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In this essay, marketing campaigns for Holiday Inn and Six Senses hotels are compared and contrasted. Holiday Inn is owned by InterContinental Hotels Group (IHG), and Six Senses represents a hotel chain that offers plastic-free alternatives. Marketing approaches for both hotel chains will be compared and contrasted, including their use of scenario analysis techniques. Hotel chains also employ web analytical technologies for market segmentation and advertisements to expand their reach to a wider audience. There will be further details on the most pressing current problem impacting the hotel industry. 
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[bookmark: _Toc135236030]Internal and External analysis 
SWOT analysis of Holiday Inn
	Strength
	Weakness
	Opportunity
	Threats

	Widespread international coverage
	Susceptibility to economic fluctuations
	The expansion of newly forming markets
	The COVID-19 Pandemic and Its effects on travel restrictions

	Popularity of the brand
	Relying too much on virtual travel agencies
	The development of new technologies within the industry
	Developing preferences on the part of customers

	Customer retention and loyalty plans
	Strong market competition
	The increasing demand in the travel and tourism industry
	Obstacles in the political and regulatory domains

	Various accommodation choices
	Reduced capability for distinction
	The growing demand for environmentally responsible tourism
	The development of platforms for the sharing economy


PESTLE analysis of Holiday Inn
Holiday Inn may better understand its external environment and make strategic business choices by using the PESTLE framework. In order to stay competitive in the ever-evolving hospitality business this analysis helps it discover possibilities and difficulties. 
· Holiday Inn operates in a number of countries, each with its own unique political climate. The hospitality sector benefits from a climate of political stability since it provides for a more stable and predictable economic climate (Mbaskool, 2020). Holiday Inn’s business may be affected by laws governing tourism, employment, safety, and taxes.
· The hotel business is very sensitive to economic conditions. As the economy improves, more people are able to afford vacations and business trips, driving up demand for hotel rooms (Allal-Chérif et al. 2023). The success of Holiday Inn’s worldwide operations may be affected by fluctuations in the value of local currencies.
· The hospitality sector is affected by social factors, such as shifting customer tastes and societal developments. Holiday Inn must change to meet the expectations of its customers, who are increasingly demanding individualized service, environmentally friendly policies, and advanced facilities (Rafahat, 2022). In addition, demographic changes, such as those in the age distribution and cultural preferences, might have an effect on the intended audience and need new approaches to reaching them.
· The hospitality sector has been profoundly impacted by technological developments during the last several decades. To improve its guest services, simplify its operations, and remain competitive, Holiday Inn must adopt new technologies. Reservations, airport check-ins, and customer service are just a few examples of how automation and efficiency may boost productivity (Rodríguez-Antón and Alonso-Almeida, 2019).
· The legal department of Holiday Inn recognizes the importance of keeping to all applicable employment rules and regulations. Protecting one’s intellectual property rights is crucial to preserving one’s brand’s integrity. Following the law prevents problems and keeps everything running smoothly.
· The hotel sector, like many others, is beginning to place an importance on environmental sustainability. Holiday Inn has to become sustainable by decreasing its carbon emissions, preserving natural resources (George, 2021). The hotel industry faces risks and interruptions from climate change and natural catastrophes.
SWOT analysis of Six Senses
	Strengths
	Weaknesses
	Opportunities
	Threats

	Exceptional service
	Limited brand awareness
	Growing demand for sustainable tourism
	Intense competition in the luxury segment

	Unique and eco-friendly properties
	Relatively high price point
	Expansion into emerging markets
	Economic downturns affecting travel industry

	Strong emphasis on sustainability
	Limited global presence
	Rising interest in wellness and experiential travel
	Changing consumer preferences and trends

	Wellness-focused offerings
	Reliance on luxury market
	Partnerships with local communities
	Negative impacts of natural disasters or pandemics


PESTLE analysis of Six Senses
	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	Government policies and regulations
	Global economic conditions
	Changing demographics and lifestyle
	Technological advancements in the hospitality industry
	Intellectual property rights
	Sustainability practices and eco-friendly initiatives

	Political stability and international relations
	Currency exchange rates
	Cultural and social norms
	Automation and digitalization of services
	Compliance With local and international laws and regulations
	Climate change and natural resource management


Comparison between hotels based on External/ Internal analysis
When comparing Holiday Inn and Six Senses based on the SWOT and PESTLE analysis that were supplied, it discovers numerous similarities and differences in their strengths, weaknesses, opportunities, and threats, as well as the external variables that influence their company (Darvishmotevali et al. 2020). 
Both Holiday Inn and Six Senses are part of the hospitality business, but each focuses on a different subset of the consumer population and has a unique set of advantages and disadvantages. Six Senses advertises itself as a premium brand that is also environmentally conscious, in contrast to Holiday Inn, which emphasizes vast coverage and affordable rates. Both hotels have the potential to take advantage of possibilities in their respective locations, but they also have to deal with obstacles presented by external variables (Stoyanova, 2021). They are able to continue to succeed in the highly competitive hospitality industry by capitalizing on their strengths, working to improve their shortcomings, and adjusting to changes in the external environment.
[bookmark: _Toc135236031]Marketing mix
Both Six Senses and Holiday Inn are hotel chains that serve quite different demographics and provide distinct experiences.
As a premium wellness and travel business, Six Senses is dedicated to providing life-changing experiences for its customers. Its marketing strategy places a focus on uniqueness, endurance, and overall well- being (Ketter & Avraham, 2021). Luxury lodgings, spa services, fitness sessions, and special features including organic gardens and fitness centers are among Six Senses' various offerings. The company emphasizes its dedication to sustainability by using sustainable methods in all areas of business. Six Senses caters to well-heeled vacationers looking to splurge on a relaxing and rejuvenating getaway at the top of the pricing spectrum (Lin et al. 2020). Six Senses relies on its stellar reputation, word-of-mouth referrals, and cutting-edge digital marketing techniques to spread the word about its one-of-a-kind products and unwavering dedication to health and wellbeing.
In contrast, Holiday Inn is a moderate hotel chain aimed at budget-conscious vacationers and business travelers alike. The company markets its products with an emphasis on ease of use, low prices, and dependability (Wang et al. 2019). Holiday Inn provides plenty of services, featuring spacious rooms, banquet halls, and recreational facilities consisting of pools and gyms. The goal of all of the brand's sites is to give the same high-quality service. Holiday Inn has a price-competitive approach, marketing itself to customers as a low-cost choice that doesn't compromise on services (Ahn & Kwon, 2020). Holiday Inn depends heavily on OTAs, loyalty programs, and hyper-specific advertising to promote its family- and business-friendly amenities.
Despite operating in the hotel industry, Six Senses and Holiday Inn have quite different marketing strategies owing to their respective niches and established brands. Six Senses caters to affluent vacationers who value privacy and authenticity above anything, besides prioritizing environmental responsibility (Chan & Tung, 2019). Holiday Inn, on the other hand, caters to budget-conscious vacationers who prioritize comfort, security, and affordability. Customers can customize their brand selections towards their specific interests and ideal experiences if they are familiar with the businesses' respective marketing strategies.
[bookmark: _Toc135236032]Segmentation of targeting and positioning
To attract their respective target markets, Six Senses and Holiday Inn use different approaches in terms of segmentation, targeting, and positioning.
Six Senses segments its market to appeal to well-heeled tourists who value comfort, health, and the environment. The company markets itself to consumers as a source of unique, life-altering experiences for those who prioritize total health (Khare and Bhagwat, 2019). Six Senses caters to affluent travelers who are ready to spend on luxurious lodgings, spa treatments, and wellness programs in exchange for a one-of-a-kind and restorative experience. Travelers concerned about the environment will appreciate the company's sustainability efforts.
Holiday Inn, on the other hand, adopts a broader approach, appealing to both families & business travelers. The company markets its products as a reasonable choice for discerning vacationers who prioritize comfort and ease (Han et al. 2019). Holiday Inn's big rooms and pools have become popular among families. It also serves the needs of professionals by providing facilities for business meetings and other services. Its price approach offers consumers an appropriate balance between low cost and high quality.
Holiday Inn has a greater mass-market strategy, appealing to a larger spectrum of clients, whereas Six Senses targets a higher-end demographic interested in lavishness and wellness. While Holiday Inn caters to families and budget-conscious business travelers, Six Senses promises to present guests with unique and life-altering experiences (Lim et al. 2021). Customers can pick the hotel which best meets their criteria and preferences by comprehending the brands' tactics for segmentation, marketing, and positioning. 
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The whole essay has compared and contrasted the advertising campaigns of two hotel chains, Six Senses and Holiday Inn. The hotel has employed situational analysis techniques to develop advertising campaigns that are more likely to be successful. Such methods are employed by both the six senses and Holiday Inn hotel chains to interact with customers and split up the market. Both companies use different strategies to promote their offerings with the hope of boosting revenue in future. Today's hotel industry is challenged by a number of factors, including changes in the economic climate, consumer preferences, global politics, and other related sectors.
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