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[bookmark: _Toc134813471]Introduction
In this essay, a detailed analysis and comparison of the marketing methods of two multinational hotel brands Six Senses and Holiday Inn has been carried out. Holiday Inn is an American chain of hotels based in Atlanta, Georgia which is a brand of IHG hotels and Resorts founded in the year 1952. On the other hand, Six Senses has a significant presence throughout South East Asia and Europe which was established in the business year 1995. Holiday Inn targets higher to medium income customer groups by targeting younger professionals whereas Six Semses targets customers with high incomes such as wealthy younger and older generations. Based on such context, this essay will highlight situational analysis, marketing mix analysis, and STP analysis for recommending effective marketing strategies for both brands based on the effective comparison. 
[bookmark: _Toc134813472]Discussion
As put forward by Ali and Anwar (2021), the SWOT analysis is a tool that assists organisations to evaluate their internal capabilities. Based on such context, the SWOT analysis tool has been used to analyse the strengths, weaknesses, opportunities, and threats associated with the two hotel brands Six Senses and Holiday Inn. In terms of strengths, Holiday Inn has a wider market and physical presence in the global world with increased reach and visibility in the marketplace, (Ihgplc.com, 2022). It has more than 1200 properties at a global level that offers quality services to both medium and high-class customer groups. On the other hand, Six Senses offer five-star luxurious products and service offerings to customers due to its extensive experience and vast scope of business. Its effective customer retention schemes, effective leadership style, high level of service customisation, and strong property portfolio along with sustainable business practices are the major strengths, (Sixsenses.com, 2023). With regards to weaknesses, Holiday Inn has a limited presence in developing countries and its poor digital marketing and communication strategy have been affecting its competitiveness and brand awareness. On the other hand, Six Senses' overdependence on the European market can affect its revenue streams leading to a high level of debt, (Alvarez-Risco et al. 2020). Additionally, despite a large portfolio of brands, it has a limited global market share, and a lack of effective communication strategy has affected its visibility and reach. 
[bookmark: _Hlk127893361]In terms of opportunities, Holiday Inn can increase engagement with potential visitors through digital platforms due to the advent of digitization while expanding its market share in developing countries. Similarly, Six Senses can expand its international market while focusing on marketing strategy and establishing a presence in the mid-level budget hotel segment, (Bagnera et al. 2020). Based on threats, Six Senses faces significant challenges in terms of profitability due to its focus on wealthy customers. In addition, political instability and changing regulations can impact its business growth. Likewise, Holiday Inn also faces a lack of customer share due to the advent of covid-19 crisis and political instability along with aggressive competition, (Hao et al. 2020).
[bookmark: _Hlk127893351]Other than that, as both brands operate within the hotel segment, the PESTLE factors significantly influence both hotel brands. In terms of political factors, the Brexit uncertainties have resulted in a declining number of international visitors, (Jones and Comfort, 2020) (Threat). Based on economic factors, lower disposable income, and spending behaviour due to covid-19 crisis have impacted the hospitality industry (Threat). With regard to social factors, increasing concern about social distancing measures and covid-19 policies have induced fear among customers, (Kim and Jeong, 2021). (Threat). In terms of technological factors, the rise of influencer marketing and social media usage can be capitalised on to attract potential customers, (Kalra et al. 2020) (Opportunity). Based on legal factors, the regulations and legal issues are stringent, (Kourgiantakis et al. 2021) (Threat). Lastly, the increasing awareness about sustainable business practices in terms of environmental factors must be well capitalised by hotel brands, (Li et al. 2020). (Opportunity)
[bookmark: _Hlk127893495]It has been well indicated by Pamukcu and Sariisik (2021), the marketing mix assists brands to integrate all elements including product, pricing, place, promotion, physical evidence, people, and processes to advertise a product or service. Based on such context, the 7Ps of the marketing mix have been evaluated in terms of the hotel brands Holiday Inn and Six Senses. In terms of product, Holiday Inn capitalises on technology integration, innovation, modern amenities, and luxurious accommodation as per their product and service offerings for enhancing customer experience, (Serra-Cantallops et al. 2020). On the other hand, Six Senses have deluxe rooms, high-class restaurants and bars, and banquet and wedding facilities which are focused on high income customer groups. With regards to pricing, Holiday Inn focuses on both the medium and high-income groups which indicates an affordable pricing strategy to mitigate the present issue of lower disposable income among customers due to the covid-19 crisis, (Wen et al. 2020). However, Six Senses capitalises premium pricing strategy for serving its higher income group customers while offering five-start customer services.
[bookmark: _Hlk125995908]Based on the place, Holiday Inn has both online and physical presence to book their stay at the hotel which is easily convenient and accessible to guests. Similarly, Six Senses also have an online and physical presence where customers can easily book their stay and other necessary aspects at value-based prices. In terms of promotion, Six Senses offers exclusive membership services and unique promotional activities that target a wider customer base and make them stand out in the crowd whereas Holiday Inn uses influencer marketing for building loyalty within its customer base which has increased its reach and visibility, (Banyeva et al. 2023). With regard to physical evidence, both Holiday Inn and Six Senses maintain hygiene, and effective service policies and offer an adequate and charming ambiance that attracts potential visitors. In terms of people, both hotel brands offer effective customer service by training the staff for enhancing the guest experience. Based on the process, both the hotel brands focus on creating decent relations with customers by capitalising their websites to effective distribution of service offerings.
With regards to segmentation, Holiday Inn’s differentiated product and service offerings attract different income groups who prefer a getaway from their stressful lives which is the major target segment. On the other hand, Six Senses emphasize behavioural segmentation by offering remarkable and unique experiences as well as designs that attract premium customers who prefer the luxurious ambiance and amenities of the hotel, (Catchings, 2021).
Based on the target market, Holiday Inn targets corporate and families as they intend to get away from their stressful lives while offering an enjoyable and relaxing ambiance. However, Six Senses targets customers of high-income level who value multiculturalism as these aspects are highlighted in terms of their services that cater to tourists, business clients, and conference guests, (Ferrell et al. 2021).
In terms of positioning, Holiday Inn position itself as an affordable brand that focuses on optimal service quality at reasonable pricing which complies with the economic factor. On the contrary, Six Senses position itself as a premium brand that targets only high-income guests. Its top-notch accommodation and services at a premium price have attracted top customers, (George, 2021). 
Based on the above analysis, it has been highly analysed that both Holiday Inn and Six Senses need to expand their target customer groups through the integration of effective communication and digital marketing strategy as the increasing inclination of customers towards social media platforms is extensive. In addition, the need to highlight green business practices by both the hotel brands is vital to comply with the awareness of customers and attract and retain them for the long haul. Also, as the disposable income of customers has lowered over the years, it is vital to communicate the affordable pricing strategy to potential customers is essential for both brands. This can not only assist the hotel brands to increase their customer base as well as comply with external factors at a significant level. This can assist to enhance competitiveness and growth for the hotel brands. 
[bookmark: _Toc134813473]Conclusion
In conclusion, it can be stated that there are significant differences in the marketing and communication strategy of the multinational hotel brands Holiday Inn and Six Senses. However, it has been identified that both brands are highly focused on improving customer experience and satisfaction levels through quality service delivery. Additionally, the hotel brands Holiday Inn and Six Senses have been focused on mitigating the threats and capitalising on the opportunities of the external environment through an effective business strategy that has resulted in a higher brand image and reputation within the hotel segment. However, it has been identified that the need for both brands to emphasise digital marketing and communication channels due to their wider usage among global customers is crucial. This can not only assist to increase both the brands’ ability to enhance reach and visibility in the wider marketplace but also to attract and retain potential customers which can result in competitiveness and profitability.
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