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[bookmark: OLE_LINK1][bookmark: OLE_LINK6]An introduction to your multinational hotel brands.
Six Senses and Moxy are two multinational hotel brands operating in the hospitality industry. Six Senses is a luxury wellness brand that prioritizes sustainable and eco-friendly practices, while Moxy is an elegant, affordable hotel brand targeting the millennial market. Both brands have a strong global presence and offer unique experiences to guests.
[bookmark: _Toc127029800]Main Body
[bookmark: _Hlk127029884]The marketing choices they have made and the directions they have taken within marketing.
Six Senses and Moxy have taken distinct approaches to their marketing strategies, which have evolved over time. Six Senses has a long history of prioritizing sustainable and eco-friendly practices, which is reflected in its marketing choices. The brand uses the marketing mix to communicate its commitment to wellness and sustainable tourism. It heavily emphasizes experiential marketing, showcasing its unique and luxurious offerings, such as spa treatments and yoga classes, to appeal to guests who value wellness and relaxation (Jain and Yadav, 2017). Moxy, on the other hand, has taken a more strategic approach to its marketing mix, targeting the millennial market with its affordable and chic offerings. The brand uses a mix of traditional and digital marketing techniques, such as social media and influencer partnerships, to reach its target audience. Moxy's marketing approach is centred around its unique brand identity and the concept of "affordable chic," which is reflected in its marketing messaging and campaigns.
When it comes to brand messaging, Six Senses places a strong emphasis on its commitment to sustainability, eco-friendliness, and wellness. The brand uses images of natural landscapes and highlights its eco-friendly initiatives in its marketing materials. On the other hand, Moxy uses bold and playful graphics to convey its "affordable chic" brand identity. The brand often incorporates humour and a fun, youthful energy in its marketing campaigns to appeal to its target audience (Mullin, 2018). Both Six Senses and Moxy have been successful in utilizing the situational analysis tools to effectively market their products and services. While Six Senses has a more traditional approach to marketing, relying heavily on experiential marketing, Moxy has been able to successfully target its audience through a mix of traditional and digital marketing techniques. The two brands have different target audiences and marketing goals, but both have been successful in effectively utilizing the situational analysis tools to reach their desired audience.
Six Senses has a strong focus on the 4Ps of the marketing mix - product, price, promotion, and place. The brand offers unique and luxurious wellness experiences, such as spa treatments and yoga classes, as its product. Six Senses has positioned itself as a luxury brand, with prices to match, and promotes itself through experiential marketing and sustainable tourism initiatives. Its physical locations are carefully chosen to be in harmony with their natural surroundings, emphasizing its eco-friendly values (Kingsnorth, 2022). Moxy, on the other hand, has a more dynamic approach to the marketing mix. Its product is affordable, stylish accommodations targeted at millennials. Moxy positions itself as an affordable chic brand and promotes itself through social media and influencer partnerships. Moxy's physical locations are designed to be playful and energetic, reflective of its target audience and brand identity. Moxy also uses a mix of traditional and digital marketing techniques to reach its target market, including television and print advertising, as well as targeted online advertising.
[bookmark: _Hlk127029897]Their current market positions. What marketing strategies they use now.
Six Senses and Moxy both use segmentation, targeting, and positioning (STP) to effectively reach their target audiences. Six Senses has segmented its market based on consumers' values and preferences for sustainable tourism and wellness experiences. The brand targets high-end consumers who value luxury and eco-friendliness, and positions itself as a leader in sustainable and wellness-focused hospitality (Andaleeb, 2016). Moxy, on the other hand, has segmented its market based on demographics, specifically targeting millennial travellers who value affordability and style. Moxy positions itself as a provider of affordable chic accommodations and targets its marketing efforts towards young, budget-conscious travellers.
When it comes to marketing communications, both brands use a variety of techniques to reach their target audiences. Six Senses utilizes experiential marketing to showcase its unique offerings, such as spa treatments and yoga classes, to high-end consumers. The brand also heavily emphasizes its commitment to sustainability in its marketing efforts, appealing to consumers who value eco-friendliness. Moxy, on the other hand, uses a mix of traditional and digital marketing techniques, such as social media and influencer partnerships, to reach its target audience of millennial travellers (Ezeh, 2017). Moxy's marketing efforts are playful and energetic, reflecting its brand identity and appealing to its target audience. Both brands have been successful in their STP and marketing communications strategies and have solidified their positions in the market. Six Senses is viewed as a luxury wellness brand, while Moxy is known for its affordable chic offerings. Both brands continue to adapt their marketing strategies to reach their target audiences and stay relevant in an ever-changing market (Sharma et al., 2021).
[bookmark: _Hlk127029954]What considerations have they made within their marketing regarding Sustainability/Social/Geopolitical/Contemporary issues.
In recent years, sustainability, social, geopolitical, and contemporary issues have become increasingly important considerations within marketing. Both Six Senses and Moxy have taken these considerations into account in their marketing strategies. Six Senses has made sustainability a core part of its brand identity and marketing efforts (Hoffman and Bateson, 2016). The brand has positioned itself as a leader in sustainable tourism and wellness, promoting its eco-friendly initiatives and sustainable practices in its marketing communications. Six Senses also actively promotes sustainable travel and wellness practices to its guests, encouraging them to live more sustainably both during and after their stay.
Moxy, on the other hand, has taken a different approach, prioritizing affordability and style in its marketing efforts (Park, 2020). Although Moxy also incorporates sustainable practices into its operations, it has not made sustainability a central focus of its marketing strategy. In terms of social and geopolitical considerations, both brands have taken steps to be culturally sensitive and inclusive in their marketing efforts. Six Senses, for example, offers wellness experiences that cater to diverse cultural and spiritual practices, promoting inclusiveness in its marketing efforts. Moxy also prioritizes diversity and inclusiveness, promoting a playful and energetic brand identity that appeals to a broad range of travellers.
Finally, both brands have taken contemporary issues into consideration in their marketing strategies. For example, the COVID-19 pandemic has affected the travel industry, and both brands have adapted their marketing efforts to address these challenges. Six Senses has emphasized its commitment to health and safety in its marketing communications, while Moxy has emphasized its affordability and adaptability, appealing to budget-conscious travellers who are looking for safe and affordable travel options (Amira and Fitriasari, 2021).
In terms of similarities and differences in the respective marketing strategies, Six Senses has made sustainability a central focus of its marketing efforts, while Moxy has prioritized affordability and style. To develop and enhance their marketing activities, Six Senses could consider incorporating more humour and playfulness into its marketing efforts, appealing to a wider range of consumers. Moxy could consider incorporating sustainability more prominently into its marketing strategy, appealing to consumers who prioritize eco-friendliness (Išoraitė, 2016).
[bookmark: _Hlk127029992]What marketing messages are being given to their customers now, how have they changed over time?
The marketing messages of Six Senses and Moxy have evolved over time, responding to contemporary concerns and changes in the hospitality market. In recent years, Six Senses has positioned itself as a leader in sustainable tourism and wellness, promoting its eco-friendly initiatives and sustainable practices in its marketing communications. This messaging has become increasingly important in light of growing consumer concerns about the environment and sustainability. In response to the COVID-19 pandemic, Six Senses has emphasized its commitment to health and safety in its marketing messages, assuring potential guests that their well-being is a top priority (Vassileva, 2017).
Moxy, on the other hand, has emphasized affordability and style in its marketing messages. The brand has positioned itself as an affordable and stylish option for budget-conscious travellers. In response to the COVID-19 pandemic, Moxy has emphasized its affordability and adaptability, appealing to budget-conscious travellers who are looking for safe and affordable travel options. Moxy has also incorporated health and safety messaging into its marketing efforts, assuring potential guests that the brand is taking all necessary precautions to protect their health and well-being (Chernev, 2018). In terms of geopolitical events and industry changes, both brands have had to adapt their marketing efforts to address these challenges. For example, recent geopolitical events in Ukraine and other regions have affected the travel industry, and both brands have had to adapt their marketing efforts accordingly. The COVID-19 pandemic has also had a significant impact on the travel industry, and both brands have had to adapt their marketing messages to address these challenges.
[bookmark: _Toc127029801]Conclusion 
In conclusion, Six Senses and Moxy have used situational analysis tools and STP to effectively market their products and services. Six Senses is a luxury wellness brand that prioritizes sustainability and eco-friendliness, while Moxy is an elegant, affordable hotel brand targeting the millennial market. Both brands have taken sustainability, social, geopolitical, and contemporary issues into account in their marketing strategies, and have solidified their positions in the market. 
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