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Introduction: 
The global business industry underwent a profound transition following the COVID-19 pandemic and the Ukraine war, and the operational policies of many business organizations were seen to change during this time. This instability within the business industry was seen to seriously impact the growth and development of business. New business initiatives were not being undertaken as well. This was seen to substantially impact the revenue collection of operating businesses (Ioannou and Dukes, 2021). 
The main aim of this essay is to study two businesses, Six Senses, and Moxy that operate within the hospitality industry. Both of these businesses operate in the United Kingdom market. This industry took the worst hit during the pandemic, as it was not suited to become a remote business (Ghauri, 2014). The different aspects of these businesses are thoroughly studied in the following sections of the essay. 
 
















Company Overview: 
Moxy is a multinational hotel business that operates in the United Kingdom. The owners declare their hotels to be ‘playful, affordable and stylish.’ Moxy has penetrated a number of the high-demand market in their industry of operation (Houdsen, 2008). Moxy was one of the strongest players, however, following the pandemic, the business was seen to lose its footing. The existing resources of the business were seen to help pull it through this time of disruption of business operations. Currently, Moxy is operating in many countries, including the United Kingdom (Chaffey and Ellis- Chadwick, 2019). They have utilized the strategy of globalization to their advantage by utilizing social media platforms as a marketing tool. It should be mentioned here that Moxy is a pioneer within this field as it occupies hotels in the most prominent destinations across the globe. Moxy was purchased by Marriot, which is also a strong player in its area of operation. 
On the other hand, Six Senses Spa and resort in the United Kingdom was seen to face the same problem as well. The name of this business talks about a Sixth sense that is proprioception. It allows for understanding human bodily movements. Even Six Senses were purchased by IHG, which is a chain of luxury hotels in many countries around the globe. Six senses were also seen to take a hit following the COVID-19 pandemic. However, they recovered quickly and are now operating at full throttle (Canhoto and Wei, 2021). 
Even though these two companies operate in open markets, their target customer base is not the same. Six Senses caters to a more sophisticated customer base as compared to Moxy. But Moxy offers an excellent environment that helps rejuvenate a visitor. Many have claimed that the customer service of Moxy is significantly better than that of Six senses (Kotler and Kartajaya, 2017). The amenities that are made available for the guests are more in number at the Six senses. Moxy offers a quaint view and calming atmosphere. 
Marketing Mix: 
The marketing mix refers to the set of actions, or tactics, that a company uses to promote its brand or product in the market. The 4Ps make up a typical marketing mix - Price, Product, Promotion, and Place. The term "marketing mix" is a foundation model for businesses, historically centred around product, price, place, and promotion. The marketing mix has been defined as the "set of marketing tools that the firm uses to pursue its marketing objectives in the target market. 
Moxy: The product that Moxy offers to their customers as a business organization is their luxury hotel rooms in the United Kingdom, as well as other countries. The prices of these rooms are approximately £100-£150 per night in United Kindom depending on the season these prices may be higher. Moxy is one of the forerunners in their area of operation and is known to have hotels in excellent locations, both in the United Kingdom as well as in other countries. Moxy also has a strong team that helps in creating marketing content and promoting the business across the globe. Digital marketing is one of the new tools that the marketing team is currently using to reach out to a global customer base. 
The Six Senses: This particular brand is seen to have a huge reputation in the global hospitality industry. This multinational hotel chain is located on multiple continents are under the operation of IHG hotels, which are pioneers in their field. The approximate cost of hotel rooms is around £1490, which is higher than that of Moxy, but these prices are seen to change based on the location of the hotel and the room. Six Senses as a brand has purchased several different hotels in London, United Kingdom. This business uses campaigns and televised promotions to reach out to its customers. 
Segmentation: 
Segmentation may be defined as the different characteristics that an individual must possess to become a target customer for a product or service. The four aspects of segmentation are psychographic, demographic, geographic, and behavioural. However, the segmentation strategies for both the Six Senses and Moxy are quite similar (Kotler et al., 2020). 
Individuals who are keen on travelling or have to travel to multiple locations for their work are considered to be targets for these businesses. If they are located in the United Kingdom, promotional activities from both businesses will target them. Sophisticated and financially well-off customers are chosen (Clow & Baack, 2013). 
Similarities and Dissimilarities: 
Moxy: The product that Moxy offers its clients as a business organization is good quality hotel rooms in the UK and abroad. Rates for these rooms are approximately £100-150 per night. Moxy is one of the pioneers in its business and is known for having hotels in prime locations both in the UK and abroad (Filimonau and Mika, 2019). Moxy also has a strong team to help create marketing content and drive business globally. Digital marketing is one of the new tools the marketing team is currently using to reach a global customer base.
Six Senses: This particular brand has a great reputation in the global hospitality industry. This international hotel chain, present on many continents, is managed by IHG Hotels, pioneers in their sector. The approximate cost of hotel rooms is around £1000-2000, which is slightly more than Moxy (Smith PR & Zook, 2020). However, these prices vary depending on the location of the hotel and the room. Six Senses has purchased several hotels in London, UK. This company uses television campaigns and promotions to reach its customers.
Segmentation can be defined as the various characteristics that a company must possess to become the target customer of a product or service. The four aspects of segmentation are psychographic, demographic, geographic, and behavioural. However, the segmentation strategies for Six Senses and Moxy are quite similar (Bowie et al., 2017). People who want to travel or need to move to multiple jobs are considered targets for these companies. in the UK, the advertising activities of both companies are aimed at them. Experienced and financially affluent clients are selected.
Recommendations for Future Growth: 
For both of these businesses to grow and develop in the future, several effective strategies were needed. A few such strategies are outlined and discussed below. 
●	Utilization of digital marketing: In the current business market, digital marketing has become the most effective promotional tool (Zientara, Adamska-Mieruszewska and Bąk, 2022). Both organizations should tap into this new finding, and create their own social media presence. This will help the business reach out to several different customers from different cultures and backgrounds. It also helps the management in identifying the needs and demands of their target customers. 
●	Providing discounts and offers: For these businesses to find their footing following the pandemic, they need to reach out to their existing customers as well. These customers are to be rewarded for their loyalty, through discounts and travel offers. This strategy will be extremely useful for retaining customers (Wood, 2020). 
●	Becoming more cost-effective: Both businesses are luxury businesses and are seen to offer their customers high-class amenities. To regain their footing, these businesses might cut their costs in this area. Reaching out to individuals who have to travel regularly will also help this endeavour (Jobber and Ellis-Chadwick, 2020). 
The global business industry underwent a profound transition following the COVID-19 pandemic, and the operational policies of many business organizations were seen to change during this time. This instability within the business industry was seen to seriously impact the growth and development of business. New business initiatives were not being undertaken as well. This was seen to substantially impact the revenue collection of operating businesses. 
 
Conclusion: 
In conclusion, it can be seen that the main aim of this essay is to discuss the changes that the hospitality industry in the United Kingdom. The two companies that were chosen for this essay are Six Senses and Moxy. Both of these businesses are quite successful and have currently reopened following the pandemic. The strategic differences between the two businesses have been thoroughly studied in this report. The marketing mix for both chosen companies was studied and the segmentation process was analyzed. 
Based on the findings from this study, the similarities and dissimilarities between the two businesses were identified. A few strategies have also been recommended that will further help in the growth and development of the same. The study revealed that both companies changed drastically following the COVID-19 pandemic, and are currently trying to boost their revenue collections. 
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