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According to the research work of Soegoto and Utomo (2019), it is found that analysing and evaluating the marketing strategies of different companies help to understand their operational characteristics and methods of market handling effectively. After the pandemic situation, hotels and hospitality companies in the international market are suffering from different challenges. In this scenario, it becomes important to identify and analyse the marketing strategies of such companies who are operating their businesses in the international market through efficient marketing strategies. Six Senses and Holiday Inn are two luxurious hotel and hospitality service-providing brands that operate their activities across the UK market and also on the global platform. After the covid-19 pandemic, these companies took some initiatives in their marketing strategies to attract more customers to their service-providing locations. Through this study, effective situational analyses, marketing mix and STP analyses will be conducted accordingly. The main objective of this study is to identify what factors helped these companies to obtain success and what factors still create challenges for further expansion. 

Based on the research work of Sholihah et al. (2020), it can be stated that situational analyses help organisations as well as individuals to identify supportive and challenging factors of internal and external environments of organisations during the time of obtaining success accordingly. Being reputed and successful hospitality companies, it becomes important to analyse and evaluate the internal and external market conditions of Six Senses and Holiday Inn, based on the current situations. By comparing and contrasting strengths, weaknesses, opportunities and threats, situational analyses of these two companies will be held accordingly. 

According to the research work of Rafahat (2022), it is found that both companies, Six Senses and Holiday Inn have strong brand reputations in the global competitive market. Additionally, it is also found that Six Senses provides sustainable environmental plans such as ‘Plastic Freedom’, by which the company tries to make plastic-free tourist spots around its locations (Sixsenses, 2023). On the other hand, the huge number of hotels and inns is the main strong point of Six Senses. This company operates more than 1200 hotels access the globe (Sixsenses, 2023). High-rated service charge is one of the main weaknesses of Six Senses Hotel and Hospitality company which seriously impacts customer attractiveness, especially in this post-pandemic situation (Ihg, 2023). Moreover, the overall number of hotels and resorts is comparatively lower. Across the globe, this company operates nearly 26 to 30 hotels. On the other side, it is found that Holiday Inn is operating only in some limited economies. Due to the absence of this company in emerging economies, the company fails to enhance their popularity in developing countries (Ihg, 2023). After the covid situation, it is found that tourists across the globe again feel interested to make family and business trips to different locations (Ihg, 2023). Additionally, the UK government tries to help suffering companies through financial and non-financial support accordingly. These changing market situations can bring opportunities to both companies. Based on the research work of Kim et al. (2021), it can be stated that due to the presence of tourism giants in the UK and the international tourism sector, companies face external threats seriously. Hilton, Marriot, Hyatt and other hospitality giants create tight competition in the market which develops threats in the market. 

Based on the research work of Khalid et al. (2021), it is found that the UK government has taken several initiatives, especially for the hospitality sector in this post covid situation including special tax rebates, unrestricted market expansion, simple promotions, and financial assistance through short and long-term loans. Additionally, the political environment of the country is stable and its relationships with other countries are friendly. As a result, market expansion factors become easy for companies. The economic stability of the company is creasing where the per capita income and GSP both are developing. From 2021 to 2022, the GDP rate increased by 2% (Statista, 2022). Developing economic scenarios brings opportunities for both companies and inspires companies in this sector to take more initiatives to enhance business conditions. Following the COVID issue, it has been observed that UK citizens work to overcome their crisis and begin useful functions that aid the market as a whole in recovering its capabilities. Two well-known brands in the hospitality sector in the UK are Holiday Inn and Six Senses and many people feeling attracted by these companies due to their lucrative offers. It is anticipated that businesses will be able to quickly resolve any difficulties brought on by the covid pandemic with the help of their clients and the entire society. In the UK, more than 90% of people are educated and more than 92% of people are using smart technological gadgets (Statista, 2023). In the post-pandemic period, when digital transactions and touchless transactions become popular, these companies can easily take the initiative on technological disruptions to reach more customers. Food Safety Rules, laws for the Hotel and Hospitality Sector, organisational expansion rules and other legal factors of the UK government might bring difficulties to companies for easy expansion (Msl, 2023). The UK government took a plan to reduce waste production (Msl, 2023). Both companies have already taken sustainable policies to maintain environmental purity. It can be stated that these policies will be nourished with the support of environmental protection policies of the government. 

Hospitality services are coined as products for these two multinational companies. Being a luxury service-providing brand, Six Senses focuses on Luxury accommodations and hospitality services for its customers. On the other than, Holiday Inn mainly focuses on high-rated lodging, fooding and accommodations for its customers (Maitra et al. 2023). It is found that the prices of different hospitality services of Six Senses are comparatively higher than others but the price structure of Holiday Inn is affordable for different customers. Both companies operate their businesses in the UK and other countries across the globe. However, it is also found that Holiday Inn is looking for opportunities to expand its businesses in different emerging economies in the international market. Based on the findings of (Maitra et al. 2023), it can be stated that Holiday Inn and Six Senses promote their products and services in both digital and traditional ways. Apart from using their brand name, these companies utilise social media channels and visitors’ ratings to let customers know about their offerings. By using brand strategies, these companies define their targeted people in the international market. Six Senses completely focuses on high-class visitors but Holiday Inn focuses on both mediocre to high-profile visitors. In Six Senses, the entire organisational operations are held through a hierarchical management structure but in Hotel Inn, the overall operations of the company are operated by regional groups and different teams in different locations. Six Senses has more than 1200 hotels across the globe. However, Holiday Inn has only 26 to 30 hotels in different locations (Yadnya et al. 2022). From this discussion,l it can be stated that after the Brexit, Covid and Ukraine-Russia war situations, companies, especially in the global hospitality sector need to identify and analyse effective marketing mixes and also need to develop expansion policies, after determining marketing targets. 

Due to contemporary issues such as Brexit, the Covid-19 pandemic and Ukraine-Russia conflicts, international companies in the hospitality sector focus on market segmentation and targeting (Mardones, 2023). Holiday Inn and Six Senses are two international brands that operate their operations across the globe. In these situations, it is found that Holiday Inn looks for both domestic and corporate visitors in their hotels (Yadnya et al. 2022). On the other hand, Six Senses effectively focus on business people and corporate parties for professional purposes. It has been seen that at maximum times, 35-55 age bars people visit Six Senses hotels just for its special accommodations for professionals. These companies operate their businesses across the globe and there is no geographic boundary present in their strategies. However, it can be also stated from the viewpoint of Mardones (2023), that companies need to wait for some days to expand their businesses in Ukraine due to the political imbalance. According to the concept of Handler (2022), it can be mentioned that psychographic segmentation is also needed for companies during the time developing marketing strategies of companies. Holiday Inn and Six Senses both are coined as internationally famous luxury hotel chains. So, it can be mentioned that both companies need to focus on those visitors who can spend sufficient money to get their exclusive services. After analysing these companies' market strategies, it can be stated that both follow Price Positioning and Symbolic Positioning strategies by identifying competitors' operation strategies and pricing policies. 

After completing the entire study, it can be concluded that companies in the hotel and hospitality industry utilise digital marketing tools more rather than traditional marketing operations. Holiday Inn and Six Senses both are already expanded in the international market and they want to explore their businesses in more emerging economies. In this situation, analysing and identifying both internal and external factors become important. From these analyses, it is found that expanding businesses in the UK hospitality sector is beneficial for companies because of their supportive traits. On the other hand, through marketing mixes, it can be deduced that both companies need to focus on market-wise analysis in this current situation to overcome probable challenges. In the final portion of the study, proper segmentation and positioning can bring opportunities for companies to overcome critical situations. 
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