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Marketing is nothing but a strategy to create and establish of own value. A marketing method is a long-term plan for a company/organization to achieve its goal (Guven, 2020, p. 36). To prepare a marketing method it is important to analyse the market needs first. The type of marketing style is liked by the customers is the main goal of a marketing planer. A marketing plan is so effective that it impacts the customer's preference. A hotel brand could attract customers and could create its own image through effective marketing strategies. In this essay, two renowned international hotel companies have been analysed in terms of their marketing methods. Hotel Six Senses is a luxury hotel brand. The hotel provides customers with the facilities of luxury resorts, wellness spas, five-star room facilities and many more luxurious amenities, especially for couples whereas Holiday Inn focuses on providing a family and children-friendly environment (Kotler and Kartajaya, 2017). The essay is about providing a brief idea of the marketing method of both Holiday Inn and Six Senses. Both hotels have sophisticated impressions all over the world. They both follow their own marketing method that helped them to reach this position. Although all the hotel brands followed somewhat the same marketing plans but these two hotel brands have several differences in their marketing approaches. In this essay, these has been created and analysed a comparison between these two hotel's marketing plans.       
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To plan a stable marketing method it is important for both the hotel brands to do a PESTLE and SWOT analysis of the country where they want to establish their new branch and their own strengths and weaknesses respectively. PESTLE stands for Political, Economic, Socio-Cultural, Technological, Legal, and Environmental factors. Political Factors: Analysing political factors is very important for companies. A stable and unstable political factor could impact a lot (Techtarget.com, 2023). In the case of establishing branches in the UK, it is important for companies to keep in mind the after-effects of Brexit. Due to Brexit, many old governmental policies have been replaced by new rules and regulations. Political factor helps a company to understand the government's facilities and support. Economic Factors: Economical factors are somewhat dependent on political factors. After Brexit and the COVID-19 pandemic the economy of the UK has fallen down. 
Analysis of economic factors also helps a company to understand the financial state of the country and the basic minimum wage of the people of that country. Socio-Cultural Factors: According to a report published in 2023, the UK has a current population of more than 68.7 million (Howandwhat.net, 2023) and has a big customer market of both luxury-seeking people and family-oriented holiday-enjoying people. Holiday Inn and Six Senses both could avail their different customer base from the UK population. Technological Factors: Technology is a very important factor nowadays. The UK and its people are technologically very advanced. Due to this technological advancement, the UK is considered one of the best places to build a business and grow. All the way in the UK, especially London is the place where crowds of visitors from foreign countries are mostly seen. This would be an opportunity for both the hotel brand to establish their branches. 
Legal Factors: Legal factors deal with the rules and regulations of the country. Companies should analyse the legal legislation if the legislation would go in favour of the company or not. The UK is a country that follows democracy. The UK is also famous for its advanced legal system and strong human rights. In 1996, the Employment Right Act has been introduced that protects the rights of employees (Morgan et al., 2019, p. 18). Environmental Factor: The employment factor is the last component in the PESTLE (external) analysis. It is important to analyse the environmental factors before planning to establish a branch. The impact of Global Warming, Sustainability Acts, and action taken for maintaining environmental laws are the key factors that affect the UK (Holidayinn.com, 2023). Most of the places in the UK have the attraction point for tourists from all over the world and the UK has mostly longer winter seasons that's why it becomes the favourite place for visitors for their holidays. Hotel Six Senses and Holiday Inn both could benefit from the environmental laws and climate of the UK. The next important analysis would be the internal analysis of the company itself. The internal analysis is also termed a SWOT analysis (Ghauri, 2014). In SWOT analysis the company is used to evaluate their strengths, weaknesses, threats and opportunities. Strengths: The strength of both the hotel brands is their customer base and years of reputation. As it has been discussed earlier that Six Senses is famous for its delicate luxury facilities and Holiday Inn is famous for its all-in-one family facilities. Six Senses fulfils the luxury needs of their customers whereas Holiday Inn focuses on providing customize facilities according to customers' preferences (Sixsenses.com, 2023). Weaknesses: To discuss the weaknesses, it must be termed that the main strength of Six Senses is also its weakness. As Hotel Six Senses only focuses on luxury facilities it only has a customer base of rich and well-to-do people and lacks all other class customer base that is huge in number. On the other hand, the main weakness of Holiday Inn is that they provide customized holiday facilities for every level of customer. For this reason, rich and luxury-seeking customers don’t prefer to stay in the hotels of Holiday Inn. As a result, their market shares have been limited (Asdi and Putra, 2020, p. 129). Opportunities: Both the hotel brand Holiday Inn and Six Senses have the opportunity to establish and make a strong presence as they both provide their customers with seasonal offers. Moreover, they have skilled employees with good hospitality. Both hotels have opportunities like availing pre-booking of rooms for their customers, guest satisfaction, having a good marketing team and many more. Threats: Hotel Six Senses has the threat of existing other big hotel brands that also provides luxury to the customers (Clow et al., 2013). Hilton Plc. and Hyatt are two potential threats to the Six Senses Hotel. On the other hand, the increased cost of Holiday Inn’s company operation also increases the room rates. As a result, other all-in-one holiday package providers companies like Ramada Inn and Carlson Hotels impact negatively.  
To analyse the Marketing Mix, the 7Ps must be evaluated to make comparisons between two hotel brands. Product: The product is the main component of a company on which the whole marketing plan depends (Smith et al., 2020). In the hotel business, the product is considered as a service. The provided service is the same for the two hotels but the main difference is the way they provide their service. Holiday Inn provide their service for all kind of customers. Six Senses provides services for the executive class. Promotion: Promotion is the advertising strategy. Holiday Inn promotes its brand through ads in newspapers and TV. Six Senses mostly advertises its facilities via online social media platforms and through reputed travel companies. Price: The price is dependent on various factors. Six Senses follows premium pricing and Holiday Inn focuses on customized pricing according to the facility needs of customers. Place: Holiday Inn and Six Senses both have branches all over the world but Holiday Inn has hotels in more than 1100 places which is far more than Six Senses (Studynotesexpert.com, 2023). Both the hotels have online room booking facilities from official websites. People: The key people for both hotels are the stakeholders and customers. Hotel Six Senses focuses on luxury maintenance to attract customers and Holiday Inn provides its employees with training on hospitality and customer satisfaction. Process: Holiday Inn engages the OTG platforms, YouTube ads, and commercial advertisements to attract customers whereas Six Senses advertises by showing pictures of luxury rooms, and comforts through short videos. Physical Evidence: Six Senses provokes people through short and delicate video clips of their luxury rooms and services (Linkedin.com, 2023). Videos of rooms, small talks about employee satisfaction, and greeting gestures are the key influencing factors of Hotel Six Senses. Holiday Inn mostly trigger people to come to visit their official websites and customer feedback.
Segmentation: Segmentation is the process of finding the nature of the customer base. Holiday Inn has mostly family-oriented and both economic & upper-middle class people as their potential customers while Six Senses created their customer base of only rich and upper-class executive people (Swotandpestleanalysis.com, 2023). Targeting: Holiday Inn set its target to provide all kinds of customised facilities to its customers whereas Six Senses set its target to provide luxury facilities like a personal swimming pool, Spa, own movie theatre and many others. Positioning: Holiday Inn falls under the category of moderate to high-quality facilities at low prices and Six Senses focuses on providing high-quality premium facilities at high pricing (Jobber and Ellis-Chadwick, 2020).     
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Figure 1: Positioning Mapping
(Source: Developed by the Learner)
[bookmark: _Toc134549400]Conclusion 
The above discussion is based on the comparison between two international hotel brands. In this context, the conclusion has been made on the differences depending on a PESTLE analysis followed by a SWOT analysis. The segmentation, targeting and position mapping help to provide a clear idea of the marketing strategy difference and an overall difference between Hotel Six Senses and Holiday Inn. The 7Ps of Marketing Mix have also been analysed to provide a basic understanding of key differences as well as similarities. From this essay, it has been concluded that both hotel companies are somewhat following the same strategy but there is some key difference that makes these two companies famous in a different way.
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Figure 1: Official logo of Hotel Holiday Inn
(Source: Holidayinn.com, 2023)
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Figure 2: Official logo of Hotel Six Senses
(Source: Sixsenses.com, 2023) 
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