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Introduction
This essay provides a complex comparison of two multinational hotel brands, which are Six Senses and Holiday Inn. These two hotels are world known for the services they offer to attract and keep their customers for decades. 
Six Senses was founded in 1995 with its prior goal - to promote responsible practices in top-tier hospitality. It compromises exotic, luxurious, and private resorts, spas, and clubs in amazing locations.  
Similarly, Holiday Inn is one of the major companies in the hospitality industry. It opened its doors first in 1952 and operates today more than 1,100 locations. It has changed its name over time, but it always kept positioning itself as a place where the guests can take their gameface off, relax and just be themselves.
Holiday Inn in comparison to Six Senses is a budget hotel service provider so this makes it affordable to approximately 100 million people annually. On the other hand, Six Senses is awarded for Top Hotel Brand Best Hotel Group with a good reputation in wellness and sustainability. They put at the core of the business the care for customers. "Of course, hospitality is never just about a place to stay. We want our places and spaces to help you reconnect and explore what it means to be mentally, physically, spiritually, and emotionally happy." (Neil Jacobs)
Body
There are used various methods and techniques to analyse and compare a business and its strengths and weaknesses. One of these is SWOT analysis. Figure 2 in the appendix illustrates such points as strengths, weaknesses as well as threats, and opportunities of the Six Sense hotel chain. 
Marketing strategy comes as firm’s willingness to market its products using existing reserves available (Han et al., 2020; Wijaya et al., 2020; Bui et al., 2020; Li et al., 2020; Grossmann & Hottiger, 2020). One of the key elements that differentiate Six Senses from Holiday Inn and many other hotels is their attitude and approach to providing holidays for families. Their strong point is the organization of personalized experiences for each customer.  The special treatments and the unique sustainable methods of Six Senses Spa attract more customers and as a result, make it a leader in the wellness industry. The weakness of the business is the high cost of the services. This element must be taken into consideration alongside the threat of having more new entrants that provide similar or even better experiences.  It is of great importance to underline the actions taken by Six Senses in supporting and offering sustainable products and services. 
A unique selling proposition (USP) means choosing one or more benefits in the fragments market and marketing as “best in class”. Six Senses is known in this sense for its unique and personalized approach to treating each customer in a special way. As pictured in figure 1 in the appendicies, Six Senses is different from others in pioneering wellness, emotional hospitality, being fun and quirky, and many other strong strategies. 
The opportunity for Six Senses includes the possibility to expand in South and North America. As a state of fact Neil Jacobs revealed that the company has a SMART goal “By 2022, we would like to increase the interest and retention of guests coming from the European and American markets by 15%.” 
The SWOT Analysis of Holiday Inn, published by MBA Skool Team on April 12, 2020 shows the strengths and weaknesses of the company which are internal factors as well as opportunities and threats which are external factors.
One of the strengths of Holiday Inn is its visibility and recall. The letter H is known by most people that it stands for Holiday Inn. It is simple and memorable. Another important point is that this hotel chain has over 1200 hotels worldwide which help develop and expand even more. The history behind the brand has a major influence on customers. The name gives value and credibility to the services offered. Customers know that Holiday Inn hotels have the same standards wherever in the world. As a result, this company has over 100 million guest nights annually, this is the best way to show customers satisfaction and the credibility of the brand.  The great choice of rooms and hotels is another strength of Holiday Inn because it is also suitable for families and corporates. It is affordable and easy to find all over the world.
SWOT analysis of Holiday Inn defines two major weaknesses to be taken into consideration and later to be improved. These are the enormous number of competitors which means a limited market share and the fact that the company is still trying to increase penetration in emerging economies.
The area where Holiday Inn can improve as a business would be the further expansion of the business, alongside service improvements and modern approaches of business as well as sustainable services and products. Another opportunity for Holiday Inn is to come with country-specific seasonal offers.
The factors that can negatively affect Holiday Inn as a business are generated by increasing costs in operation. This has a great impact on hotel rates and the number of bookings.
Both Six Senses and Holiday Inn promote social-focused marketing strategies, but Six Senses is a leader in offering wellness and health services. What makes Six Senses even more attractive is the launching of its Integrated Wellness platform, where guests are informed and guided on such aspects as nutrition, sleep, cardiovascular as well as complementary medicine. These so-called guides were ultimately used in the development of “Sleep with Six Senses” in 2016, and “Eat with Six Senses” in 2017. (Six Senses, 2019) 
At this stage, Holiday Inn needs more improvement to stay in the same step with Six Senses and provide modern and contemporary marketing ideas to attract and retain more customers. This goal is set by Holiday Inn alongside offering guests a memorable experience and growing brand in the industry market.
Living in a technological century means that every opportunity that web platforms give has to be used at the maximum to promote the product and services. Six Senses does a good job in offering customers a visual show of the hotel emphasizing the unique and special aspects of the resorts. They also promote and update daily their social media pages with amazing pictures and posts, which give you the impression of being at that resort already. Unfortunately, the Holiday Inn website looks less attractive and interactive. It needs more marketing engagement to increase interest and profit.
Philip Kotler once said, “Marketing is not the art of finding clever ways to dispose of what you make. Marketing is the art of creating genuine customer value. It is the art of helping your customer become better off.” I agree with this statement even if it was written in 1967 it is authentic nowadays as well. 
Sustainability is one common target for Six Senses and Holiday Inn. Both companies claim sustainable services and products, this being a worldwide trend and challenge. Having this goal makes them competitive and attracts more customers who appreciate this trend and way of living.  As shown in the diagram below in the Appendix, Six Senses is higher in price but more sustainable while Holiday Inn is more affordable but less sustainable.
The PESTLE analysis for the hotel industry has discovered that political factors have an immense effect on the hotel industry. As an example, COVID restrictions put in place by the government have affected the hotel industry massive as well as tourism.  This had a negative impact on the hotels. Inflation is another problem today as it influences people on how much to spend on their holidays and what hotels to choose.  
Marketing is known as “philosophy of business” because it is at the heart of any commercial operation. In times of war, marketing plays a key role since it allows businesses to adapt to the current conditions of a market economy and respond more quickly to changes. (Maxim Korneyev, Ivan Berezhniuk, Volodymyr Dzhyndzhoian, Tatiana Kubakh and Kostiantyn Horb (2022). Business marketing activities in Ukraine during wartime. Innovative Marketing , 18(3), 48-58.) As an example, the war in Ukraine has affected all areas, including the hotel industry, and that’s why some Ukrainian companies have partially restarted their marketing activities in the months since the war began.
Analysing the marketing mix which compromises product, place, price, promotion, people, process, and physical environment Six Senses satisfies most of them at high standards, while Holiday Inn responds to another customers’ requests. As mentioned above Holiday Inn offer as its products affordable rooms for families and corporates, with minimal facilities, while Six Senses’ product is full and complex. This is one of the strongest strategies Six Senses has to succeed and be different in the hotel market.
In terms of price, a difference is made by the offers and discounts Holiday Inn provides to its customers in comparison to Six Senses whose prices differ based on packages and services requested. 
On promotion, Six Senses wins as they are more creative and go hand in hand with new trends and they make use of all platforms in order to promote their services. Holiday Inn still presents its features and offers in printed format as well as adverts but doesn’t get too engaged on online platforms. The number of subscribers each of them has on Instagram shows the difference in online promotion.  
Looking at the place, both hotels are internationally known and have hotels worldwide. Holiday Inn has more hotels around the world while Six Senses is more restricted from this point of view, as it doesn’t have any resorts in South and North America.
Bookings, reservations, check-in, and check-out are part of the process. If having a look at the web pages of both hotels, it is simple and easy to use both, but for me, Six Senses visually is more attractive.
On physical characteristics, I would say that Six Senses, as well as Holiday Inn, provide high-quality products, clean rooms, modern furniture, and neat uniforms. But is the customer who always makes the choice.
Conclusion
Based on the SWOT, PESTLE, and USP of Six Senses and Holiday Inn, the first has stronger, clearer, and more genuine marketing strategies put in place. It keeps expanding and plans modern and sustainable targets to be achieved in order to satisfy existing and new coming customers too. Both hotels are customer focused and use marketing strategies to respond to the modern challenges but keeping their fundamental values. Todays economic, political, social, environmental and legal situation all over the world has affected the hotel industry in a negative aspect, but this has to be seen as a challenge to adapt to new impediments and come up with marketing strategies in order to help businesses succeed and develop. 
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