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[bookmark: _Toc133913476]Introduction 
[bookmark: _Toc133913477]This entire essay states the marketing essentials and the marketing methods and strategies of the two hospitality brands which include Six Senses and Holiday Inn which is known as one of the big hotel brands.  Holiday Inn is a chain of hotels which is American and which was founded in the year 1952 and based in Atlanta, Georgia in the United States (Youssef, 2022). This operates in countries which include America, Europe, the Middle East, Africa and Asia-Pacific. Where Six Senses Hotel also belong to the hospitality industry which was founded in the year 1995 and this holiday is in more than twenty countries worldwide (Zhang et al., 2020). This essay includes all the necessary business methods and strategies while comparing both the hotel brands and understanding their framework and analysis used by the brand use which includes internal and pestle, SWOT analysis, segmentation, positioning and targeting audiences.
[bookmark: _Toc133913478]Analysing SWOT analysis of Six senses and Holiday inn hotel:
Strength: Six senses hotel possess various facility like spas and check-in check-out facility for the guests in their hotels. As Six Senses operates in more than 20 countries worldwide which is one of its strengths as they stand in the line and provide huge competition to its rivals. Whereas Holiday Inn also possess a competitive advantage in its market, this hotel has a financially strong, experienced staff and different product and services act as a strength of Holiday Inn (Sanjaya et al., 2020).
Weaknesses: Both the hotel brands Six Senses and Holiday Inn has several weaknesses in term of the improvement in term of products and their hotel services and improving their connecting procedure through means of their strategy of communication which acts as a weakness for both the hotel brands. The high number of competitors means a low share of the market (Caceres et al., 2020).
Opportunities: This includes all the activities that increase their business of hotels such as their global expansion, improvement of their hotel products and the way their management communicate in reaching out to their customers or guest and improving it. other opportunities that both the brand's Six Senses and Holiday Inn possess include new destinations that travellers used to find and other offers that they can offer season-wise as well as country-wise (Gupta and Sharma, 2021).   
Threats: Threats for Holiday Inn which include an increase in another competitor, modification in their products and services means alternate products and change in policies of the government are threats. An increase in operation cost impacts hotel rates, due to natural disasters and terrorist attacks. Whereas Six senses hotel also has a similar increase in competitor-like threats even though this hotel is limited to a small scale. Another threat Six Senses has is a hurdle which includes different products than Holiday Inn and capital need of entry, small sizes of the room become a disadvantage for hotel cost, government policies etc (Dimitrios et al., 2020).
[bookmark: _Toc133913479]Analysing the both the hospitality through pestle analysis:
Political factor: As both brands belong to the hotel industry and political factor impacts both the Six Senses and Holiday Inn. The political party put bans on the tourist and on travel directly affecting huge loss of both the brands and this affects the national economy vastly. Impact during the election occurs (Yang, 2023).
Economic factor: The hospitality industry is one of the biggest investment fields for the investor and as this plays an important role in making the national economy. Therefore, any change in the rate of the economy affects the hotel industry as well as both brands of hotels. For example, the currency rate of another country will force people to travel and stay in such hotels etc (Xu, 2020).   
Social factor: Sometimes other competitor acts as a hurdle or competition where they offer multi-facility and are not aware of the social culture of people acts which includes the language barriers, different food culture etc. not availing multi-facility because people in the hotel wants all the facility nowadays when they travel like gym, spa, massage, Starbucks etc. all this lacking in hotel becomes social factor that has huge impact on both the brands (Sun et al., 2021).
Technology factor: Nowadays for advertising a hotel or promoting a hotel the hotel owner uses social media platforms such as Facebook, Instagram, YouTube etc. this technology gives quick access to the hotel information and this also acts as a technology factor that affects. Travelling websites create huge competition for both hotel brands, and people’s reviews can affect a hotel's reputation on the internet (Ezzaouia et al., 2020).
Legal factor: This factor includes that the hotel owner should have their hotel in such a location where the crime rate is low so that people feel safe in their hotel because everyone who checks in wants safety for their things and themselves. The innkeeper law should be there in the hotel who ensure people's safety and their property. They should be so truthful about the food they offer to their guest in the hotel which acts as a legal factor that cause a huge impact on the hotel (Wong et al., 2020).
[bookmark: _Toc133913480]Environment factor: Every guest look for a hotel for some purpose such as for vacation, business, family stay etc. but all they look for warm and relaxing weather. Climate can not be controlled by the hotel but they should be aware of the season in granting their services to the guest that they offer their room price seasonally and should offer different prices for the rooms and other services (González et al., 2020). 
The marketing mix 7ps 
Product- hotel and the rooms Both the hotel brands Six Senses and Holiday Inn has their products which are their rooms and services. These are the main products that every guest looks for in hotels to stay, therefore their products should be present to gain huge guests. Great deals or offers in both brands can be used to attract travellers or guests to their hotel products. 
Price- Pricing of the rooms and their services are the revenue-generating factor for both of the hotel brands. Therefore, analysing competitor prices, the market of hotels, and analysing guest requirements become necessary to set the price for the hotel rooms and their services. 
Place- Both Six Senses and Holiday Inn have their presence online as they have their hotel website through which people can know about everything, they want to about them. As well as they have easy room bookings on their websites only and both have a social media presence that helps in attracting and reaching their targeted audiences (Chana et al., 2021). 
Promotion- For making their guest aware of the appealing price and several offers and packages hotel promotion becomes a necessary and basic need for them to attract their guest. Right messaging refers to the right way of reaching the targeted audiences which includes the right communication through the internet and social media platforms like Instagram etc. offering the right price for their rooms and services.
People- The staff and management team is the one behind the success of every hotel. Therefore, people in the staff and management team should be well-trained to handle and satisfy their guests effectively and positively. The productivity of staff should be increased and new technology and strategies should be adapted to train people for both the brands of the hotel (Koc and Ayyildiz, 2021).
Process-From making guest visit their hotel websites that as Six Senses and Holiday Inn to giving proper requirements to their needs and knowing their whole guest journey helps the hotel to take care of the guest in providing proper experiences. This process focuses on providing effective, customer-friendly journeys to their hotel guest and this same for the brands of the hotel.
The physical evidence-This factor of the marketing mix refers to providing customer experiences with physical evidence that how both hotels do their marketing and promote themselves on social media etc. Talking to their guest is always under the process of business promotion with physical proof such as the people of the hotel having presented themselves in hotel cleanliness, digital positioning, their Six Senses and Holiday Inn branding. 
[bookmark: _Toc133913481]Analysing Segmentation, Targeting and Positioning of both the hotels:
Segmentation: Hotels are generally used when they want to take a break from their daily work routine or their stressful life routine. The segmentations may differ as it depends on the customer's purpose which can be vacation break, business etc. Both Six Senses and Holiday Inn possess similar segmentations (Piuchan and Prachansit, 2019).
Targeting: Six senses targeting audiences is old age peoples and families and whereas Holiday Inn hotel target younger generations, family, friends and groups of businesses, cooperate, occupying peoples. 
Positioning: According to Bowman’s Strategy lock as for business this modal focus on the meet business to success in the marketplace and this modal states about five positions. Firstly, low and valued added which focuses on the quantity selling of the products at low price. Secondly, low price which focus on products at low price for the buyers in the hospitality market. Thirdly, hybrid position which focus on low price of the products and differentiating in term of competition making balance in both and increasing profit marketing. Fourthly, differentiation which focus on uniqueness in the business products which creates brand value and lastly focused differentiation means totally works on uniqueness in the products as compared to other products in the market.
Positioning Position Maps helps business and its brand which determine how they can make their desired position in the market and focus on creating ranges of their brand positions.
[bookmark: _Toc133913482]Conclusion
The entire essay came to the point that states all the business essentials of the hospitality industry. The two brands of the hotel include Six Senses and Holidays Inn. All the analysis such as SWOT and pestle analysis helps in understanding the hospitality industry and the strategy that they utilize to run their hotel. The marketing mix and their seven Ps also help us understand products and price, promotion, people, physical evidence, place and process of both the hotels which includes Six Senses and also their segmentation, targeting and positioning to run their hotel business.
[bookmark: _Toc133913483]
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