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In today's competitive hospitality industry, hotel brands strive to differentiate themselves and attract travellers by offering unique experiences and exceptional services. This essay aims to compare and contrast two prominent hotel brands, Six Senses Hotels and Holiday Inn, shedding light by analysing these brands through frameworks like SWOT and PESTLE.
By examining the existing outcomes, the brands can gain insights into their competitive positions and identify potential future scenarios. Additionally, considering market trends, customer preferences and industry advancements, influencers and publications can make informed predictions and assumptions about how Six Senses Hotels and Holiday Inn might evolve and navigate the changing landscape of the hospitality industry. This examination aims to provide valuable insights into the expected outcomes, predictions, and assumptions for Six Senses Hotels and Holiday Inn.
Consequently, to effectively compare the two hotel brands, Six Senses Hotels and Holiday Inn, the main points to outline are to introduce the purpose of the comparison and highlight the significance of analysing and contrasting these two hotel brands. 

Comparing Six Senses Hotels and Holiday Inn through the SWOT and PESTLE analyses can provide a more detailed perspective on their strengths, weaknesses and the external factors that can influence their performance. Six Senses Hotels strengths include a sustainable business model and a holistic approach to hospitality, attracting a market segment that is environmentally conscious and focused on personal well-being. Additionally, Six Senses Hotels stand out through the luxurious design of their properties and the unique experiences offered to guests. However, a weakness could be the high room rates and service prices, which limit access to a broader market segment. As for opportunities, Six Senses Hotels can take advantage of the growing interest in responsible tourism. Nevertheless, there are threats, such as increased competition in the industry and dependence on global economic stability. (Senses, 2019a)
Regarding Holiday Inn, the SWOT analysis can identify strengths such as affordable prices, an extensive global presence and strong brand recognition. However, a weakness could be the standardisation of services and experiences which may diminish their attractiveness for certain market segments seeking personalization and authenticity. In terms of opportunities, Holiday Inn can capitalise on the rising demand for business travel and tourism. Nonetheless, there are threats such as strong competition in the industry and rapid changes in customer preferences and needs.   Yang, J. (2013) 

A comparison through the PESTLE analysis involves evaluating the external factors that can influence both hotels. In terms of political factors, tourism legislation can impact both types of hotels, but their specific implications may vary depending on the countries they operate in. Economic factors, such as economic growth can affect the affordability and demand for services provided by Six Senses Hotels and Holiday Inn. Socio-cultural factors, including changing demographics and cultural preferences, can shape the target market segments for each hotel brand. Technological factors, such as advancements in reservation systems and guest experience management can influence the operational efficiency and competitiveness of both Six Senses Hotels and Holiday Inn. Legal factors, such as employment laws or safety regulations are important considerations for both hotel brands. Lastly, environmental factors, including climate change have significant implications for Six Senses Hotels given strong emphasis on sustainability.

In conclusion, through the SWOT and PESTLE analyses the brands chosen can gain valuable insights into the unique strengths, weaknesses, opportunities, and threats. Understanding these factors can assist in strategic decision-making and identifying areas for improvement and growth within each hotel brand.

For the purpose of this comparison based on the 7Ps of marketing considering the brands Six Senses Hotels and Holiday Inn, the first brand portrays a luxurious and holistic image. Six Senses Hotels products focus on providing unique and personalised experiences that promote wellness and sustainability. The hotels are known for their breath-taking locations and exclusive amenities such as spas, wellness programmes and dining options. In terms of pricing, Six Senses Hotels are positioned as high-end luxury properties targeting affluent travellers who seek premium experiences. The people factor is crucial as they hire skilled and knowledgeable staff who offer personalised service and cater to guests' needs. Their processes are designed to ensure a seamless and memorable guest experience, from reservation to check-out.
On the other hand, Holiday Inn presents a more mainstream and accessible brand image. Their products are focused on providing comfortable and convenient accommodations for a wide range of travellers. Holiday Inn hotels are typically located in prime locations including both urban and suburban areas catering to various customer segments. Pricing is positioned in the mid-range to accommodate budget-conscious travellers without compromising on quality. The brand emphasises a warm and friendly atmosphere with attentive staff providing personalised services to guests. Holiday Inn's processes are designed to ensure efficiency and ease of use with check-in and check-out procedures. Moreover, heavily invest in promotion utilising various marketing channels to reach a broad audience and highlight their offerings.
In terms of similarities, both brands prioritise the people element by ensuring their staff delivers exceptional service and meets guest expectations. Six Senses Hotels focus on luxurious and sustainable designs, while Holiday Inn aims for comfortable and inviting atmospheres.
However, there are notable differences between the two brands. Six Senses Hotels position themselves as a luxury brand offering exclusive and high-end experiences, whereas Holiday Inn targets a broader market segment with more affordable pricing and a focus on accessibility. Six Senses Hotels emphasise unique wellness experiences and sustainability, whereas Holiday Inn focuses on convenience and comfort.
In conclusion, when comparing the 7Ps of Six Senses Hotels and Holiday Inn, it becomes evident that while both share similarities in certain areas such as the importance of people and physical evidence, positioning, product offerings, pricing strategies and target markets differ significantly. Understanding these differences can assist in effectively catering to different customer segments and crafting tailored marketing strategies for each brand.

In terms of using the Similar Web tool, various customer segments can be identified based on several variables. These variables include website traffic or referral sources. In the case of Six Senses hotels, the customer segment appears to be high-end luxury travellers seeking exclusive and eco-friendly experiences. Similar Web data reveals that Six Senses attracts a substantial amount of organic search traffic indicating a strong brand presence and recognition. The referral sources indicate a significant amount of traffic from travel-related websites and luxury lifestyle publications reinforcing the brand's association with luxury travel. 
On the other hand, Holiday Inn's customer segment appears to be more diverse, catering to a broader range of travellers. Similar web data shows a higher volume of overall website traffic compared to Six Senses indicating a larger customer base. Referral sources for Holiday Inn consist of a mix of travel-related websites and booking portals suggesting a balance between leisure and business travellers.
In summary, while Six Senses targets high-end luxury travellers with a focus on exclusivity and sustainability, Holiday Inn caters to a more diverse customer base appealing to a broader range of travellers with different budgets and travel purposes.
Regarding targeting strategies, Six Senses hotels employ a targeting strategy focused on high-end luxury travellers by emphasising exclusivity, sustainability and unique experiences. They position themselves as an exclusive and environmentally conscious brand appealing to affluent individuals with personalised services. Their marketing efforts revolve around promoting their eco-friendly practices.
In contrast, Holiday Inn adopts a broader strategy that aims to attract a diverse range of travellers. The brand positions as a reliable hotel brand targeting both leisure and business travellers. Their marketing focuses on offering affordable and comfortable accommodations with convenient amenities and services. By targeting a wider audience, Holiday Inn aims to capture various segments of the market, including families, budget-conscious travellers and corporate guests.
Furthermore, positioning tools can be utilised to identify the distinct positioning strategies of Six Senses and Holiday Inn in the hotel industry. Six Senses employs the positioning tools of luxury and exclusivity. The focus on eco-friendly practices and wellness offerings differentiates from competitors allowing the brand to offer unique and environmentally conscious experiences. In contrast, Holiday Inn uses the positioning tools of affordability and accessibility. By offering competitive pricing and reliable services, Holiday Inn targets a broader market segment. Six Senses and Holiday Inn establish their distinctive market positions catering to different customer segments within the hotel industry.
In conclusion, the initial thesis based on assumptions and predictions has been confirmed through the positioning analysis of Six Senses and Holiday Inn. These two hotel brands have successfully implemented their strategic positioning aligning with expectations for a promising future in their respective market segments. Six Senses hotels excelled in luxurious amenities and personalised service, while Holiday Inns focused on affordability and convenience. Factors such as location, customer reviews and pricing were analysed to determine their strengths and weaknesses. The revelation was that Six Senses hotels emphasised sustainability while Holiday Inn prioritised affordability. Future studies should explore guest satisfaction and environmental impact in relation to these contrasting approaches.
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