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[bookmark: _Toc135300368]Introduction
The following study is going to establish a marketing comparison between two hotel brands that are Six Senses and Holiday Inn. Hotel Six Senses basically a premium type of hotel range that mainly provides services for higher economy class, and this hotel chain developed its service based on ecological sustainability and well-ness of its target market. Holiday Inn is mainly a “mid-range” hotel chain of the UK that provides inexpensive lodging and amenities for both business and vacation travellers. This study is going to describe that business strategy of Six Senses that gives emphasis on “luxury” and “eco-friendliness” to attracts wealthy customer. Holiday Inn has chosen “mid-range” target market so that people from any economic class can avail the service. This study is going to compare marketing mix, STP strategy, and communication strategy off these two hotel brands for establishing an effective comparison.  
[bookmark: _Toc135300370] Details comparison of the marketing mix of the chosen companies
A details comparison of the marketing mix of Six Senses and Holiday Inn will help to understand their marketing position. As per the view of Agriopoulou et al. (2020), an effective comparison of the 4P strategy of two brands gives details understanding of both companies' strengths and weaknesses and gives an idea about their future scope. This part of the study is going to compare the 7Ps of the specific two multination hotel brands.
Product: Six Senses as a premium hotel group provides upscale lodging, spa service, and health programs (Sixsenses.com, 2019). This hotel chain serves natural products while upholding regional traditions. On the other hand, the brand Holiday Inn has more economical lodging alternatives for guests with limited funds. This hotel chain also delivers a variety of facilities including meeting spaces and exercise facilities (Ihg.com, 2019). In the delivery of service, Holiday Inn has more competitive advantages than Six Senses, as all the service of this hotel brand is more budget-friendly. 
Price: The pricing approach of Six Senses is in line with their focus on upscale travellers. They highlight customized service and distinctive experiences while charging premium prices for their luxurious offers. On the contrary, Holiday Inn has a more reasonable price plan to cater to travellers on a limited spending plan. Hence, the pricing policy of Holiday Inn is more customer-attracting rather than Six Senses.
Promotion: Quality, health, and environmental responsibility are the three main themes of Six Senses' marketing plan (Zhang et al. 2019). This brand uses social media platforms, and target marketing for its service promotion. On the other hand, Holiday Inn has a more conventional marketing strategy, depending on print and television commercials (Indah et al. 2019). In this particular factor, Six Senses has more competitive benefits than “Holiday Inn”, as in this digital age, digital marketing is more appropriate.In order to reaching out to more customers “Holiday Inn” brand has to adopt digital marketing in their promotion.
Place: The hotel chains of “Six Senses” are mostly found in opulent locations like Maldives, Seychelles, and Thailand (Sixsenses.com, 2019). They provide a variety of lodging choices, such as resorts, suites, and residential properties. In comparison, “Holiday Inn” has hotel chains in different 100 countries, all over the world. This hotel has a service for high-profile people as well as leisure travellers (Khusaini and Fairliantina, 2022). This particular feature creates uniqueness for “Holiday Inn” and makes it an easy choice for any type of customer, rather than Six Senses. Apart from focusing on only economically developed places and countries hotels “Six Senses” can also increase their activity in important wellness tourist hotspots like Bali and Costa Rica. 
People: All the employees of the Six Senses are highly skilled as this hotel chain target to provide high-quality service to its customer. On the other hand, “Holiday Inn” gives its clients warm and helpful customer service. In this factor Six Senses has competitive benefit as this hotel has the quality to handle high to mid-profile clients through its customer service. 
Process: This factors a similarity has noticed for both the hotel brands as they place a high value on guest satisfaction by providing quick and easy registration and departure procedures.
Physical Evidence: Six Senses hotel gives its guests an affluent and sophisticated setting to its customers, whereas “Holiday Inn” offers its clients a cosy and convenient atmosphere. 
[bookmark: _Toc135300371]Discussion of the STP procedure of the two companies
Any multinational company uses the STP strategy for developing an effective marketing strategy that will able to ensure revenue and maintain their sustainable position. As per the view of Kalam (2020), STP analysis helps to create effective business ideas and adequate marketing strategies after deciding a suitable target market for any company within a specific area. This part of the study is going to compare the STP of “Six Senses” and “Holiday Inn”.  
Segmentation: The segmentation technique used by “Six Senses” is aimed at upscale travellers that value originality, sustainability, and well-being. Economically well-established people and families are this company’s primary customer base (Piuchan and Prachansit, 2019). The company targets clients that value morality and the environment. In comparison, the hotel “Holiday Inn” focuses its segmentation approach on travellers on a tight budget who value ease of use, comfort, and budget-friendly travel (Rafahat, 2022).  Families, and vacationers looking for affordable lodging without compromising comfort and facilities make up the brand's primary demographic. 
Targeting: The target market of “Six Senses” includes high-end travellers looking for opulent, individualized, and experienced travel. The marketing approach for the company is centred on offering distinctive experiences that link tourists to the natural world, culture, and wellness (He, 2021). On the contrary, “Holiday Inn” offers to travellers with limited funds and who are looking for economical and luxurious lodging. 
Positioning: The positioning strategy of “Six Senses” places a strong emphasis on its expensive, long-term viability and leisure services. The company markets itself as an exclusive and one-of-a-kind vacation experience (Akbari et al. 2021). The company also makes an effort of encouraging sustainable practices, such as promotion of local and environ-friendly products. On the other hand, the brand “Holiday Inn” places a strong emphasis on its accessibility and cost in its marketing approach (Ihg.com, 2019). The company offers itself as a trustworthy and affordable choice for tourists looking for easy and pleasant lodging. 
[bookmark: _Toc135300372]Differences between marketing communication Strategy
The concept of communication strategy can be well defined by the 4C marketing strategy. As per the view of Abedian et al. (2022), the effective comparison of the 4C of the two brands helps to gain ideas about differences among marketing and business strategies. The 4C comparison between “Six Senses” and “Holiday Inn” involves four pillars Customer, Communication, Cost, and Convenience. 
Customer: Six Senses places an enormous value on the client experience by offering individualized, lavish amenities that take into account each visitor's particular demands and desires. In contrast, “Holiday Inn” is committed to offering consistently high-quality services to a broader variety of clients, especially families, business travellers, and travellers on limited funds (Amador and Estember, 2021). Hence, in attracting client’s attention “Holiday Inn” has more commutative benefits within the hospitality industry of the UK.
Cost: The hotel chain “Six Senses” is renowned for its posh luxury amenities and services, which have an expensive price tag. On the other hand, the hotel “Holliday Inn” is the best for bargains and it offers a variety of cost-effective solutions to its customers (Hultman et al. 2021). Through offering a budget-friendly travel experience “Holiday Inn” is capturing a superior position than “Six Senses” in the hospitality industry of the UK.
Convenience: Both these specific hotel brands give a high emphasis on customers’ convenience by offering a variety of services such as eating alternatives, health centres, and venues for events. Although “Holiday Inn” offers more uniform facilities throughout each of its facilities, whereas hotel “Six Senses” concentrates on offering distinctive customer experiences that are in line with its corporate principles, such as environmentalism and healthcare.
Communication: The hotel chain “Six Senses” gives its focus a strong emphasis on luxurious goods, good health, and long-term viability through its advertising and marketing initiatives. On the other hand, the hotel “Holiday Inn” for marketing its service in the UK hospitality service gives focuses on regularity, dependability, and quality in its advertising.  
[bookmark: _Toc135300373]Conclusion
This overall study has created an effective comparison between two multinational hotel companies such as Holiday Inn and Six Senses, to understand the differences between their marketing and business strategies. This study has included a PESTLE and SWOT analysis to gain details idea about its internal and external situation of both hotel brands. This study has discussed the STP strategy of these two brands to get an idea about the procedure for selling the services of these companies to their target segments. This paper has also examined the communication strategy differences between these two brands with the help of the 4C strategy. After establishing a detailed comparison this study has suggested some effective recommendations for the future growth of these companies. 
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Appendix
PESTEL analysis 
	Factors
	Description
	Impact

	Political
	· High political stability
· Democratic government
	Positive

	Economical
	· High GDP growth rate $3.19 trillion in 2021(Ons.gov.uk, 2022)
· Reduced unemployment rate
	Positive

	Social
	· High population, 66 million in 2021(Ons.gov.uk, 2022)
· Effective product consumption rate
	Positive

	Technological
	· Efficient technologic availability
	Positive

	Legal
	· Use employment Act 1960 (Legislation.gov.uk, 2023)
· Consumer protection Act
	Positive

	Environmental
	· Climate change is irregular
· Adverse environment
	Negative


Table 2: PESTEL analysis
(Source: Self-Developed)
The above PESTLE analysis gives a details idea that Political, Social, Economic, and Technological factors of UK create positive circumstances for both the Hotel chain, and only Environmental factor can slightly affects their business.  
SWOT analysis
	Factors
	Six Senses
	Holiday Inn

	Strength
	·  The luxurious and upscale brand
· Focus more on sustainability practices (Sixsenses.com, 2019)
· Unique products
	· Strong brand recognition
· Affordable products
· Strong loyalty program (Ihg.com, 2019)

	Weakness
	· Limited target market (Kalam, 2020)

	· Limited focus on sustainability (Indah et al. 2019)

	Opportunity
	· Growing demand for eco-friendly and sustainable tourism
	· Increasing demand for digital solutions and technologies

	Threat
	· High market competition (Zhang et al. 2019)
	· Political challenges


Table 2: Comparative SWOT analysis
(Source: Self-Developed)
Above comparative SWOT analysis gives a details idea about both companies Strength, Opportunities, Threat and Weakness matter. 
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