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Marketing essentials are used for the evaluation of methods and strategies related to hotel brands. In the essay, the main aim is to discuss and compare the marketing strategies and methods of two hotels that are associated with a common hotel chain. The two brands selected for the essay are Six Senses and Holiday Inn, which are comprised of the hotel chain of IHG Hotel & Resorts. The essay will shed light on the situational analysis of the two selected hotels, for which internal and external environmental analysis will be preferred. Moreover, the marketing mix of the hotels will be presented in the essay along with the framework of STP.
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In order to examine the internal and external environment of the hotels, it is important to focus on well-known frameworks, like the SWOT analysis conducted here, that will help in the analysis of strengths, weaknesses, opportunities, and threats of both the hotels. The well-known and reputable brand name and association with the hotel chain is the key strength of Six Senses. It also offers a wide range of amenities and services. In comparison, the services offered by Holiday Inn include spacious rooms, fitness centres, swimming pools, spas, and conference rooms. Six Senses is dedicated to enhancing social well-being, environmental sustainability, and individual health. Six Senses shines in exploration, reconnecting, and improving the physical, spiritual, and mental health of people (Six Senses, 2023). The promotional tactics of two global hotel brands are compared by evaluating their strengths and weaknesses (Kamvysi et al., 2023). In particular, both hotels are a component of the IHG Hotel & Resorts Company. There are almost 3,000 Holiday Inns spread throughout the world. The hotel is renowned for its enjoyable and cost-effective services (Holiday Inn, 2023). Despite this, Six Senses fails to deliver on the cost front since the premium pricing strategy is only suitable for upper-middle-class and upper-class customers. On the other side, Holiday Inn offers a limited selection and few viable options. For hotels, growth, technological advancement, and partnerships with premium brands all provide promising futures. The same fundamental risks confront Six Senses and Holiday Inn, including a fluctuating economy and more intense competition in the hotel industry (Holiday Inn, 2023 a). The hotel is still working to increase its business despite the fact that there are already quite a few hotels in the neighbourhood that compete with it. Six Senses is renowned all over the globe for its dedication to social responsibility, in addition to its innovations in comforts and conveniences. The preferences of customers regarding hotel brand is changing continuously, which is the primary opportunity for the selected two brands. 
In order to analyse the external factors that have an impact on the hotel industry in the UK, elements of PESTLE analysis are used here. In the UK, the government has such control over the hotel industry that it could easily increase the tax rate without any resistance from the lodging establishments (Zhang and Lu, 2022). The sector benefits the local economy and is one of the most attractive investment prospects in the globe. The majority of hotels in the industry boost their prices since they do not have enough rooms during the peak travel period, which turns away customers. In particular, Brexit is considered the biggest threat to the whole hotel industry because of its possible consequences on the economy and supply chain (Lereculey-Péran et al., 2022). The decline in consumer spending and high prices are mainly because of the rising impact of the pandemic, which also affects the GDP rate. The high inflation rate all across the UK is also directed because of the uncertain situation of the pandemic (Man et al., 2022). In order to provide guests with a great stay, the hotel must also use the most advanced technologies accessible. As a consequence, many hotels in the UK now use technological advancement and tools like AR, AI, and many more. The hotel industry must stand for the British government's regulations on staffing in the hospitality industry. Despite this, environmental factors are very important in the hotel industry (Kulakhmetova et al., 2022). The General Health and Safety Laws of the UK are now a top concern for hotel brands. Consequently, hotel businesses must give sustainability and ecologically friendly practices a top priority.    
The marketing mix is used for the analysis of products and services offered by a brand and how effective it is from the perspective of customers (Quadri-Felitti et al., 2022). Here are the marketing mix presented for both brands. The Holiday Inn offers a variety of services to its visitors, including lodging, meeting rooms, cuisine, and more. Comparatively, Six Senses has targeted a more wealthy market that is ready to pay more for travelling and luxurious stays at hotels. The limited amenities of Six Senses reflect its focus on providing visitors with eco-friendly, pleasant, and waste-free stays. Due to its presence in both urban and rural areas, Six Senses has created a premium pricing strategy. On the other hand, Holiday Inn is restricted to resident and tourist areas (IHG Hotels & Resorts, 2023). It has been observed that Holiday Inn places a high priority on providing its guests with a trustworthy and enjoyable experience. For this reason, the hotel is working to increase comfort for visitors. Contrarily, Six Senses has made it a priority to personalize the stay of each visitor to meet their own tastes and requirements, which has led to the adoption of policies that address the worries of visitors about their health and well-being (Bonsaksen et al., 2023). Thus, characteristic architectural designs for structures and other infrastructure are seen as physical proof for Six Senses (Banyeva et al., 2023). Apart from this, Holiday Inn distinguishes itself from the competition by maintaining a more consistent aesthetic across all of its brands. Given this, it is evident that Six Senses and Holiday Inn are making wise investments in physical and online marketing. By comparing the pricing strategies of the two hotels, it is clearly illustrated that Six Senses offer luxurious services, whereas Holiday Inn targets the medium class with an affordable price range. 
With reference to the STP framework, it is analyzed that segmentation and targeting play an important role in the success of the marketing strategies of a brand. According to the report of Similar Web 2023, it has been illustrated that men make up 49.19% of visitors at Holiday Inn and Six Senses, while women make up 53.48% of the total. According to statistics from the Six Senses Hotel, 3/5th of visitors are between the ages of 25 and 54. However, more than 20% of Holiday Inn guests are between the ages of 25 and 54 (Similar Web, 2023). By offering unmatched services that satisfy the changing needs of its target market, the brand establishes a connection with that demography. Six Senses positions itself as a supplier of practical services, including those connected to comfort and wellness, in order to appeal to the high-end market (Kitsios et al., 2022). As a result, the business has carefully chosen its social media channels to address communication gaps and ensure ongoing engagement with its target market. However, initiatives of Holiday Inn to attract careful customers have assisted the business in expanding its products and building a reputation for being kind to budget. As a result, the business has been able to maintain competitive pricing and good levels of service. Holiday Inn has 589.6K daily visits via paid search ads, compared to Six Senses which mainly relies on organic search (Similar Web 2023). The third most visited internet domain for hotels is direct marketing. As a result, Six Senses is much less expensive than Holiday Inn. In order to increase consumer engagement, hotels have also embraced the Internet as a promotional tool. Six Senses only draws 409,259 visitors every month, compared to 517,739 at Holiday Inn. There is no doubt that Six Senses draws a larger number of visitors overall. It has been analyzed that the social media website traffic generated by Six Senses via FaceBook is estimated at 30%. On the other hand, the traffic range of Holiday Inn is calculated as 90% (Similar Web, 2023). Similarly, the use of Instagram ad YouTube for Six Senses is more than the Holiday Inn, about 25% for Six Senses and 12 to 13% for Holiday Inn. It is evident that Six Senses focuses on the adoption of social media strategies and target audience accordingly, whereas, in comparison to Holiday Inn, it is analysed that the brand needs to focus on the usage of social media platforms more than before and compete well the competitive hotel industry (Ahuja and Alavi, 2022). On the social media platform of Holiday Inn, there is less traffic generated because of its lack of investment in the area. The analysis of Similar Web shows that the traffic rate of Six Senses on social media websites is better than Holiday Inn, for which it is crucial for Holiday Inn to focus on social media platforms and make successful use of different platforms. 
[bookmark: _Toc135139602]Conclusion
From the above essay, it has been concluded that Six Senses operates as a luxury brand, whereas Holiday Inn operate in a budget-friendly market. The target market for Six Senses are travel lovers, upper class, and elite customers; on the other hand, Holiday Inn is a preferable choice for those who like to take budget-friendly and affordable hotel services. In the above essay, a marketing mix comparison of the two hotels is presented as well as internal and external environmental analysis is also discussed.  
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Figure 1: Age Distribution
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Figure 2: Traffic on Channels Overview
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Figure 3: Traffic on Social Media Platforms
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Figure 4: Positioning
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