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Introduction
The essay here will analyse marketing strategies for two hotels – Six Senses and Moxy Hotels in terms of segmentation and targeting the customer. The essay will include marketing strategies used by the hotels and the marketing mix analysis of the 4Ps. The comparison will also include Pestle analysis and contemporary concerns in the hospitality market. The environmental factor and green message in the hospitality marketing will also be discussed in the following essay. 
Main Body 
The customer value-marketing strategy include customer targeting, market segmentation, positioning and differentiation. Those elements create a value for target customers.  According to Philip Kotler et al. (2020, p. 199) market segmentation distinct the customer needs and behaviour by their resources, locations, and buying habits. Here, the marketing is primarily concerned with the demands of the target groups and collecting their feedback after deliver the correct message using the right communication channel (Blythe, 2019). Paid advertising, internet marketing, email marketing, and other marketing tactics are included in this marketing plan (Slootweg et al. 2018). The Six Senses is a luxury hotel chain, a part of the InterContinental Hotels Group PLC, and primarily advertise its hotel services using websites and social media. The chain also places a strong emphasis on its clients, encouraging them to visit their official website by offering a membership and points earning in the whole PLC Group. The target group for the Six Senses Hotels is those customers who promote and enhance holistic health and wellbeing (Silva, 2018). They are focused on themselves and care for surrounding environment, society and future generations. The millennial tourists, also known as Generation Y (Minner et al., 2019) who do not want to spend as much on a five-star hotel but do not like the design of less expensive hotels are the target market for the three-star Moxy hotels. The hotels are on economy segment and are developed together with IKEA for the Millennials’ target group. The digital marketing and the use of social media used by the hotel chain it is crucial due to the technological development and use of Instagram from the Y Generation. As the consumer satisfaction is based on what the guests expect and what is their feedback about the experience the chain is using new promotional approach such as virtual experience. 
The hotel industry needs to use marketing tools, strategies, and analyse the marketing mix in order to meet client needs and build stronger reciprocal relationships. The 4 p’s of the marketing mix are product, the price or promotion of it and the place of distribution. Here, the term "marketing mix" refers to identifying client demands or requirements and providing goods at prices that satisfy those needs. Singh (2012, p. 40) claims that choosing which goods or services would be offered at a particular price in various markets or hotels is part of the marketing mix. The marketing mix is a group of manageable factors that the business can utilise to affect the responses of the customers. The Six Senses are intended for the upper-class customers looking for wellness tourism, healthy lifestyle, spa and beauty, relax. The product is a luxury resorts and rooms with many kinds of extras, offering a variety of holistic wellness services that are complemented by the regional healing customs and directed by qualified therapists. The hotels are situated worldwide but mainly in Asia and the Pacific renowned destinations which are able to give true customs and authenticity, as well as a variety of landscapes that appeal to western tourists as exotic locations (Silva, 2018). The chain is offering promotions such as early booking discount and extended stay and provide more individualised experiences and programmes, which causes clients to spend less time in the room.
According to Hultiman et al. (2021, p. 542) the ability to choose a product according to customer demand is a competitive strategy used by the Moxy Hotels. The chain is attracting the budget travellers and mainly the young people from the Millennial generation under the moto “We love to play”. The product offered by Moxy is their unique vision through distinctive features, cheerful interior design, and chic communal areas. The small rooms with affordable prices let the guests to save on space. Other features at Moxy include a game room with vintage arcade games, shuffleboard, and a giant Jenga game (Catchings, p. 29). The 110 hotel chain properties are based in Europe, North America and Asia. The locations are in big cities such as New York City, Osaka, Seoul, London, Paris, Milan, and other cities offering shopping and entertainment opportunities. Moxy Hotels is offering dynamic prices based on customer demand (Bowie, 2017) and segmentation after the Millennials young people that are willing to travel more and have fun. The promotions are tailored to the needs of the travellers such as free wi-fi and shared areas such as shared meeting space, communal ironing room, snacks and beverages are available 24/7 and it is a pet friendly (Moxy Hotels, 2023). 
As a part of the macro analysis, Worthington et. al., (2018, p.7) claims PESTLE can be used "to analyse a firm's existing and future environment" as part of the strategic management process. Political factors that may influence the Six Senses services are the political instability and changes in national policies due to the Asian luxury hotel sector is expanding quickly (Cherapanukorn et al., 2014).  Economical - due to the expanding wellness trend, Six Senses also saw an increase in sales over the past few years, but it must examine each country's income level, inflation rates, and consumer spending habits. Social factors - the Six Senses Hotels is a leader and innovator in the field of sustainability, demonstrating that it is feasible to provide cutting-edge facilities and services while also demonstrating a strong commitment to the environment and local communities (Silva, 2018). The company is applying corporate social responsibility according to Cherapanukorn (2014, p. 198) to lessen the adverse consequences, which seems at odds with the notion that tourism aids in conservation and poverty eradication. The unique environments and cultures that guests experience is not meant to be experienced only once, as sustainability will ensure that future generations can continue to enjoy the Six Senses for years to come. Six Senses is also fully committed to the environment, and all its operations embrace this value. (Silva, 2018). Garnering numerous prestigious prizes for sustainable practises, including those from the PATA, ASSEAN, and Conde Nast. Technological responsibility for protecting the biodiversity and in particular marine conservation (Cherapanukorn et al., 2014). 
The political factor is a crucial component since it is affected by the national policies and governmental changes in taxes in every nation. Recession or inflation are two economic issues that may affect the Moxy hotel's profit or loss. The state of the economy and the global economic crisis may cause a decline in tourism next to the increased unemployment in the nations. Social factors, the hotel also has programs such as “Marriott Bonvoy” which offers their loyal customers a free stay at the hotel and includes discounts. With a design and sensibility geared for lower-budget, independent, and tech-savvy travellers, Moxy breakes the rulesof a conventional hotel stay. In 2022 the company launched reality experience in Asia Pacific hotels where every customer can create an avatar prior arriving in the hotel and can access the “Moxy Universe, play Beyond”. The virtual and the physical experience is starting from the 24/7 check in at the bar with a “Complimentary drink” where the guests can take a photo with their avatar and hashtagging #moxyuniverse (Marriott, 2023). Regulations, food restrictions, and an increase in VAT in the nations where Moxy Hotels operates are all legal issues that may have an impact on customer rates. IKEA and Marriott collaborated to develop the environment friendly Moxy brand. These hotels have chic accommodations with peaceful neutral colour schemes, unique local artwork, and environmentally sustainable structures (Bilgihan et al., 2015). Moxy values uniqueness, open-mindedness, and nonconformity with high-energy spaces such as terases, off-the-wall rooftop bar and ideal basecamp for those who are still youthful at heart to have fun in the city (Marriott, 2023). 
Understanding an organization's essential business environment is aided by both internal and external elements. The Six Senses Hotels is renowned for its luxury and has locations in many countries in the world, but the Asia’s are based the most renowned destinations of the chain. The Moxy hotels is in between hostel and three-star hotel betting to the innovative activities in the hospitality business for satisfaction the needs of the customers. Six Senses had the opportunities of expanding independently in the wellness market and export its knowledge outside of Asia. There is potential for the Moxy Hotels to expand into new markets, as well. A good segmentation will bring new chances for engagement with the business clients, those for weekend break and adventure lovers. The chain must continue developing the virtual experience outside of Asia Pacific due to the increasing AI development and customer demand for more playful experience. 

Conclusion
An understanding of the differences in the marketing strategies used by Moxy Hotels and Six Senses has been made possible by the macro and micro analyses of their respective business environments. Additionally, the essay identifies their current market position as well as the marketing techniques they have applied to draw in the market's ideal customer. The Moxy Hotel by providing modern design and unique virtual experience for its guests, and the Six Senses Hotels by conserving the local environments and cultures. Both have established customer-focused service plans that must result in customer satisfaction, repeat business, favourable reviews, and higher sales.
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