience.   
Place Six Senses is in including a total of 17 countries and Holiday Inn has branches in a total of 1173 locations. 
Process The process followed by Holiday Inn is Amadeus PM PRO whereas the procedure of Six Senses follows the IHG Guest Reservation System (Chaffey, and Ellis- Chadwick, 2019).
People The number of employees Six Senses have is 4900 and on the other hand, holiday inn has a total of 350,000 staff from all over the world. 
Physical Evidence the Six Senses hotels are free of waste, toxins and plastic, while the Holiday Inn uses the IHG Green Engage System to measure and manage their impact on the environment (Housden, 2008). 

Conclusion
The essentials of Marketing are important because it is responsible for creating and maintaining request, relevance, reputation and competition. A comparison between two chains of hotels Six Senses and Holiday Inn in bringing their way of marketing is presented with certain elements. 
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