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The main purpose of this essay is to highlight the comparison of two popular hotel companies. The two multinational hotel brands discussed in this essay are Holiday Inn and Six Senses. The Holiday Inn hotel was established in 1952. Kemmons Wilson founded the company 70 years ago. The business of Holiday Inn Company is to provide hotel related services to customers and this company provides services in different countries of America, Europe, Middle East, Africa and Asia (Smirl et al. 2016). Six Senses Company's main services are hotel related facilities and spa services. Sonu Shivdasani founded this hotel company in 1995. Six Senses Company provides services in Bangkok and Bhutan regions (Piuchan et al. 2019). The author presents a comparison between Holiday Inn and Six Senses company's marketing mix activities and customer target activities in the essay. The first paragraph of this essay is the introduction, the second paragraph highlights the important discussion related to the marketing mix of Holiday Inn and Six Senses company, the third paragraph explains the segmentation, target customer and positioning activities of the two companies, the fourth paragraph illustrates the marketing communication of the two companies, the fifth paragraph Highlight the contemporary, political and economic concerns that affect the hotel sector, the sixth paragraph identifies similarities and dissimilarities between the two companies through SimilarWeb, the seventh paragraph suggests recommendations for the two companies, and the eighth paragraph is the conclusion.

Marketing mix is a method that advises a business organization on product, place, price and promotion activities. Holiday Inn and Six Senses companies manage the activities of marketing mix. The business of Holiday Inn Company is to provide hotel services. The hotel services of this company are food services, lodging, conventions, meetings and timeshare. Holiday Inn Company is located in Atlanta, Georgia, United States. The management of Holiday Inn Company provides services in America, Europe, Middle East, Africa and some countries in Asia. That is, such areas are the places of the Holiday Inn company (Morrison et al. 2016). The management of Holiday Inn Company analyzes the price information of competing hotels and sets the price of the package according to the competitive pricing strategy. The prices of Holiday Inn company packages are slightly higher than other companies. The authority of Holiday Inn company  take the help of advertising and social media for promotion. Six Senses Company offers hotel-related facilities and spa services to customers. That is, this company has launched spa services along with hotel related services. Six Senses company locations are in Bangkok and Bhutan city areas. Six Senses company management conducts information analysis of competing companies in specific regions to determine competitive pricing (Silva et al. 2018). That is, this company adopts a competitive pricing strategy in determining the price of the package. The Management of Six Senses Company  Advertising, TV Programmes, Newspaper Advertisements take help of various social media platforms to conduct promotional activities.

Holiday Inn Company conducts customer profile analysis to target customers. The company conducts segmentation activities based on the age, lifestyle, background and income of the customers. Holiday Inn targets tourists or customers in the age group of 20 to 50 years. Tourists from all backgrounds and cultures are the company's target customers. Holiday Inn Company targets middle and upper income customers (Yuda et al. 2017). The Holiday Inn Company analyzes information from competitive establishments to identify locations and select locations that are frequented by tourists and students. Six Senses Company analyzes the personal information of all types of tourists, student traders and external customers for conducting segmentation activities. Six Senses Company implements segmentation activities based on customer types, age and income. Six Senses Company focuses more on customers who come here for sports, entertainment, business and education purposes. That is, students, businessmen, sportsmen and entertainment persons are the target customers Six Senses company (Stombelli et al. 2020). The Six Senses company targets customers between the ages of 18 and 52. Six Senses Company targets low, middle and high income customers as their customers. This company decides the price of the package based on the income of all types of customers. Six Senses Company has identified locations for hotel locations that are frequented by customers who come for tourism, business and education purposes.

Marketing communication is an important responsibility of business organization which helps to improve relationships with target customers. Holiday Inn and Six Senses companies use different marketing communication strategies or techniques to interact with customers. Holiday Inn Company uses advertising to improve relationships with customers. Advertising is a system of marketing communication that builds relationships with customers by creating videos (Indah et al. 2019). The management of Holiday Inn Company produces videos with informative information about hotel packages and facilities. The authorities of Holiday Inn Company conduct advertising activities using modern technology which plays an important role in connecting with tourists. Holiday Inn Company uses email marketing to improve customer relations. Email marketing is a method of marketing communication that helps business organizations to interact with target customers. The management of Holiday Inn Company uses email marketing to share important information with target customers. Six Senses Company uses Facebook, Twitter, Instagram, LinkedIn and YouTube to engage with customers. These are popular social media platforms. As modern people are always connected with social media, Six Senses company uses various social media platforms to improve relationships with target customers (Pham et al. 2022). The management of  Six Senses company  takes help of various social media influencers to attract target audience. Influencers encourage all customers to build relationships with Six Senses company and receive services from these companies. In this way, Holiday Inn and Six Senses companies use different platforms of marketing communication to build relationships with target customers.

Contemporary political conditions and economic downturns continue to influence the operations of business organizations. Holiday Inn company's main business location is towards America & Europe region and Six Senses company's main location is Bangkok and Bhutan. That is, these two companies are influenced by the local geo-political events of the specific region. Many changes can also be observed in the environmental conditions of the two regions. The Holiday Inn company is influenced by the local environment in America and Europe and the Six Senses company is influenced by the local environmental conditions in Asia (Khusaini et al. 2022). The war between Ukraine and Russia has had a negative impact on the operations of both companies. Holiday Inn and Six Senses received less tourists and increased production costs due to the negative impact of the war. Both Holiday Inn and Six Senses have seen overall cost increases and annual revenue declines due to inflation (Ajates et al. 2022). Inflation is one of the current economic downturns which have created a lot of detrimental effects on the operations of these two hotel companies.

The job of Similarity Analysis is to highlight the similarities and dissimilarities between two companies. Here, the similarities and differences between Holiday Inn and Six Senses are discussed using SimilarWeb. Since Holiday Inn and Six Senses are multinational hotel brands, their marketing mix activities are very similar. But Holiday Inn Company provides hotel and food related services to customers and Six Senses provides hotel related services as well as spa services (Satyadewi et al. 2017). Both Holiday Inn and Six Senses use competitive pricing strategies to price their packages. Holiday Inn Company's main service area is America, Europe, Middle East and parts of Asia. On the other hand, Six Senses Hotel's main service area is the regions of Bangkok and Bhutan. The promotional activities of both Holiday Inn and Six Senses companies are also similar. Here a slight difference can be observed between the target customer activities of Holiday Inn and Six Senses Company. The target customers of the Holiday Inn company are the customers in the age group of 20 to 50 years and this company targets middle and high income customers as customers (Pinto et al. 2022). On the other hand, Six Senses Company targets customers between 18 and 52 years of age. All high, middle and low income customers are the target customers of this company.

Both Holiday Inn and Six Senses companies should use the latest technology to conduct marketing communication activities and develop relations with tourists. These two companies should employ skilled and experienced marketing experts who are used to conducting marketing activities using modern technology (Stoyanova et al. 2021). These two companies should analyze the information of competing companies and adopt competitive pricing strategy to set package prices and offer discounts with packages that are able to attract customers. These two companies should express their agreement with the political policy of the particular region and operate according to the government regulations (Lima et al. 2019). Both Holiday Inn and Six Senses companies should select popular stars of specific regions for advertising that can attract all types of tourists and customers.

The marketing mix and target customers of Holiday Inn and Six Senses companies can be understood from the overall discussion of this essay. This essay explains how two companies manage marketing communication, marketing mix and target customers (Rendrawan et al. 2020). Here the similarities and dissimilarities between the operations of the two multinational hotel brands are also revealed.
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