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The essay focuses on carrying out a comparison of two hotel chains, Holiday Inn and Six Senses, in terms of their marketing strategies. The major emphasis, in this regard, is to highlight any similarities and differences between the adopted marketing methods. Holiday Inn has been successful in developing its position as a hotel that is more inclined towards the creation of diverse and low-cost products and services (Holiday Inn, 2023). On the other hand, the differentiating aspect of Six Senses is observed in terms of the principles of sustainability (Six Senses, 2023). SWOT and PESTLE frameworks will be used for understanding the impact of internal and external factors. In this manner, the purpose is to identify any opportunities and challenges. The marketing mix framework will be used for further comparison of brand marketing strategies. Customer segments have also been identified, along with the brand's targeting and marketing communication strategies, based on the concept of STP.  
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The hospitality industry in the UK is dynamic, as evident from a combination of several domestic and international brands sharing high competition. Growth numbers have further been recorded in terms of investments and performance (Papadopoulos et al., 2021). Further internal and external analysis can be carried out considering SWOT and PESTLE frameworks. SWOT serves as a framework aimed at the assessment of strengths and weaknesses, while PESTLE is concerned with the determination of external impacts (Christodoulou and Cullinane, 2019). Holiday Inn has developed its reputation for offering products and services, ranging from accommodations to the availability of Wi-Fi, spa and fitness facilities. However, at the same time, it is also undeniable that the hotel has not significantly emphasised differentiation for brand recognition (Holiday Inn, 2023). Apart from this, Six Senses has also ensured its global presence, built on the aspect of sustainability and wellness. This, in turn, has made the hotel adopt a unique style which is both personal and authentic. At the same time, the hotel has less number of offerings when it comes to comparison with other customers (He). The current external environment is also severely impacting the hospitality industry and, therefore, hotels. For instance, the war between Russia and Ukraine has resulted in creating a disturbance in the political and economic conditions all over the world. The adverse impact is evident in terms of increasing inflation in the UK, thereby causing an increase in prices (Jolly, 2022; Market-Growth, 2022). As far as social aspects are concerned, the current economic conditions have also impacted the confidence of travellers, thereby causing significant threats to the hotels. At the same time, the fact cannot be ignored that customers are increasingly becoming motivated towards preferring such brands which are emphasising the adoption of sustainable strategies, whether in terms of the protection of the environment or employees and customers. This, in turn, can be considered an opportunity for hotels to look upon (Li et al., 2021). In addition, the hospitality industry further provides opportunities in terms of the incorporation of technology, such as those for contactless services. However, after the pandemic new rules and regulations have also been introduced by the government, including restrictions on imports and exports (Papadopoulos et al., 2021). Considering these aspects, it can be stated that the two hotel brands have been equally impacted by external trends; however, they are adopted different strategies to remain competitive in the industry. In this regard, further discussion can be carried out in terms of the assessment of marketing strategies. 
Azhar et al. (2019) have stated that a marketing mix is a selection of marketing tools focused on a combination of creating a comprehensive strategy. As mentioned before, Holiday Inn is offering its customers a variety of amenities, ranging from rooms, lodging, meetings, conventions and food services (Putri et al., 2021). In comparison to this, Six Senses has specifically focused on targeting customers that are more interested in paying for luxuries. The services, however, are limited, as the hotel is more focused on creating its accommodations sustainable, full of celebrations and joy and free of waste. In this manner, Six Senses adopted a premium pricing strategy, which can also be justified by its presence at both central locations in cities and remote areas (Zhang et al., 2020). Compared to this, Holiday Inn can only be seen in commercial areas, whether in cities or tourist locations. With regard to the process aspect, it has been observed that Holiday Inn is more focused on providing a consistent but engaging experience to customers. For this reason, the hotel is working on making customers' stays as convenient as possible (Ahuj and Alavi, 2022). Six Senses, on the other side, has emphasised providing a personalised experience and, therefore, adopting processes that address the wellness-related demands of customers. For this reason, physical evidence includes the unique designing of properties and other related facilities (Zhang et al., 2020). Holiday Inn differentiates in this aspect in terms of a more consistent look for all of its properties (Ahuj and Alavi, 2022). Lin et al. (2020) have argued that hospitality marketing plays an important role in building a loyal customer base for brands. Considering this aspect, it is undeniable that both Holiday Inn and Six Senses are making reasonable investments in traditional and digital marketing. Before further analysing marketing promotions and communications for the hotels, it is crucial to determine the segmentation, targeting and positioning strategy. 
Lynn (2019) has postulated that STP is a model that enables the positioning of products and services to target different customer groups efficiently. It has been observed that both hotels have ensured their presence in different parts of the world, with France ranking first for Six Senses and the US for Holiday Inn. Besides this, there does not exist much difference when it comes to traffic share in the UK. Besides this, there also exists similarities between the two hotels in terms of age distribution, as they are mainly targeting young adults between 25 and 34 years of age. In addition, there lies a slight difference in terms of gender distribution, as Six Senses is successful in attracting the male population (49.19%) in comparison to the 53.48% female population by Holiday Inn (refer to Appendix A). Therefore, it is evident that hotels have specifically adopted differentiated targeting strategies. The positioning strategy of the hotels can be analysed in terms of services and the adoption of digital platforms. Holiday Inn offers high-quality services at reasonable prices but is not emphasising the adoption of digital platforms, while Six Senses has focused more on offering premium services in comparatively high price ranges (Similarweb, 2023).
As far as the marketing communications strategy of the hotels is concerned, Holiday Inn has placed greater importance on traditional marketing when compared with Six Senses. This, in turn, is evident in terms of direct marketing tactics, which also incorporate television ads, promotion through billboards and email marketing (Similarweb, 2023) (refer to appendix C). Ebrahim (2020) has argued that direct marketing helps in reaching individual targets based on efficient personalisation and customisation of messages. In this manner, Holiday Inn is also successful in attracting new customers and increasing value to the business (Holiday Inn, 2023). On the other hand, both hotels are also successful in incorporating digital marketing strategies; the difference, however, lies in terms of organic and paid search. Six Senses is benefiting from high organic search traffic in terms of cost (Similarweb, 2023) (refer to Appendix C). In addition to this, Six Senses is also successful in adopting a range of social media marketing strategies. As per Ebrahim (2020), marketing through social media facilitate better engagement of the audience, thereby ensuring brand recognition. In this regard, Holiday Inn is mainly making the most of 90% of Facebook, followed by YouTube. Six Senses, on the other hand, is not relying on a single social media marketing platform and, therefore, is successful in making the most of Instagram, Pinterest and LinkedIn as well (Similarweb, 2023) (refer to appendix D). Despite all these efforts, Six Senses is not successful in ensuring a high website engagement. This, in turn, is further evident from 352,085 unique customers of the Holiday Inn, compared to 220,359 of Six Senses. However, Holiday Inn still has less visit duration and unique visitors (Similarweb, 2023) (refer to appendix E). On the other hand, it has become crucial for Six Senses to work on decreasing its bounce rate by focusing on designing a better user experience, whether in terms of making the website more responsive or building more landing pages. 
[bookmark: _Toc135053272]Conclusion 
The comparison between the two hotels led to the determination that Holiday Inn is more popular in certain aspects, while Six Senses is in others. Holiday Inn is more inclined towards the provision of services in a reasonable or, in other words, low price range. Besides this, Six Senses has focused on the sustainability aspect more and, therefore, is offering services in a premium price range. This, in turn, led to the approval of claims made about hotels. In addition, it is also determined that there exists a difference between hotels when it comes to marketing communication strategies. Six Senses is more inclined towards marketing through social media, while Holiday Inn is successful in aspects of direct marketing. The comparison further resulted in the determination of future areas for research, such as based on the aspect of sustainability or changes in customer service. 
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