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[bookmark: _Toc135311854]Introduction: 


	The aim of the report is to critically evaluate 2 important renowned hospitality giants, Holiday Inn and Six senses. The initial part of the report focuses, on analysing the situation analysis with the help of SWOT tool, followed by that of the evaluation of external environment with the help of pestel analysis. The later, discussions correlate the marketing mix, adopted by both the firms and how they differentiate to one another. With highlighted discussions, on the contemporary issues, which both the hospitality giants have been facing currently. The recommended course of actions, suggest both Holiday Inn and Six sense, to invest in artificial intelligence, machine learning and chatbots, in order to enhance the level of service quality, to the visitors. Investment, in knowledge management interventions and training and development is also the need of the hour for both the hospitality giants (Ndlovu 2018).

[bookmark: _Toc135311855]Situational analysis:

[bookmark: _Toc135311856]SWOT

Strength of both the hospitality giants have been there primary funding and branding routes to IHG hotels (Giese 2019). In the case of holiday inn the name, by itself is capable of reaching out wide audience, who recall the name when it comes to spending their holiday at leisure. The branding of Six sense, has been a little complex as it does not reflect or help in recall amongst customers but still majority of the business class visitors and tourists tend to associate themselves with Six senses, due to the marketing communication of home away from home (Hooley 2017). 

The weakness of Six senses, has been its lack of deploying marketing communication as interns as Holiday Inn (Ndlovu 2018). The firm to a lesser extent relies on travel bloggers or millennial influencers, which has been higher in the case of Holiday Inn (Bose 2021). 

Both Holiday Inn and Six senses, have abundance of scope to make use of artificial intelligence, tools such as ChatGPT to derive marketing strategy both in the online and offline digital context (Singha 2020). Further automation is a key, ask to wider extent Holiday Inn has deployed automated services to clean and keep the rooms hygienically, thereby also contributing to cost get for the organization (Giese 2019). 

There is threat eventually from the rest of the players in the market, for both Six senses as well as Holiday Inn. With companies such as add bnb offering more affordable stay, and also the external impact, from Russia Ukraine war, rising geopolitical tensions could influence the future scenario (Matiza 2020). 

[bookmark: _Toc135311857]PESTLE
	The political stability, has been an important factor, limiting the operations and expansion plans of Holiday Inn and Six senses (Cakim 2017). The exit of UK, from the European Union, part of Brexit plant has reduced the totally inflow of guest which has eventually been the case with the COVID-19 distancing protocols (Giese 2019). On the other hand, there is a widespread, impact of IT layoffs, which, is creating lot of decline in tourists and business guest visit to both Six senses and Holiday Inn (Ginter 2018). Technology, is the front runner, as augmented reality and virtual reality, are taking lay off human resources, domination across the adoption of enhancing guest experiences (Gupta 2022). Legal attributes, have been increased than ever before especially, due to the ongoing escalations of United States with that of Russia (Gupta 2022). Both Holiday Inn and Six Senses are expected to exit the Russian operations for which they need to eventually focus on diversifying their revenue source. On the legal context, it is very important to deploy firewall techniques, as both Six sense as well as Holiday Inn have got exposed to cyber threats and loss of important guest data (Weidinger 2019). This apart, there has been excellent source of commitment, offered by Six sense towards adoption of sustainable hospitality practices (Singha 2020) by means of reducing dependence on plastic wastes and plastic source of materials in the lodging (Sheth 2017). There still lies abundance of scope, for Holiday Inn 2, deploy sustainable construction and tourism policies, there by educating both the consumers and the associates to attain list emissions (Ndlovu 2018). 
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Promotion: 
	Evaluating the promotion,  being adopted by Holiday Inn, the hospitality giant relies on the social media across YouTube, Facebook, Twitter and Instagram respectively (Matiza 2020). With about 5.49k subscribers, Holiday inn has a fair amount of engagement in YouTube, as in Six Senses only holds mere 4.79K subscribers in YouTube. In twitter, Holiday inn has 119.4Six followers, where in Six sense has mere 7,355 followers (Hsieh 2019). The analysis reveals that , Holiday Inn has been investing more resources in the context of designing developing and floating content through Pull marketing, where in on the other hand Six senses have a limited float of content across the social media, which reflects push marketing. On the contrary, six senses has more than 219K followers in Instagram, where in holiday inn has 94.1K followers only (Gupta 2022). The most important common promotions adopted by both the companies has been the use of influencer marketing, and customer driven word of mouth marketing across the social media platforms. Of course that lies abundance of scope, for both the players in the market to utilise the pull marketing over push marketing in content forms (Collings 2019). 

Price: 
Holiday Inn has a superior pricing strategy, especially because of the nature of locations that it is present reflecting the perfect holiday stay purpose for the guests. Six senses, on the other hand has a praising which is more penetrating in nature and not skimming in nature. This has helped the company to tap the business class guests, travellers, and the leisure target of guests (Gupta 2022). 



Place:
 Location has been a crucial attribute, which has differentiated Holiday Inn from that of Six senses. Holiday Inn is widespread across majority of the tourist destination such as Thailand, Malaysia, Singapore, Japan, United Kingdom and United States. Six senses on the other hand, is limited to that of business class locations as well as a mix of tourism based destinations (Hooley 2017). 

Products: 

The product offerings of both the hospitality players have been similar, with Holiday Inn offer me extended natural tourist spot locations as the primary premises of the hotel (Hsieh 2019). Unlike the case of Six senses which is located in the prime location for ease of business access and celebrations. 
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1. Six Senses: 

With an average annual revenue of $500 million, Six sense have more than 3000 associates. Exploring the matrix of b desktop and mobile web visitors, towards Six sense portal there has been a rapid decline from 433.5 K to 217.4 K visitors (simialrweb 2023). One potential reason for the decline, could be the end of summer. On the other hand the statistics reveals Six sense have been able to witness 300% hike in visitors especially in Spain, and a 600% hike in month on month visitors in Thailand. Digging the source of marketing further, similar web has been able to yield 57.14 percentage of visitors through organic search. With very minimal interventions from email and social media interactions. On the other hand sources through referral has been 11 percentage. Exploring the geographical segmentation of consumers, the guest from United States and United Kingdom have been in higher proportions. On the age distribution aspect travellers ranging from age group of 25 to 34 top the list of visitors for Six senses (sixsenses 2022).


2. Holiday Inn:

On the other hand Holiday Inn has been operating under the IHG portal, with about 51 percentage of direct visitors, 2Six.5 percentage of organic search, and then enhanced 11.4 percentage for referrals. Exploring the segment of guest across geography, holiday intends to get more visitors from United States with similar age group dominance between 25 to 34 years who contribute to 27 percentage of the total share of visitors. Travel tourism and accommodation has been the most common interest of audience based on their browsing attributes (Holidayinn 2023). 

[bookmark: _Toc135311861]Impact of Contemporary issues:

	The impact of contemporary issue is higher than ever before with majority of the hospitality forms reviving from the pandemic impact (Hsieh 2019). Even though, there has been a revival in terms of accommodation and revenue for both Holiday Inn and Six senses, the drop in the tourist flow especially through to the massive levers done by the fortune finance company, has influenced the business and leisure travellers booking. On the other hand the emergence of ChatGPT is expected to replace a lot of travel agents and administrative positions in the hospitality sector (Prasad 2018). With Google launching Bard, and all new artificial intelligence assistant tool which is capable of collaborating with the online travel agents, there is an increased scope for transparency in pricing which can intensify the competition between Six senses and Holiday Inn (Goyat 2017).


[bookmark: _Toc135311862]Conclusion: 
	It is of utmost importance for both Holiday Inn and Sixth sense, to adopt digital marketing practices as well as continue and intensify the offline marketing via billboards, magazines, newspapers and radio. The means of taking a corporate social responsibility, Holiday Inn, will be able to market itself as a better destination all day offer, for which the company needs to involve its employees and educate guest to adopt sustainable lodging practices. The same, with the case of Six senses, as the company is expected to deploy knowledge management interventions, and also offered loyalty scheme to business class visitors.
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