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	In this essay, we propose to do a comparative study of the marketing methods of two large international hotel brands. Namely, this comparative study of marketing methods will be directed towards the hotel brands Six Senses and Holiday Inn. 
	Six Senses Hotel was established in 1995. In that year there were a lot of questions and solutions. One of the fundamental questions of the founders was the following. What if we could bring people beyond geographic destinations and awaken their senses so that they can disconnect, but still be connected to themselves and those around them.[footnoteRef:0] Thanks to the vision to see behind the journey itself, the Six Senses hotel has become one of the world’s most important operators of luxury hotels, resorts and renowned spas.[footnoteRef:1] [0:  Airbnb, IHG buys Six Senses Hotels business for $300 million: Reuters, PEI Media Group, New York, 2019, p. 2.]  [1:  Reed Samantha, Six Senses Hotels Resorts Spas Joins Intercontinental Hotel Group Portfolio, Questex, Newton, 2019, p. 2-4.] 

	The Holiday Inn was born out of a frustration experienced by Wilson Kemmons. Thus, in 1952, the first Holiday Inn hotel was opened in the city of Menmphis, TN, USA, by Kemmons Wilson. Soon, Holiday Inn embraced a technological innovation during its expansion, therefore it began to design and implement the system of chain hotels, this was achieved in 1965. In 1967, the first Holiday Inn hotel opened in Europe, more precisely in the Netherlands. Holiday Inn became the largest hotel brand in the world with 365,000 rooms, this being recorded in 1993.[footnoteRef:2] [2:  Douglas Martin, Kemmons Wilson, 90, Dies, Was Holiday Inn Founder, article in The New York Times, 14 February 2003, p. 3.] 

	So, for the information in the academic work to be easy to read, we will structure our essay as follows. First, we will compare the two hotel brands using both internal and external situational analysis. Analysis that includes the SWOT and PESTLE framework. Then, we will compare the brands by identifying the 7 Ps for each brand. And finally, we will focus on targeting and positioning each brand by segmentation, using the SimilarWeb tool.
	Further, we will present the differences between the two hotel brands Six Senses and Holiday Inn, using the SWOT and PESTLE framework. So, we start with the SWOT framework.
Holiday Inn is a modern hotel that offers travelers the comfort they are looking for. Thus, thanks to SimplySmart bedding, Holiday Inn remains a consistent hotel brand. The guests were certainly satisfied with the four pillows on each bed, from the fluffiest to the firmest. In addition, another strong point to note is the care of toiletries in each room, and the bathrooms equipped with curved showers, and most guests said that they had comfortable showers. But one element that many travelers appreciate is the fact that the Holiday Inn hotel brand always locates the building in a strategic and exceptional area.[footnoteRef:3]   [3:  Puspa Astika Kencana, Opportunities and Threats to Increase Room Occupancy Holiday Inn, in Journal of Applied Sciences in Travel and Hospitality, vol. 1, No. 3, September, 2018, p. 6.] 

Six Senses is one of the hotels awarded by Top Hotels Brand for its globally renowned reputation for sustainability. However, one of the strengths of the Six Senses hotel is the involvement in the sustainability of all resorts and hotels. Six Senses is one of the hotels that emphasizes the complete elimination of plastic, but ensures that all its products are grown locally.
	The customers of the Holiday Inn hotel also expressed their dissatisfaction with the hotel. Also, a large part of the guests are very dissatisfied due to the fact that the wifi internet is limited, which causes them to think when they make a reservation. But it should also be mentioned that a weakness point of the hotel is also security forn the point of view of bank data, because the company had several attacks on the bank data of customers.[footnoteRef:4] [4:  Puspa Astika Kencana, Opportunities and Threats to Increase Room Occupancy Holiday Inn, in Journal of Applied Sciences in Travel and Hospitality, vol. 1, No. 3, September, 2018, p. 4.] 

 On the other hand, the Six Senses hotel was facing the problem of hotel location. Many guests have reviewed the hotel as having a weakness point in the location of the hotel, most of the time the areas where the hotels are located are not very happy. More than that, the Six Senses are parking locations that are far from the hotel.
	Holiday Inn is looking for new opportunities to improve products, services and even better communication with the company’s customers. Also, the Six Senses hotel, along with the development and the increasing profit, is looking for new geographical places to open new hotels in other geographical territories because travelers are looking for new destinations.
	Both for Holiday Inn and for Six Senses, the risks are represented by the fear of the lack of labor force, but also the promotion of an employee is quite difficult within the company. Also, the online system can bring a significant disaster to the company, and most of the customers are those who come from the category of people who prefer to pay the cheapest price. 
	Both Holiday Inn and Six Senses are dependent on government policy measures. For example, both hotel brands are concerned with the security, health and atmosphere of their guests. In addition, hotels must comply with fiscal responsibilities and procedures for employees. But the government has the power to check the two hotels. Regarding the Six Senses hotel, the biggest investment is sustainability. However, for the Holiday Inn brand, one of the biggest investments is hospitality. So, both brands experienced losses due to covid-19. Both brands face a limited number of rooms during the summer holidays. However, because the brands know their age distribution very well, they have created activities for each category. Holiday Inn can be contacted almost through all social media. Instead, Six Senses has something extra, namely a mobile application through it interacts with customers. Also, for both brands there are pages through which reviews can be given. 
	Both hotel brands have laws regarding the protection and safety of customers. Also, the locations are safe and protected. And as far as food is concerned, they are legally checked and ensure protection. The environment and atmosphere represent one of the main points in the development of a hotel’s success. Thus, Holiday Inn offers the opportunity to fulfill people’s wishes with the surroundings it has. Unlike Holiday Inn, Six Senses offers a much more natural environment for those who love nature. 

	Holiday Inn has spacious rooms with toilets in each room. Each room is equipped with a TV, private bar, telephone, air conditioning, and wi-fi. Six Senses is a luxury brand that offers facilities and quality services. Everything is made of natural materials in Six Senses. 
	Holiday Inn has established the prices in such a way that any person from any social category can afford to buy the product. Thus, the strategy to set the price was based on the hospitality of any person. Instead, Six Senses is a brand that has set its price targeting the richer social category, but is committed to offering facilities and services at a high level. Both brands represent large hotel chains in the world. And their businesses have spread to many countries in Europe, the United States and many others. In terms of promotion, both hotels pay a lot of money for brand advertising. Also, a large part of festivals and travel agencies are supported by the two brands, with the aim of promoting their product.
	In the hotel industry, according to Lovelock Gummesson, people represent one of the fundamental aspects. People are the ones who receive the customers of hotels, they are the ones who prepare the meals and those who serve the customers. That’s why Holiday Inn and Six Senses are very careful in choosing people for employment. A hotel needs processes to function. Thus, Holiday Inn and Six Senses place a great emphasis on processes. Right from the entrance to the hotel, there are directional signs to inform customers. But Six Senses uses processes even when arranging the flowers at the hotel’s main entrance. The greatest value offered by a hotel is the quality of the physical infrastructure and the environment (Kaplan Haenlin, M, 2006). Thus, Holiday Inn aims to offer a modern architecture, while Six Senses offers clients a rustic architecture. Holiday Inn only offers websites, but Six Senses also offers a mobile application for reservations and details.
	From a geographical point of view, according to the SimilarWeb site, the two hotel brands have the following results. While Holiday Inn wins more percentage in the United States, i.e. 79,6%, Six Senses wins more percentage in the United Kingdom than Holiday Inn, i.e. 65,6%. And in Canada, Holiday Inn represents 77,9%, while Six Senses only 22,1%, (see image 1. in the appendix). But from a demographic point of view, the gender distribution reflects the fact that the male gender uses the Six Senses hotel more, representing 51,78%, (see image 2. in the appendix). And in the case of the female gender, the Holiday Inn hotel brand becomes more used, representing 49,92%. People between the ages of 25-34, 24,40% prefer Holiday Inn, and 32,55% prefer to choose the Six Senses hotel. (see image 3. in the appendix).
	The point of view of undifferentiated targeting, both hotels remain fixed in terms of prices, but also in terms of food. But from the point of view of differentiated targeting, Holiday Inn is upscale, but Six Senses is considered by the vast majority to be upper upscale. In terms of concentrated targeting, Holiday Inn is focused more on the modern, instead Six Senses focuses on the natural.
	Next we will position the two brands on the watch used by Bowman’s Strategy Clock. Thus, according to the Bowman’s Strategy Clock, Six Senses is placed in focused differentiation because the emphasis is on the category of rich people in society. Thus, it tries to develop quality services and facilities. But Holiday Inn is in the low price category because it is placed in each social category. Thus, any person can afford to buy the product. See image 4. in the appendix.
	Therefore, in the present paper we directed our attention towards a comparative study between the two hotel brands. And to make this comparative we used situational analysis, internal and external. Thus, we used the SWOT and PESTLE framework. Then, we used the 7 Ps, the marketing mix. And finally customer segments, targeting strategies and positioning tools. Also, we mention the fact that our study can continue and it was only a short essay, therefore for those who want to deepen the bibliography it will be helpful.
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