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Introduction
In order to achieve business objectives and retention of potential customers, the marketing plan helps to gather and formulate ideas regarding the same (Jobber and Ellis-Chadwick, 2020). The prime objective of the essay is to identify the marketing position and generate an effective and realistic marketing plan that has the potential to target the loopholes of the two major hospitality segments Holiday Inn and Six Senses.   
The Holiday Inn hotel chain was first founded in 1952 in Memphis by Kemmons Wilson. The prime objective behind the inauguration of the hotel chain is to deliver an inexpensive experience to family tourists inside the USA. 
Six Senses was founded in 1995. And it headquarters is situated in current-day Bangkok, Thailand. This is operating in over 20 countries with nearly 3,350 employees all over the globe. The hotel chain has altogether 17 hotels and resorts along with 26 spas under its sub-brands namely, Six Senses, Six Senses Spa. 
Main Body
The SWOT analysis of the two hotels will reflect the internal competitive position of both the hotels. The SWOT will help in the analysis of the strength, weaknesses, opportunities, and threats of the organizations (Bowie, et al., 2017). Holiday Inn and Six Senses are two major potential organizations that are operating in the hospitality sector. The comparison of their potential can be related to each other as the parent company of both the hotels are the same and the operational backgrounds also are the same.  

SWOT analysis

Strength:
Holiday Inn: Wide range of 1200 hotels globally. Capturing the different regions across the globe. High brand value of the parent company 
Six Senses: High profitability situation resulting in a revenue of $2.08 billion in 2019. High global presence. Strong parent company. Effective staff recruitment process.
Six Senses: The high negative controversies regarding the parent company. The weak IT security of the hotel. 
Opportunities for Holiday Inn: Travelers are looking for new destinations to travel and enjoy. 
The company’s offer regarding the seasonal price discount and holiday packages.  
Six Senses: The emergence of new geographical markets in new regions. The scope for more service offerings. 
Threat to Holiday Inn: The effect on the hotel rates is due to increasing operation costs. The declining scope of the tourism industry is due to unfavourable environmental conditions in some countries. 
Six Senses: The global pandemic crisis. High potential competitors. 
Weaknesses: For:
Holiday Inn, the policy formulation of the UK government directly affects the hospitality sector the most (Smith and Zook, 2020). The hospitality industry is a very sensitive industry which gets affected by every factor prevailing in the country of the operation of the industry and political stability is a much-needed factor for the Holiday Inn to operate smoothly and freely.
Six Senses: The international relationship between the UK along with the trade policies have the potential to impact any luxury hospitality sector. Brexit has made the UK an attractive destination choice as the pound value has decreased after the crisis. 
Factors 	
Holiday Inn
Political factors -Labour availability and currency value decrease have resulted in more inflow of tourists in the post-Brexit. period. 
Economical factors 	The diversifying economy of the UK is facilitating diverse scope of experience and cuisine introduction in Holiday Inn. 
Socio-cultural factors -The changing demographics of the UK are increasing the scope for diversification of the country (Scheelbeek, et al., 2020, p.705). 
Technological Factors - The introduction of cloud computing and mobile technology in the operations of the Holiday Inn.
Legal Factors - Various Laws are imposed on the hospitality sector like data protection and consumer protection. 
Environmental Factors -The degrading environmental condition of the UK is affecting the company widely.


Six Senses
Political factors  -The less import of luxury materials to the UK due to certain falls in the currency value. 
Economical factors -The high labour cost over Six Senses is due to the labour-intensive service provided by the company (Zhang, et al., 2020, p.400). 
Socio-cultural factors -The change in the consumer demand for high-quality affordable services and goods is impacting the Six Senses. 
Technological Factors - The increasing inclining of the organization towards the technology like Internet Of Things and Artificial Intelligence has benefited the company largely.  
Legal Factors  - Laws implemented over the Six Senses by the UK government like food safety and hygiene. 
Environmental Factors  - The consumer shift toward sustainability has challenged the company to adopt environmentally friendly services.

Marketing Mix  

Comparison of between Holiday Inn and Six Senses
Comparison of the Marketing mix of both companies 
7p’s marketing mix
Product 	Holiday Inn provides comfortable and affordable service whereas the Six Senses follows the luxury and premium service. 
Price - Holiday Inn follows competitive pricing and Six Senses follows premium pricing.
Place 	- Both hotels operate on the global level, but the Holiday Inn targets Asia, Europe, and America.
Promotion  - Holiday Inn promotes through television and digital advertisement and Six Senses follows celebrity and influencer collaboration and endorsement. 

Physical Evidence - Physical evidence of Holiday Inn is generated through Ambience and amenities provided by them and six senses are generated through social media activities.

Process - Holiday Inn analyses the consumer review whereas Six Senses uses the market analysis (Zhang, et al., 2020, p.400).

People  - Both the company operates under their parent company which holds 345000 employees in total.

As opined by Kotler, et al., (2013), the changing diversity in the demographic profile of the UK creates more opportunities for the vast operation of varied cuisines and experiences for the Holiday Inn. The health and wellness trend in the UK among its population is generating the scope for the introduction of healthy food options for Holiday Inn. 
The emerging trend of digitalization in the UK has impacted Six Sense in several ways. The consumer segment of the organization is using online applications and websites to book, cancel and share their experience. The increasing work-life balance approach of the population of the UK has generated many potential consumers of the Six Senses.  
The increasing mobile technology use along with various other advanced technologies like cloud computing and big data analytics has facilitated Holiday in understanding its market position and analysing the market preference and demand towards the hospitality sector.

Six Senses
Investment in the technology department of the UK government can provide various technological advancement opportunities for Six Senses (Chaffey and Ellis- Chadwick, 2019). 
The hospitality sector is the main target for the government in case of the legal boundaries offered by them. There are various laws that are enforced over Holiday Inn and a few of the main Acts are Food Safety and Hygiene standards, Data Protection, and Consumer Protection.  A few of the laws applicable to Six Senses are Employee law, data protection, food safety and hygiene, and similar others.
Any change in the environmental factors of the UK will directly affect the tourism and hospitality sector of that country. Holiday Inn is a huge market occupier in the hospitality sector of the UK. the degrading climatic and natural attraction conditions have also affected Holiday Inn along with all the other organizations.  
Both hotels operate on a global level and target various regions based on demographic as well as geographic segmentation (Selvalakshmi, et al., 2023, p.310). The targeted income group of the Holiday Inn comprises from Middle to the rich class who are searching for affordable and comfortable stays. 
Holiday Inn: Middle to Rich income group. Six Senses: Rich Income Group.  Age group (Both): 18 to 85 years; Location (Both): Globally 
As per Lim, (2021, p.453), the products of a service sector are their quality of service and in the case of the hospitality industry, it can be said that the rooms and various services offered by them can reflect the quality of the product. The rooms and services offered by Holiday Inn are mainly towards the affordable and comfortable side whereas the services and rooms offered by Six Senses are more inclined towards luxury and premium categories.  
The pricing of both the hotels are very different from each other but the place where their approach collides is that both work monopoly inspired market where price differentiation is common (Darmawan and Grenier, 2021, p.75). 
The place of operation of both hotels are very similar to each other (Sudari, et al., p.1385). The market acquisition and expansion strategies are formulated by their same parent company and due to that their place element is similar.  
As said by Deepak and Jeyakumar, (2019), the delivery of that kind of message and using such means which can expand the brand value of the organization is referred to as promotion. 
The physical evidence of the hospitality sector reflects the quality of services provided by the company (Reihani and Khatibzadeh, 2021, p.250). 
Process directly reflects the consumer experience derived from the use of the services provided by the service sector. Holiday Inn tries to keep track of the consumer reviews posted on various app and websites whereas Six Senses conduct market research on a regular basis to understand it (wnim.co.uk, 2023).  
People referees to the employees and stakeholders of the company who derive any kind of benefits from the company’s day-to-day operations. The parent company of these two hotels altogether holds 345000 employees (ihgplc.com, 2023).    
Conclusion
The position of both the hotels, Holiday Inn and Six Senses are very strong in the global market. They get their main strength from their parent company IHG. The external analysis reflects the strong position of Holiday Inn as these deals with a vast demographic segment, but the internal analysis reflects the potential position of Six Senses. Good market analytics for both the organization could have benefitted them to understand the strategies and policies that are making their strong grip in the market. Further, this could be concluded that both hotels are potentially competing in the market and their marketing strategies are also similar.
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	Figure 2: Positioning map of Six Senses and Holiday Inn
(Source: Developed by the learner)
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