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   Marketing is a managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others. The main reason for this essay is comparing the marketing methods and strategies of two multifunctional hotel brands, Six Senses and Holiday Inn by using situational analyses tools and marketing communications.
   Six Senses hotels are in some of the world’s most unique places in over 20 countries, and was founded in 1995 Bangkok, Thailand. The luxury brand is differentiating luxury hospitality through the principles of wellness and sustainability.
   Holiday Inn is an American chain of hotels, that was founded in 1952 by Kemmons Wilson in Tennessee. Six senses hotels are specializing in exotic locations all over the world, highly promoting sustainability culture, while Holiday Inn main purpose is True Hospitality for Good, but looking in the future to develop sustainability.
   In the following information will be explored and compared all marketing strategies, segmentation, targeting, and positioning used by two hotel brands, Holiday Inn, and Six Senses. 
   Swot analysis is a valuable procedure for comprehension Six Senses and Holiday Inn strengths and weaknesses, and for distinguishing both the opportunities open to them and the threats these brands confront. Holiday Inn is a modern hotel that provides welcoming experiences for guests staying for business or pleasure. 
   Holiday Inn strengths: It has 1192 open hotels worldwide, with 214597 open rooms. It is the world’s most recognized and most stayed in hotel brand. They offer a range of hotels to choose from, and over 100 million guests per annum shows customer satisfaction. 
   Holiday Inn weaknesses: Based on trust pilot reviews some of Holiday Inn hotels have poor customer service, and huge number of competitors, that means limited market share.
Holiday Inn opportunities: New destinations for opening hotels, country specific seasonal offers. 
   Holiday Inn threats: Decline in tourism industry due to natural disorders, for example Covid-19 pandemic situation. Intense competition globally.
   Six Senses hotels commits to guests’ rejuvenation and reconnection, with an expert focus on wellness and sustainability, and creating place where people can reconnect with the local environment.
   Six Senses strengths: It has 22 open hotels with 1569 open rooms worldwide. Across all properties they set sustainability targets, trying to have zero waste, plastic freedom, and reduced-carbon stays. 
   Six Senses weaknesses: The extremely high prices of services during high season.
   Six Senses opportunities: To improve cross-selling strategies, new destinations to open hotels.
   Six Senses threats: Intense competition in the hotel industry, natural disasters, such as pandemic situation, war or earthquake. 
   Based on Swot analysis for Six Senses and Holiday Inn it’s possible to see a difference in number of the hotels, opened by each brand worldwide, price is different because Six Senses is identified as a luxury accommodation hotel, but Holiday Inn is business and leisure focused brand. In terms of marketing mix, the hospitality industry relies heavily on customer loyalty and relationships. It’s too many competitions to not invest a lot of time and resources in a solid marketing strategy. Using marketing mix principles, defined as product, price, promotion, place, people, packing and positioning, will compare our two brands Holiday Inn and Six Senses. 
   Holiday Inn product: Holiday Inn offer to his customers a family-friendly environment, where kids stay and eat free. They provide meeting spaces, group events, or guests can have a drink or just a meal in their restaurant. Comfortable and clean rooms, good food service, swimming pool, gym. 
   Holiday Inn price: The company provide competitive pricing rates, and it differ from country to country. 
   Holiday Inn promotion: As part of the InterContinental Hotel Groups, Holiday Inn offer one reward bonus points for members, discounts for early booking, in this way making their customers to user their services. To promote their brand, they display offers on their website, send email to members, referrals, TV adds (appendix 3). 
   Holiday Inn place: This is a worldwide brand with 1192 hotels opened, more often located along major highways, near airport locations. 
   Holiday Inn People: Business is developing very well because the management keeps all employees satisfied by providing financial and non-financial awards.                        
   Holiday Inn packing: For their logo, they used a bright and intense colour palette based on green colour, which stands for comfort, success and growth.    
   Positioning: Holiday Inn is positioning his brand as a family-friendly, open for group events or business meetings. 
   Six Senses products: This brand offer to his customers not just luxury accommodations closer to the nature, but they also have wellness and spa. Lots of travel experiences, such as diving, surfing, to discover culture of the locals. Celebrating weddings, having a meeting or memorable things with family, all of this are offered by Six Senses. 
   Price: Six Senses are a luxury five-star hotels, resorts and spas. Their rates differ from country to country. 
   Promotion: Six Senses is promoting the brand with lots of discounts displayed on their website, sending offers throw email, TV advertising. They are promoting their brand as a unique style, authentic, personal and sustainable (Appendix 3). 
   Place: Six Senses is located closer to nature, creating unforgettable experiences for their brand. 
   People: Six Senses has 4900 employees, well trained and ready to make their guests to feel special. 
   Packaging: Their logo is a pyramid with 6 points, that represents six blessings, sound, sight, touch, senses, taste and smell. 
   Positioning: Six Senses are positioning their brand as a luxury hospitality, with principles of wellness and sustainability. 
   Comparing this two brands Holiday Inn and Six Senses, are a high standard companies that offering to their guests friendly environment. Both of this hotel chains are part from InterContinental Hotel Groups. Based on marketing strategies research Holiday Inn and Six Senses have more differences than similarities. These two brands differ in pricing rates, location of their hotels, Holiday Inn have more hotels opened worldwide, being more advantageous in price, even on short or long stay than Six Senses.
   Marketing strategy is put up on segmentation, targeting and positioning. Different customers have different needs, tastes and preferences, and this has slapped the way modern hotel businesses package their products and services to meet all customers needs. The process of market segmentation involves dividing the market into segments or groups based on the characteristics from the specific market. Generally, the market segmentation can be divided into four different groups – geographic, demographic, psychographic and behavioural. Based on segmentation analysis, using both brands Holliday Inn and Six Senses to compare them for different groups.
   Geographic: For these two hotel chains, most visited country, for the last three months is United States, with a total of 29.41% from which 19.4% from Six Senses and 80.6%, from Holiday Inn. Followed by United Kingdom with a total of 6.01%, from which 46.6%, for Six Senses and 53.4% for Holiday Inn. Australia with a total of 4.03%, from which Six Senses 59%, Holiday Inn 41%. France with a total of 3.90%, from which 83.4% Six Senses, 16.6% Holiday Inn. India with a total of 3.84% of traffic, Six Senses 55.6%, Holiday Inn 44.4%. 
   Based on the information provided for 5 countries, Holiday Inn is mostly visited in the US and UK, but Six Senses have more customers in Australia, France and India. (Appendix 1)
   Demographic: Six Senses has been visited by 49.19% males and 50.81% females. Major rate for age distribution is 25-34 years (34.15%). Holiday Inn has been visited by 46.52% of males and 53.48% females, with a major rate of age distribution 25-34 (27.69%). (Appendix 2)
   The bar chart from (Appendix 2) illustrates the percent of male and female that has visited the hotels. Women visited more often than men. Both hotels have the same age distribution, being visited more frequently by guests aged between 25-34 years, followed by guests aged between 35-44 years.
   Psychographic: Holiday Inn is a full service offering upscale accommodations by targeting more selective, less price-conscious business and leisure travellers. Six Senses is a large five-star luxury hotel chain that specializes in exotic locations all over the world, highly promoting sustainability culture. 
   Each hotel booking represents a purchase decision that is based on the customer’s perception of the attributes represented by that brand. Holiday Inn competed against Hyatt hotels and based on customers reviews they are in direct competition in the same product class, offering the same range of services. While Hyatt hotels offers member discounts, Holiday Inn has introduced in addition to discounts and offers that guests can have as a member, a family-friendly travel option, where kids stay and eat free, making them a profitable business. Six Senses competed against Banyantree hotels based on (similar web search). They are in direct competition, because of their luxurious services and sustainability. While Banyantree is based only in Middle East countries, Asia, America and Asia. Six Senses is a worldwide brand, making them be a preferred hotel chain. 
   Summarising the Positioning of this two brands, Holiday Inn and Six Senses. Through their marketing strategies using to attract customers, they are in the top of preferences, by offering good quality and quantity for their guests. 
   
   Profitability in hospitality business is directly related to the marketing approach used. Based on all the information provided about two international hotel chain, Holiday Inn and Six Senses, comparing their brand strategies, both companies have equally done very well with their marketing principles.
   For Six Senses, sustainability has been the main marketing strategy that has made their brand a highly successful business and continues to do so these days. 
   In case of Holiday Inn, it’s marketing strategy consists of promoting a family-friendly environment, where kids stay and eat free, making their brand really appreciated by customers.  
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