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Introduction
The marketing strategies of two multinational hotel chains must be compared for a number of reasons. Furthermore, the report provides thorough analysis of industry best practices and benchmarks to ensure companies retain a strong position on the market. Furthermore, it serves as a gauge of effectiveness, whereby strengths, weaknesses, and areas needing enhancement are identified. In addition, these comparisons help marketers know about customer needs and behavior which make marketers be in a position to market strategically. Moreover, the study of different methods brings learning and agility and thus makes the marketing process more efficient. In the end, the analysis provides hotel brands with the capability to adjust their marketing efforts, engage their customers, and grow in a vigorous and competitive industry. Here, the section will select two hotel brands including Six Senses and Holiday Inn. Here, the study will analyze comparison between two brands about the hotel industry. 
Main Body
Swot analysis and Pestle analysis will be used for internal and external business environments of these two brands. Six Senses possesses a number of competitive advantages which make it a formidable rival, among others, its uniqueness at delivering wellness and sustainability programs which are its key competitive edge in the hospitality sector (Sari et al. 2022). Brand is identified with luxury and exquisite properties and its offerings create high end experience related to its target. Six Senses has successfully crafted a firm brand image as an eco-friendly company and a partner of communities that boost customer retention and brand activation in an environment-friendly travel community (Jamil, 2023). On the contrary, Six Sense has ample other ways to capitalize on, like venturing in the developing markets, developing synergies with the local communities and using technology to improve the perceived realism and operational efficiency. Nevertheless, it should still notice threats like competitive pressure derived from a luxurious hotel business. Holiday Inn enjoys a global scale as well as a portfolio of many different properties addressing all market segments combined with its recognizable brand and brand strength. Firstly, the website's competitive pricing and added services attract mainly price shopping travelers along with a comprehensive loyalty program there to boost conviction (Susilo, 2020). Although that, Holiday Inn could look into unexplored territories like expansion into the emerging markets, repairing the packaging of the offering form to the dynamism of the market preferences, and adopting technology for perfection of guest experience. The Six Senses operating space is a political environment of high dynamics where proper compliance on land use, construction, and environmental practices in different countries is an absolute must. Also the host country's political stability affects the brand’s business operations and investment decisions . Economically there is a threat of drop in disposable incomes and travel spending that can affect the brand, also fluctuations in exchange rates can affect international activities. Socially speaking, Six Senses reflects the growing customers’ interests in wellness and sustainability which lead to a requirement for experience tourism and real culture experience (Zarkasyi et al. 2021). The brand is facing operational challenges associated with technical innovations like smart technology integration for energy preservation and resource management. Adherence to labor laws, health and safety regulations, and data protection laws across jurisdictions, legally speaking, is important also is the preservation of intellectual property rights. Socially, Six Senses heavily inserts sustainable practices strongly interlinked with the brand but still impacted by the climate changes on destinations’ sites and natural resources. Also, Holiday Inn is operating in a politically influenced environment where stability and government policies affect tourism and travel infrastructure development. Visa requirements and travel restrictions largely shape the direction of international tourism flows. It is dependent on influencing factors affecting travel and lodging consumer spending, as well as inflation and interest rates influencing operating costs and profits (Abdoh et al. 2020). Socially, population’s changes, as well as the choice of consumers for different accommodations and services has an impact on the constant demand. At the same time the cultural aspect leads to the sensitivity to the interaction with guests. Technologically, Holiday Inn utilizes technology for online booking platforms, guest communication, and operational efficiency; but it has challenges with data security and privacy. Legally, meeting the demands of labor laws, employment regulations, and licenses is necessary, as well as accounting for legal responsibilities linked to guest safety and property maintenance (Černá et al. 2022). Environmentally, the brand introduces sustainability measures that have to comply with the regulations imposed for sanitation, energy and environment.
Comparison of Six Senses vs. Holiday Inn within the 7Ps marketing mix framework illuminates various dissimilarities and similarities in the brand approach applied by both brands. Six Senses commits to creating premium, personalized, and sustainable experiences aligned with luxury, meaning, and wellness (Elgarhy and Mohamed, 2023). Their amenities include premium suites, spa services, and environmentally conscious facilities catering to high-end tourists in search of luxury and relaxation. In contrast to Holiday Inn, the most popular international hotel chain, Berjaya Hotels offers a very diverse range of accommodations meeting the needs of all market segments, including budget-friendly and luxury accommodation, attracting a wider audience with different needs and budgets. Six Senses is known for being pricy which represents its luxury and exclusivity (Jahmani et al. 2023). This strategy thrives on upclass travelers ready to pay a premium for one-of-a-kind experiences and perfectionism of service. On the contrary, Holiday Inn uses a more competitive pricing strategy which targets budget-aware travelers, yet offers valued services and amenities thus extending their services to a wider spectrum of customers. The Six Senses seeks to be positioned in the exotic destinations and natural sceneries around the world thus offering the guests a quiet and serene environment for their relaxation and wellness. On the other hand, Holiday Inn has a substantial global presence, by being present in major tourist destinations, business hubs, and urban centers which guarantee that travelers from all over the world have accessibility and convenience (Xie, 2020). Six Senses emphasizes its USPs of wellness, sustainability, and luxury through tailored advertising, influencer partnerships and experiential marketing activities. Holiday Inn applies a mixture of conventional and digital marketing channels in order to expand its global presence, attractiveness, and loyalty programs, and thereby attract a bigger clientele through diverse promotions. Both of these brands highlight exceptional customer service centered around the client’s wishes and therefore keep their minds blown. This centered attention on individual service and guest satisfaction therefore evolves brand loyalty and a good reputation almost for both Six Senses and Holiday Inn. The guest journey with Six Senses will include immaculate and customized experiences, sustainability being a thread that binds it altogether at each touchpoint (Widardi et al. 2020). Differently from Holiday Inn, the e-booking services are handled through websites, while consistency of quality is ensured in the services delivered across properties. Therefore, efficiency and uniformity in customer interactions are attained. The brand manages to achieve a peaceful but trendy environment by its eco-friendly design and services, advancing the Eco-destination. In the same way, Holiday Inn hotels provide clean, comfortable, and fully-equipped accommodations keeping its brand promise of quality and reliability, nevertheless, unlike Six Senses, its policy of luxury and sustainability sounds unspecific (Hasan and Islam, 2020). In general, although Six Senses and Holiday Inn offer different products, pricing structures and property locations, the two brands alike show their dedication to satisfy their customers either with wellness and luxury or with accessibility and reliability which is derived from the 7Ps marketing mix. 
Six Senses analyzes its market on psychographics and a lifestyle basis, targeting wealthy tourists who prefer luxury, wellness, and sustainability. Their potential customers are those who are looking for private moments in a calm and green environment, and have a very strong interest in general wellbeing and environmental conservation (Das, 2020). The brand Senses Six caters to affluent individuals such as traveling gourmets and health aficionados, or green consumers. They cater to those seeking the highest quality of accommodation, tailored care, and engaging activities that fit their ideology and individual choices. The Quest of Sixth Sense is a luxury sustainability trailblazer shaping the collection of experiences that blend human and nature in a harmonious cadence with a preference to accommodate those described as choosy who in turn prefer to indulge, revel in and enjoy a medley of the holistic wellbeing while they travel (Abu, 2023). Through its emphasis on clean operations, top hospitality and products both innovative and niche-defining, Six Sens targets the high-end clientele, and thus beats its competitors in most aspects. On the other hand, The Holiday Inn adopts a broader segmentation approach that spans across segments of the market targeting budget-conscious travelers, business travelers and families. Target markets include those in search of quality and low-cost accommodation in various parts of the world that are also comfortable and convenient (Lim and Seo, 2021). The Holiday Inn caters to both business and leisure tourists by offering a variety of accommodations and services that fulfill different requirements and preferences. The goal of features is to serve customers who are quality oriented and value conscious and look for quality stay as well as reliable services but do not ignore cost. Holiday Inn is set up as a secure and convenient option for travelers from all over the world emphasizing on reliability, consistency, and affordability (Rianty et al. 2022). Delivering a global connection and quantity of goods, the Holiday Inn accomplishes its mission of providing customers with both comfort and relaxation.
Conclusion
In the final analysis, it can be observed that Six Senses and Holiday Inn have contrasting methods of segmentation, targeting, positioning and marketing mix. Correspondingly, while Six Senses perceives the high-end travelers which tend to be rich, wellness and sustainability oriented, Holiday Inn takes a wider approach which comprises several market segments with affordable, reliable hotels.​​​. Equally the two brand identities consciously provide solutions that cater to the demands and choices of their potential customers relying on unique selling points to further stand out in the tough hospitality sector. 
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