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Section One 
Introduction 
The marketing method depends on the current situation of the companies. Analysing the marketing method is essential to understand the facts regarding the analysation of the marketing ground. This is easy by analysing the factors regarding the process of developing the marketing condition. This is also focused on the facts based on the ground level of analysis in strategic marketing policies and the overall circumstances of the company. This is based on the service process and other factors regarding the two multinational, five-star hotels in the UK. Six Senses and Holiday Inn are the two hotels which developed their marketing policies and emerged as billionaire service providers in the UK (Jobber et al., 2020). 
The marketing policies of Six Senses and Holiday Inn are far different from each other. As though they are operating in the same field and serving the same hospitality management, they faced marketing competition. There are many differences in the service process of both of the hotels. Whereas Holiday Inn target younger customers more, like providing kids with free food and a happy atmosphere for enjoying their vacations (Ihg.com, 2023). Six Senses provide luxurious facilities for adult customers. Both of the hotels targeted the wealthy customers Holiday Inn focused on the affordability of the services for every class of the society. Six Senses is more focused on the wealthy business class of society. 


Figure 1: Official logo of Holiday Inn
(Source: Ihg.com, 2023)
The marketing policies of both brands depend on the various factors related to the political ambience, economic factors, socio-cultural circumstances, technological background, legal factors and environmental scenarios. These factors explain the factors regarding the marketing policies of both of the companies and also define the overall comparison between both of the hotels. The two hotels create an impact on the economic ground of the UK and also through the hospitality services. Both of the hotels focused on the development of hospitality management which brings efficiency to the all over hotel sectors of the UK. Six Senses and Holiday Inn developed their marketing policies and enhanced their services to expand worldwide (Kotler et al., 2017).


Figure 2: Official Logo of Six Sense
(Source: Sixsenses.com, 2023)

Section Two
Main Body 
To understand the marketing methods, it is important to understand the situations of both Six Senses and Holiday Inn. The factors related to many circumstances create an effective understanding of the future circumstances and growth of both hotels. The clear analysis of the connected factors for both of the companies is dependent and developed through the facts- Political factors help to analyse the background of developing the hospitality services as both of the companies are related to the customer service process. Holiday Inn does not depend much on the help of the Government as they serve mostly families and kids. Their services mostly depend on the preferences of the customer's loyalty. Whereas Six Senses mostly served and organised business tours and trips. For the protection of the elite class, this hospitality sector needs assurance and support from the government of the UK. Economic factors developed a keen knowledge of inflation and economic fallouts. These luxurious hotels face issues due to the pandemic (Ryan, 2012). On the other hand, Holiday Inn faces major drawbacks in customer retention, Six Senses cope with the economic losses easily. Socio-cultural factors also create diversity in hotel services whereas Holiday Inn is more focused on the younger group and family services, Six Senses catches the attention of the elite class of UK society. Both of the hotels mitigate cultural discrimination by serving facilities. Holiday Inn more concentrates on the discounting method, while Six Sense focuses more on the luxurious facilities. Technological factors are essential for hotel service. Online facilities and technical security are essential for this sector. Where Holiday Inn is more focused on technical facilities like Wi-Fi Services and other comforting technological services while Six Sense is more focused on security issues. Legal environments are also important in these hotel industries. Where Holiday Inn is focusing on expanding its branches all over the world, Six Sense is developing security protections for its elite customers. Environmental factors maintain the knowledge based on the carbon footprints of the hotel sectors. Where Holiday Inn is focusing on the minimal carbon impact on the environment Six Senses focus on reducing the harmful materials from their service (Bowie et al., 2017). 
From the comparison of the marketing method of both of the hotel sectors, it is important to analyse the factor based on the 7Ps of the marketing mix. The product is based on the hotel rooms and services. Holiday Inn is focusing on the affordability and comfort of the hotel rooms while Six Senses is more focused on the luxurious accommodations for their customers. Price is depending the dealing process of the hotel industries with their customers. Holiday Inn provides an affordable range for younger customers and families while Six Senses is developing its services through luxurious accommodations for the elite class and business people. The place is the process of the booking process in hotel services. Holiday Inn promote an easy booking process through online mode and give booking facilities for kids also. While Six Senses focus more on the OTA channels and the long inquiry process for booking. 
Promotion is important for the growth of the hotel industry. Holiday Inn is focusing on local restaurants or travel agencies for promoting its brand while Six Senses promote its brand through business seminars and high society workshops. People are important for the marketing mix of the hotel industry. The team at the Holiday Inn is developing their performances by increasing the productivity of the hotel staff. While Six Senses is more focused on developing new technologies and strategies for making the necessary improvements in the team. The process is effective for developing the performance rate of the hotels based on the guest experience. Holiday Inn is more focused on collecting customer reviews after they leave the hotel. While Six Sense continues to develop its quality performance by giving quality services to fixed customers (Kotler et al., 2020). 
Physical Evidence is the provided service in terms of hotel industries. Holiday Inn is depending more on family accommodations, technological services and cleanliness and other essential services. Six Senses is more focused on branding, visual aesthetics and digital positioning (Smith et al., 2020). 
The marketing method of both Holiday Inn and Six Senses is depend on identifying the process of customer segments, targeting the strategies of both of the companies and also defining these through the positioning tool (Clow et al., 2013).  Segmentation is all about the customer's variation of these two hotels. While Holiday Inn targets and is approachable to customers of young age groups and family members. As the hotels provide comfortable and friendly accommodations. This hotel is developed their customers range from the younger generations and also provides beneficial offers for them. Six Senses is approachable to customers belonging to the high society and business class. The hotel-focused customers of this hotel belong to the elite society of the UK and this hotel is famous for holding international business seminars and working purposes (Chaffey et al., 2019). 
Targeting is another process to compare the two hotel’s marketing strategies. Though both of the hotels developed their services over many years in the UK. There are some differences in the marketing methods of the two hotel industries. Where Holiday Inn has developed its strategy on the ground level of working progress and is more focused on customer services. Six Senses is focusing more on brand promotions and also maintains an elite nature for attracting more business class. Holiday Inn is developing its marketing method by focusing on the exact customer services while Six Senses is more dependent on the particular customer range in society. Positioning is the process which defines the overall impact of the marketing methods for both of the hotel industries. It defines the nature of the high-pricing and low-pricing methods. It also indicates the differences between high-quality and low-quality methods which helps to understand the situation of both of the industries. While Six Senses maintain the level of service quality by providing prime services with high pricing nature. Holiday Inn is developing affordable circumstances with affordable pricing strategies. 


Figure 3: Positioning map
(Source:  Developed by the Lerner)
Section Three
Conclusion 
The whole essay is based on the nature of the marketing methods of Holiday Inn and Six Senses. Both of the hotel industry provides quality services for the customers. The nature of these two hotels is different from each other. After analysing the marketing mix and the PESTLE analysis it is clear that there are differences in the growing nature of both of the companies. Those two hotel industries are focusing on developing the hospitality sector in the UK. The ground level of work depends on the key features of both of the hotels. There are certain factors also which are far more different from each other and it also developed the facts regarding the service quality of both of the hotels. There are also analyses of the marketing policies with the description of 7P s which enhanced the differentiations for both of the companies. 
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