



            The hospitality industry makes a large economic contribution to the local community by producing revenue from visitors who spend their money in hotels, restaurants, and entertainment venues (Zervas et al., 2017). As tourists buy retail goods, pharmaceuticals, and handcrafted handicrafts made locally, it also indirectly boosts economic growth. Hotels are of utmost importance worldwide since they provide a wide range of services, such as leisure and entertainment activities, conference rooms, and business facilitation (Davahli et al., 2020). By connecting travellers with necessary amenities like lodging, venues, meals, and drinks, hospitality acts as a conduit for them. Hotels are unquestionably one of the tourist industry's fastest-growing segments. They serve an important function as the main accommodation option and are essential to the growth of every country. With the hotel industry making a significant contribution, the booming tourism and hospitality industries have emerged as the main development engines. 
The prestigious brand Six Senses, which targets the wealthy, offers unmatched and exclusive encounters encouraging rest and renewal (Dzhandzhugazova e al., 2016). High-end health retreats, opulent havens, and ecologically sensitive institutions are all part of the brand's spectrum of offers prioritising sustainability. The business uses premium pricing in addition to offering experiences that are unsurpassed and luxurious lodgings. On the other hand, Holiday Inn offers other hotel alternatives to accommodate both pleasure and business travellers (Indah et al., 2019). To make its services available to a broad spectrum of clients, the firm implements an economical price approach. Its hotel chain spans several nations, and it advertises its services via various venues, including its website and social media outlets.
The marketing strategies used by the prestigious Six Senses and Holiday Inn will be evaluated in this study. Several models and frameworks, including SWOT and PESTLE, will be used. Because of its focus on both wellness and environmentally friendly luxury, Six Senses Hotels, Resorts, and Spas have become well-known. The company was founded in 1995, and since then, it has spread its reach to various locations. On the other hand, Holiday Inn is renowned for offering cosy and reasonably priced lodging. To give common families a consistently clean and welcoming environment, Kemmons Wilson founded a network of affordable motels in 1952 (Rogel, 2018). Holiday Inn has celebrated countless achievements since then.
Strengths: Ranked first among hotel brands in the 2019 World's Best Awards by Travel & Leisure (Six Senses, 2020), high dedication to sustainability, well-being, and unique, entertaining views, premium services and facilities, positive outlook and tailored interactions with visitors for a relaxing experience.
· Weaknesses: Too expensive for the common public and focused on fewer geographical areas only.
· Opportunities: Exploration focused on the well-being and environmental awareness drives the growing demand for transformational excursions, encouraging innovative partnerships and strategic alliances for growth and operating in growing economies.
· Threats: Worldwide economic disruptions, such as the total shutdowns seen during the epidemic and climate change and environmental problems have harmful effects.
Holiday Inn
· Strengts: A well-recognised mark of quality with a stunning portfolio of more than 1,000 hotels worldwide, a renowned name in the travel industry recognised as the most reliable brand in 2021 following a thorough survey of US customers, unmatched versatility enables owners to tailor solutions to their particular market and location's necessities and a stunning Open Lobby design and ongoing.
PESTLE analysis 
Political factors - A country's political stability is key to promoting the growth of the hotel business, while political unrest can obstruct development. Whether directly or indirectly, the British government's laws and policies have a considerable impact on the hotel industry. Changes in immigration laws are one example of how this has influenced the availability of qualified workers in the sector (Alberti and Danaj, 2017).
Economic factors - The UK's hospitality industry significantly impacts the country's economy and is a key driver of new jobs and capital influx. Several economic factors influence the hospitality sector in the UK. Because the industry relies heavily on labour, labour costs significantly influence the sector's profitability (Lin et al., 2023). Factors like the minimum wage and other labour laws can impact the ability of hospitality businesses to recruit and keep skilled personnel. Holiday Inn and Six Senses have also been impacted internationally by the pandemic's travel restrictions and closures (Pradini et al., 2022).
Social factors - The preferences and spending habits of people have a substantial impact on their social and cultural aspects, making them a crucial external factor for the hospitality business. For instance, the consumer's choices may be influenced by the rising importance of ecological well-being, increased sensitivity to climate change, sustainable practices, and customised experiences.
Technological factors have a significant impact on the hospitality industry. As an example, the emergence of social media and online platforms is significantly influencing the hotel industry on a number of different levels (Ristova and Dimitrov., 2019). The regulatory environment of a country has a significant impact on how quickly the hotel business will expand. The operating environment of hotel enterprises is directly influenced by legal requirements and taxes restrictions. For instance, the sale and distribution of alcoholic drinks are subject to strict controls in the United Kingdom (Burton et al., 2017). Environmental factors have the potential to directly affect the hotel sector. For their services to be in harmony with the environment, hotels have recently adopted eco-aware practices.
The company's mission is to infuse its customers with a sense of tranquilly, peace, and renewal by providing a wide range of well-created goods and services, including hotels, resorts, and spas. For instance, Zighy Bay is a beautiful place tucked away in Oman's lovely setting. For choosing visitors, this luxury place offers a stunning and remote location. There are Numerous opulent experiences, such as exclusive villa lodgings and rejuvenating spa services, are available to visitors. The premium quality and unique nature of Six Senses' assets and products are reflected in its pricing approach. For instance, higher accommodation prices than standard hotels, expensive wellness packages, and specialised services. Six Senses facilities are thoughtfully placed in popular areas to accentuate the charm of nature, whether it is lovely beachfront or grand mountain landscapes. Consider the Six Senses resorts in the Maldives, which are situated on upscale private islands with spotless coastlines and crystal-clear blue oceans(Roe,2020). The brand manages appealing ads highlighting immersive wellness activities and ecologically friendly projects through captivating social media platforms. The core of the brand is a competent and knowledgeable workforce skilled at customising guest experiences and with substantial wellness knowledge. Examples include knowledgeable wellness professionals who give specialised treatments and counselling, seasoned yoga teachers who conduct energising courses, and kind staff members who offer unmatched service. The brand guarantees flawless guest experiences by utilising digitally smart reservation platforms with simple-to-use interfaces, simplified arrival and departure processes, and efficient ways to communicate.
Six Senses, a company dedicated to sustainability, uses eco-friendly building materials, relies on renewable energy sources, and skillfully incorporates local characteristics and cultural influences into the architecture and aesthetics of its buildings.
Holiday Inn 7 Ps - The company's housing alternatives are inviting and affordable, designed to meet the requirements of both leisure and business travellers. As an example, visitors may make use of the cosy basic rooms that come with free Wi-Fi. The competitive price appeals to those on a limited budget, such as families and youth. Holiday Inn strategically places its facilities in popular travel locations to ensure easy access for visitors, including those in Asia and the European Union regions. Holiday Inn relies mostly on social media platforms for digital marketing and promotion. The company's housing alternatives are inviting and affordable, designed to meet the requirements of both leisure and business travellers.  Holiday Inn puts greater emphasis on the physical appearance of its products and services, such as spotless and elegant guest rooms, warm common areas, a variety of on-site eating options, advanced fitness centres, and well-equipped conference rooms with modern technology.
Six Senses and Holiday Inn’s marketing strategy must include segmentation, targeting, and positioning (STP) for the company to successfully target their target market. Six Senses company divides its target market into groups based on behavioural and demographic characteristics, concentrating on those who value wellness, magnificence, and eco-aware experiences (Sousa et al., 2021). Six Senses focuses primarily on rich people who want unique experiences and are prepared to spend money on upscale services and uniqueness. On the other hand, Holiday Inn caters to various visitors, including families, business travellers, and vacationers.
Six Senses concentrates on a select audience of wealthy tourists who appreciate pleasure, sustainability, and well-being on their travels (Zhang et al., 2020). Six Senses tailors its services to fulfil this target market's thirst for enlightening and compelling interactions by understanding their preferences and needs. When it comes to targeting, Holiday Inn places a strong emphasis on drawing in guests who value cosy and affordable lodging (Shuford, 2015). The brand appeals to frugal travellers looking for a trustworthy, hassle-free choice that provides exceptional value for their money. Holiday Inn portrays itself as a reliable, friendly brand that offers excellent experiences, authentic hospitality, and comfortable settings. This stance is seen in its reputation as a comfortable and reliable alternative for visitors, solidifying its place as a top choice in the sector.
In conclusion, the hotel industry is crucial to the global economy since it offers various services that help other nations grow and prosper. By providing visitors with lodging, venues, eating options, and entertainment experiences, the hospitality sector promotes economic growth with a focus on tourism. Particularly, hotels play a significant role in this sector of the economy by serving the diversified demands of visitors and offering a range of amenities such as conference spaces, leisure activities, and leisure services. The market segmentation, targeting, and positioning strategies of Six Senses and Holiday Inn, two well-known hotels, were investigated in this investigation. 
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