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Introduction
This essay highlights a detailed comparison of the marketing methods of two multination hotel brands Holiday Inn and Six Senses. The hotel brand Six Senses was established in the year 1995 and has an extensive presence in distinct markets including Europe and South East Asia. On the contrary, Holiday Inn was established in the year 1952 has is an American chain of hotels that has a presence on distinct continents. It is assumed that Six Senses targets wealthy customer segments including both older and younger generations whereas Holiday Inn targets both medium and high-income customer groups including corporates and families. With regards to such context, in this essay, a situational analysis (SWOT and PESTLE analysis), STP analysis, and marketing mix analysis have been analysed and compared within both the brand's Six Senses and Holiday Inn for recommending effective marketing strategies. 
Discussion
It has been well indicated by Jobber and Ellis-Chadwick (2020), the SWOT framework assists businesses to analyse their internal capabilities and weaknesses. Likewise, the SWOT analysis has been applied to compare the distinct or similar capabilities and weaknesses of the two hotel brands Six Senses and Holiday Inn. Based on strengths, Six Senses’ strong property portfolio, effective leadership style, and high level of service customisation provide five-star luxurious services to customers along with its vast scope and extensive experience in business, (Sixsenses.com, 2023). On the contrary, Holiday Inn has around 1200 properties that have a wider market share and physical presence in the global marketplace which caters to medium as well as high-income customer groups, (Ihgplc.com, 2022). In terms of weaknesses, Six Senses’ lack of effective communication strategy and limited market share, despite its large property portfolio has impacted its reach and visibility. In addition, the high level of dependence on the European market by Six Senses has the potential to impact its revenue streams. On the contrary, Holiday Inn's lack of presence in developing countries along with limited and outdated digital marketing and communication strategy have been impacting its brand awareness and competitive edge, (Zopiatis et al. 2021). With regards to opportunities, Six Senses can establish its presence in the mid-level budget hotel segment while focusing on integrating digital marketing and communication strategy to increase its visibility and reach. Likewise, Holiday Inn can also expand its market share and reach in emerging nations by capitalising on digital platforms due to their increased usage among global customers. Lastly, the major threats facing Holiday Inn are lack of customer share due to lowered disposable income of customers because of the covid-19 crisis along with aggressive competition. Similarly, Six Senses also faces aggressive competition due to its extensive focus on wealthy customers and lower disposable income and spending behaviour of customers, (Gaur et al. 2021). As reflected by Bowie et al. (2017), the PESTLE framework is a tool that assists businesses to analyse the external opportunities and threats in the business environment. As both the hotel brands Six Senses and Holiday Inn operates in the hotel market segment, the influence of PESTLE factors is like the hotel brands. Based on political factors, uncertainties associated with Brexit and changing regulations in terms of international visitors directly impact profitability for hotel brands, (Filimonau, 2021) (Threat). In terms of economic factors, declining spending behaviour and lower disposable income can directly impact the businesses within the hotel segment, (Threat). In relation to social factors, social distancing measures and distinct covid-19 policies within distinct countries directly impacts the business operations of hotel brands, (Valeri and Katsoni, 2021) (Threat). With regards to technological factors, the increased use of social media among customers and the rise of influencer marketing can assist to reach out to potential customers, (Opportunity) In terms of legal factors, the changing and stringent regulations and legal issues heavily increase the cost of operations for hotel businesses, (Threat). Based on environmental factors, the increasing awareness among customers about sustainable business practices and their inclination towards hotel brands that embraces sustainability and eco-friendly activities have been significant, (Liu et al. 2021) (Opportunity).
As put forward by Smith and Zook (2020), the marketing mix supports businesses to encompass all the elements including product, pricing, place, promotion, physical evidence, people, and processes for advertising or promoting a product, a service, or a brand. Likewise, the 7Ps of the marketing mix have been applied to compare both the hotel brands Six Senses and Holiday Inn. In relation to the product, Six Senses have top-class wedding facilities, deluxe rooms, restaurants, and bars as well as banquet facilities whereas Holiday Inn uses technology and innovation to offer modern amenities, restaurants and bar services, and luxurious accommodation to customers. In terms of pricing, Six Senses considers its premium pricing strategy to serve only higher-income customer groups through its five-star customer services whereas Holiday Inn capitalises competitive and differentiated pricing strategy to serve both medium and high-income customer groups which assist to address the current economic issue of customers, post covid-19 crisis, (Breier et al. 2021). With regards to the place, both the hotel brands Six Senses and Holiday Inn capitalises on online and offline platforms to assist customers in booking their stay or avail of other value-based product or service offerings that customers can easily get access to. Based on promotion, Holiday Inn capitalises on email and social media marketing tactics for relationship-building with customers whereas Six Senses uses exclusive membership services and email marketing to achieve a wider customer base, (Mercan et al. 2021). In relation to physical evidence, the focus of both the hotel brands Six Senses and Holiday Inn to embrace sustainable business practices, integrate technology innovation in amenities, maintain hygiene and cleanliness, and offer a charming and relaxing ambiance have been significant to attract new and existing customers. In terms of people, the focus on elevated customer service and customer experience by training respective personnel and enhancing services that can ease customers' visits to the hotel has been effective for both brands. With regards to process, both the website and physical platform integrate efficiency and effectiveness in the process while embracing sustainability and elevated customer service to gain loyal customers by both the hotel brands, (Dube et al. 2021).
As opined by Kotler et al. (2020), segmentation, targeting, and positioning (STP) is an effective marketing model that redefines businesses about their marketing strategy. Based on segmentation, Six Senses capitalises behavioural segmentation while providing unique and customised service offerings that are designed to attract and retain a premium customer who values the luxurious amenities and ambiance of the brand whereas Holiday Inn capitalises differentiated product and service offerings while integrating technology to create modern amenities to attract both medium and high-income customer groups who wants to spend a stressless time, (Weaver et al. 2022). Based on targeting, Holiday Inn targets families and business corporates who can spend their time in a relaxing environment away from their stressful lives whereas Six Senses targets only high-income or wealthy customer groups who value multiculturalism aspects of the hotel brands that are well reflected in their product or service offerings, (Teoh et al. 2021). In relation to positioning, Six Senses position itself as a premium brand whereas Holiday Inn position itself as a semi-affordable brand as it has differentiated product or service offerings, (Refer to the Appendices). As Six Senses targets only premium customers, it is positioned as a premium brand in terms of its top-notch accommodation and services whereas Holiday Inn emphasises quality service delivery to target both medium and high-income group customers which address the economic threat, (Biju and Kumar, 2022).
With regard to the above analysis, it has been identified that sustainable business practices, increasing online users’ engagement, and lower disposable income are the major contemporary issues that impact hotel brands. Hence, it is highly recommended to both the hotel brands Six Senses and Holiday Inn expand their customer base by developing an affordable pricing strategy that can address the issue of lower disposable income while increasing their market share at a significant level. On the other hand, the need to embrace and highlight the sustainable and ethical business practices embraced by the hotel brands is vital for enhancing their reputation and brand image that can address political, environmental, and legal issues as well. Lastly, the implementation of influencer marketing and communication tactics is vital for both brands due to the advent of digitisation and increasing online users on social media platforms, (Clow & Baack (2013). As a result, growth and success are inevitable for both hotel brands despite the differences identified in terms of marketing methods.
Conclusion
In conclusion, the major differences in marketing methods of the two multinational hotel brands Six Senses and Holiday Inn are based on segmentation, targeting, and positioning. In addition, the strengths, weaknesses, opportunities, and threats are also distinct for both the brands but as they operate in the hotel segment, the external opportunities and threats are similar. Based on such context, effective recommendations have been put forward to address the contemporary issues and capitalise on the opportunities in the current environment. This can lead to profitability and competitiveness for both the brands at a significant level.
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Fig: 1 (Positioning map of Holiday Inn and Six Senses)
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