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[bookmark: _Toc134893015]Introduction
The aim of the current essay is to provide a comparative insight into the two multinational hotel brands. The hotels that will be used to provide a comparative analysis include Holiday Inn and Six Senses. Truong et al. (2018) provided that the focus on marketing is a crucial concept that is aimed at reaching a wider target audience. However, due to the growing competition in the hospitality industry, it is important for each hotel to cater for the latest trends in marketing. Therefore, the two hotels are compared based on their marketing efforts because of their exceptional marketing strategies being employed that aid the organisation in maintaining a strategic position in the global market. Six Senses mainly focuses on luxury travellers and tourists (Six Senses, 2023). In addition, Holiday Inn serves as an ideal location for travellers who prefer affordability (Holiday Inn 2023). An insight into the marketing mix, STP, SWOT and PESTLE analysis will be done to analyse the similarities and differences between the two brands. 
[bookmark: _Toc134893016]Discussion
[bookmark: _Hlk134840940]Ferrell et al. (2021) described marketing mix as the key strategies or tactics that are employed by an organisation in order to promote the brand and ensure visibility in the eyes of the customers. Considering the product aspects of Holiday Inn, the brand provides standardised accommodation and other services that are suitable for families as well as for business travellers due to convenience and affordability. The hotel also provides well-recognised services and a welcoming guest experience with fitness centres, modern accommodations and 24/7 self-service convenience. Comparatively, Six Senses is more prone towards sustainability, luxury and extending wellness experience. It offers resorts, exclusive spas and other eco-friendly and exotic services (Smith 2021). In terms of the pricing aspect, a premium pricing strategy is employed at Six Senses as it targets high-end customer that seeks a luxury experience. Contrary, Holiday Inn implements a competitive strategy for pricing with the aim of appealing to a broader customer base that looks for budget-friendly options. De Toni et al. (2017) added that brands usually decide the pricing strategy based on the competition, market conditions and overall philosophies in the corporate world. In terms of place element, Six Senses operates around 16 hotels and resorts along with 25 spas managed in 19 countries (Rodríguez-Antón et al., 2020). The organisation also exclusively focuses on eco-friendly and exclusive destinations. However, Holiday Inn is situated mainly at some busiest locations in both urban and suburban areas. This is aimed at providing convenience and access the travellers. In addition to this, Gossen and Heinrich (2021) provided that promotion is a crucial element as it helps strategies communication and ensures that people are well aware of the product or services. At Six Senses, the promotional tactics are aimed at making use of influencer partnerships and using other social media and digital channels. The organisation's marketing efforts are thoughtful and also adds a touch of personalisation to attract consumer through the website. The website also adds meaningful captions that appeal to the customers, such as news provided in 2019 at the website "Magic Behind the Brand", which signs customers towards a meaningful guest experience (Six Senses 2019). In addition to this, Holiday Inn has also invested in various digital marketing campaigns. Saettler (2022) provided that the brand has launched the first digitally-led campaign that makes use of brand advocacy power and shares guest narratives via a mobile-optimised documentary. For the people element, the organisation focuses on personalised and expert services to ensure that their staff is able to enhance the overall guest experience. Holiday Inn, on the other hand, focus on providing friendly and accommodating services and ensuring that a customer-oriented staff is maintained. For the process element, Six Senses aims to provide a personalised and seamless experience by extending attention to the details. Holiday Inn ensures to provide a smooth and hassle-free system for the guest for check-in and check-out. The physical evidence at Holiday Inn is the enjoyable amenities, pools, comfortable lounges and fitness centres. At Six Senses provide modern amenities, innovative facilities and unique destinations. 
In addition to the marketing mix, the identification of customer segments is also important to analyse the customers targeted by both hotels. Holiday Inn has captured a larger market share in the UK compared to Six Senses. Additionally, the demographics are different, with more females favouring Holiday Inn and more males having a preference for Six Senses (Appendix A). Between the ages of 25 and 44 make up the majority of the clientele at both hotels (Appendix B). Six Senses, on the other hand, utilises a differentiated yet focused targeting strategy, concentrating on particular sectors and placing a strong emphasis on sustainability. Holiday Inn, in contrast, uses a unique marketing strategy to appeal to a variety of customers, including families and business travellers.
Based on marketing communications, brand positioning, which depicts the distinctive value provided by a brand, can be examined. While Six Senses relies more on organic search, Holiday Inn produces more visitors through paid search. This suggests that Six Senses has a financial advantage. Holiday Inn receives a greater number of hits and unique visitors to its website; the number of monthly visits to Holiday Inn is 517,739. Six Senses monthly visits were 409,259 (Similar Web 2023). Six Senses' greater bounce rate indicates that their website's landing page may need to be improved. The rate for Six Senses is 58.26, whereas, for Holiday Inn, it is 58.14% (Appendix C). However, Six Senses succeeds at using social media marketing, interacting with its audience on sites like Facebook, Instagram, and YouTube, and curating interesting material (Appendix D). On the other side, Holiday Inn lags behind in social media marketing and management. However, Six Senses positions itself as a luxury and high-quality brand, whereas Holiday Inn is an affordable brand (Appendix E). 
The PESTLE analysis is as follows:
	Political
	The government of the UK's changes in policies and regulations may have an impact on numerous aspects of the hospitality industry. For instance, the alterations in the immigration policies of the UK may influence the amount of foreign visitors and tourists annually and can impact the accessibility of labour in the industry. Likewise, the hospitality sector has to adhere to the health, safety and licensing policies set by the government (Arif and Hossin, 2016).

	Economic
	The UK is not only a site for scenic beauty for tourists. In fact, the majority of foreign visitors travel to the UK in order to learn more about its history and the Royal Family. Hence, the hospitality sector feeds plenty to the UK's economy. Similarly, exchange rates can impact the guests' inclination to travel to the UK. A strong currency can make the economy expensive to interact with, while a weaker currency can permit the economy to gain additional tourists (Thomas et al., 2020).  

	Social
	In this post-pandemic era, Covid-19 has left hotel guests with a highly advanced sense of health, safety and hygiene. For this reason, the hospitality sector is vigilant in keeping societal perceptions secure by adopting additional health policies. The industry has also adapted to varying dietary menus for the customers, such as organic and vegan. 

	Technological
	The hospitality sector of the UK is always open to embracing innovations. In these present times, Artificial Intelligence is the rising trend in the market as hotels are being observed going through digital transformations to imply AI technology in their operations. Resultantly, hotels use AI chatboxes and virtual assistance to improve customer service and streamline operations (Arif and Hossin, 2016). 

	Legal
	Hotels strictly adhere to food and hygiene laws in order to secure the patrons' trust in the post-pandemic era. They ensure that food handling, storage operations, cooking practices and health inspections are done in a sanitary manner. Similarly, the hotels stick to the employment legislations of the UK and compensate their labour accordingly (Arif and Hossin, 2016). 

	Environmental
	Danger to climatic health has become more pronounced, and sustainability is the trend. The hospitality industry is keen to follow green operations and uphold the essence of environmental health. This supports societal beliefs as well as enhances the economy of the hotels (Jones et al., 2016). 



The SWOT analysis for Six Senses Hotels is as follows:
	Strengths
	Weaknesses

	· The digital infrastructure of the hotel is robust (Six Senses, 2019).
· Resilient reputation in the market due to the renowned parent company, IHG Hotels.
· Strong relations with the population pool, leading to a high customer experience.
	· The shortage of economic stability following the period of the pandemic of Covid-19.
· The hotel experience shortages in the employee workforce after the travel ban was lifted, permitting the available staff to work in tight conditions.

	Opportunities
	Threats

	· The adoption of sustainable marketing strategies has the potential to embrace innovations.
· Simplified operations for booking and transactions due to robust digital infrastructure. 
	· The hospitality market has been relatively unsteady in economic terms following the period of Covid.
· Competitors have the potential to outclass the hotel in terms of hygiene and food safety. 



The SWOT analysis for Holiday Inn Hotels is as follows:
	Strengths
	Weaknesses

	· Potent brand awareness and presence both in national and international markets due to strategic advertising (IHG Plc, 2023).
· Over 100 million guests nights annually which illustrates high customer experience. 
	· Ineffective attempts to penetrate emerging economies.
· Limited market share due to a high number of market competitors. The number tends to rise annually. 

	Opportunities
	Threats

	· The hotel can cater for national or local, regional-specific seasonal offers since it has the tendency to secure customers' satisfaction with the services.
· Open new destinations for travellers which are exciting and unique. 
	· The skyrocketing costs for operations, directly and indirectly, affect the hotel's effectiveness in delivery services.
· The decline of the hospitality as well as tourism industries due to the global pandemic and natural disasters.


 
[bookmark: _Toc134893017]Conclusion
In conclusion of this report, Six Senses and Holiday Inn hotels’ marketing essentials were evaluated. The study pinpointed the internal and external environments of the hotels as well as the hospitality industry using STP, SWOT and PESTLE analysis tools. Such details were supported by the marketing mixes of both hotel brands. 
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