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The essay has been created with the aim of understanding the various methods and strategies used by the two largest hotel brands in the UK. Holiday Inn and Six Senses have been used to identify the different methods used by the brands in the hotel industry. The essay will explain how Holiday Inn mostly focuses on middle-class people and offers accommodation at affordable prices, whereas Six Senses targets upper-class customers that prefer using luxury amenities and accommodations. The essay will discuss its strengths and weaknesses, along with its opportunities and threats from competitors, with the help of SWOT analysis. The essay will help to acknowledge the external factors with the help of PESTEL, along with a marketing mix that will help to identify various strategies used by the brands towards better business. Lastly, the essay will include STP marketing that will help identify market segments for Holiday Inn and Six Senses.
[bookmark: _Toc134797343]Main body
Strength: The brand value of Six Senses is one of its core strengths. Six Senses focuses on promoting responsible practises in the hospitality industry. The Six Senses hotels provide restaurants, spas, clubs, and luxurious residences for their customers (Sixsenses.com, 2022). In contrast, Holiday Inn's strength is its financial positioning and brand value, and it has experienced employees in the workplace. Holiday Inn provides many hotels for its customers to choose from and provides customer satisfaction (IHG, 2023). The weaknesses of Six Senses are that the organisation highly depends on international travellers and has a high-cost structure. Six Senses charges high prices for its products and services as it is a luxurious hotel (Sixsenses.com, 2022). In contrast, Hotel Inn's weaknesses are that the company lacks attributes and its competitors are in a better position. Holiday Inn does not have much market share due to its high competition (IHG, 2023). The opportunities for Six Senses are that it can develop its service and products and build a relationship with its local suppliers and stores to gain benefits from local sources (Sixsenses.com, 2022). Holiday Inn can expand its geographic area and improve its products and services to improve the customer experience and customer satisfaction. It can offer better offers for its foreign travellers as it welcomes travellers belonging to different places and cultures (Ihg, 2023). Similar threats for Six Senses and Holiday Inn are high competition in the hospitality industry, political factors such as changing government policies, and times like the recent pandemic. Six Senses can face the change in behaviour of its customers, which is a major threat to the company, and changes in trends will also have a negative impact (Sixsenses.com, 2022). On the other hand, Holiday Inn’s increasing costs for its hotel rates and services are another threat to the company, which will reduce its customer base (IHG, 2023).
Holiday Inn is the largest brand among the hotel chains in America. It was founded by Kemmons Wilson in 1952 and aims to provide affordable rooms to its customers. Six Senses Hotel was founded by Sonu Shivdasani in 1995 with the aim of offering luxurious accommodations to its customers. Political: Increasing political conflicts such as Brexit have had a negative impact on the functioning of the Holiday Inn (Tannir, 2022). However, changes in the regulations and community guidelines can have a bad effect on the six senses (Khan et al., 2020). Economical: annual inflation of 5.7% and the economic crisis in the UK can affect the tourism sector, affecting the business operations of Holiday Inn (Khalid et al., 2020). Similarly, the global financial crisis due to the recent "Covid-19" has affected the performance of Six Senses worldwide (Khalid et al., 2020). Social: There is a high demand for hotels by customers, with annual growth of 50.2%, and a lack of rooms can affect the chance of generating high revenue for Holiday Inn (Statista, 2023). In contrast, the rise in health consciousness and demand for cheaper rooms have affected the business of Six Senses.
Technologically, Holiday Inn has greatly benefited from the use of advanced technologies such as smart tourism technology that aims to provide a better customer experience (Jeong and Shin, 2020). Similarly, the use of smart destinations and blockchains has helped to improve customer traffic on the website of Six Senses (Jeong and Shin, 2020). Legal: Holiday Inn had a bad impact on the business due to the rise in the number of crimes, such as the murder cases of tourists in the UK (Fourie et al., 2020). Similarly, changes in legal resolutions based on location have affected the business operations of Six Senses at the global level. Economical: Holiday Inn has been highly affected due to the recent "Covid-19" that challenged the company towards developing hygiene and sustainability in the tourism sector (Streimikiene et al., 2021). In contrast, reducing hotel waste and maintaining clean and healthy rooms have been major challenges for Six Senses (Karakas, 2021).
Product, Six Senses and Holiday Inn both have a high brand value, which increases demand for these hotels. Six Senses provides spas, restaurants, and private clubs to its customers to increase profitability and customer satisfaction (Team, 2023). Holiday Inn offers services like conference facilities and online check-in and check-out to make payment processes easy for its customers (IHG, 2023). Price: Both Six Senses and Holiday Inn’s prices vary during peak season and the offseason. Six Senses charges its customers according to its services and customer room preferences (Team, 2023). Holiday Inn’s price starts at $12,000 and increases with its services and customer preferences (IHG, 2023). Place, Six Senses is located in Pan Peninsula, London, in the UK, and uses some direct methods like online bookings, sales through the hotel team, and many more (Team, 2023). Holiday Inn is located in different parts of the UK, and its main hotel is located in London (Clow et al., 2013). Six Senses uses mostly digital advertisements through social media, hotel websites, and other advertisements to promote the business. Holiday Inn promotes its business with the help of its marketing team and also through banners and digital advertisements (IHG, 2023). Process, Six Senses, and Holiday Inn provide 24-hour services to their customers. Both hotels provide online booking services. Six Senses provides free taxi service to its customers, whereas Holiday Inn charges for taxi fares. People Six Senses has recently hired nine senior managers and has over 100 employees. Holiday Inn has about 50 employees in the workplace in London (Team, 2023). Physical evidence: Six Senses has online websites and brand value as its physical evidence. Holiday Inn also has company websites, and it is one of the best hotels in the UK, which assures people about the brand and its work (IHG, 2023).
Segmentation: Holiday Inn is one of the major hotel chains in the UK that focuses on customers with a desire for luxurious accommodation (Chaffey, D and Ellis- Chadwick, F., (2019). The company focuses on providing top-class service and customer experience with the help of clean and hygienic rooms at affordable prices (‌Rafahat, 2022). In contrast, Six Senses is one of the top hotel chains in the UK and operates all over the world with the aim of providing a luxurious customer experience (Zhang et al., 2020). The company aims for better customer service with the help of its wide range of amenities, from business suites to luxury resorts and many more.
Targeting: Holiday Inn is mostly focused on customers that belong to the age group of 25–45 years, which mostly consists of families as well as business travellers (Chaffey et al., 2019). The company focuses on families and tourist visitors from abroad, for whom they provide clean and hygienic rooms at affordable prices (Rafahat, 2022). The company also offers luxurious accommodations for business travellers. Similarly, Six Senses is mostly focused on customers that belong to the age group of 25–30 years, which comprises 34% of the total business travellers in the UK (Bureau, 2022). The target customer is the one with business backgrounds who can afford the luxurious amenities of the company.
Positioning: Holiday Inn is one of the most renowned and popular brands among customers in the hotel industry in the UK, acquiring more than 52% of the total market share in the hotel industry all over the UK. In contrast, Six Senses is the largest hotel chain in the UK that provides luxury amenities and services to customers (Jobber, 2020). The company has a brand value of $60 billion, and it is one of the most popular brands in luxury hotels in the UK (Gollan, 2019). Although both of the hotel brands are popular in the UK, Holiday Inn is the strongest, being the 4th largest hotel brand in the entire UK (Ghauri, 2014).
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This essay has concluded various points regarding the strategies used by holiday Inn and Six Senses. The essay has acknowledged why providing customer satisfaction and better hospitality is their strength, as well as why the rise of competitors and high prices are their weaknesses. The essay has helped to identify various external factors, such as Brexit, technology, and inflation, that had a positive impact on the performance of the company. The company also explained the challenges faced by the company due to customer demands for healthy accommodations and the change in regulation from the government. Further, the essay concludes STP, which identifies how Six Senses and Holiday Inn target mostly luxurious living customers and identifies their position in the UK market. STP helped me understand why Holiday Inn is stronger than the Six Senses Hotel in the United Kingdom. The essay concludes with the marketing mix of both Six Senses and Holiday Inn, which provides the types of services, prices, promotions, and other Ps of the companies. 
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