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[bookmark: _Toc127041787]Introduction 
Marketing is a very important part of the business which helps in generating revenue and thus profit. The method of marketing has changed in recent times. Considering this factor, the study will discuss the marketing method followed by Moxy and Six Senses. In this context, marketing choice, current market position, and segmentation and targeting of both hotels will be elaborated. Marketing communication, marketing consideration, and marketing message was given by the two hotels will be included as the part of the discussion. Followed by that, Similarities and differences in marketing strategies and marketing mix of the two brands will be addressed in this study as well. 
[bookmark: _Toc127041788]Discussion 
Marketing choice 
Six senses hotels and resorts Spas is considered to be on a journey of possibility and growth as it significantly expands, it is considered to announce five unique opportunities. The hotel has recruited a total of five directors of sales as well as marketing to the group and the organization specifically focuses on physical as well as digital marketing, In this regard, the company significantly believes in the process of online communication through their chat-service operation and the new website of the company also helps specifically with the purpose of consumer engagement (Six senses 2021). On the other hand to target the millennial travelers Moxy also uses a unique marketing approach or a choice of marketing. The marketing group relies strongly on the social media marketing approach where the company posts beautiful images on social media for example, on Instagram and Facebook (Hospitality-On 2021). The decision to invest more on the social media marketing is the experience of the company of the impact of the digital marketing in tourism and hotel industry. 
Current market position 
Six Senses follows the Customer service positioning strategy. Considering this factor, it can be said that the brand tries to increase its base of customers. This is a reason for which it is not only focused on high prices. It is not possible to afford a high price for most of the customers (Rua and  Santos, 2022). The impact of the current pandemic situation is also considered by the brand.   
On the other hand, the Price-based positioning strategy is followed by Moxy. The brand is confident about the services that it renders to its services. This is one of the main reasons for which it can keep the price so high (Katsikeas et al. 2020). In this context, it is important to mention that the base of the customer of this brand is not very low. 
Segmentation and targeting
There are different ways through which the market can be segmented. In this regard, it can be said that the market segmentation process of both brands is similar. More specifically, it can be said that behavioral and psychographic segmentation processes are followed by both. Mental and emotional factors of customers are considered under psychographic segmentation. On the other hand, shopping habits, the attitude of customers, and benefits seeking are considered under behavioral segmentation processes. 
In this context also it is important to mention that the targeting strategies of Six Senses and Moxy are quite similar. This is because of the nature of the services provided to the customers. However, Moxy is also focused on Custom Audience Targeting and Retargeting and therefore it is very much focused on different kinds of social media (Liu et al. 2019). 
Marketing communication 
Six Senses use both traditional and modern approaches to communication. After providing services to the customers, it asks about the services. After getting feedback from them, the brand suggests the customers to recommend the other person to use their services. Six Senses thinks that this traditional way of marketing is helpful to engage the customers with their services for a longer period of time. At the same time, customers can provide their feedback on the website and Facebook pages of this brand (Smith and Zook 2020). 
In the case of Moxy, it can be said that a totally modern process is followed. After rendering services to the customers, a tablet is provided to the customers. Through this digital gadget, feedback is given by customers.  They are asked to suggest as well. If any customer is not able to give their feedback on their own, the staff help in this respect. Those feedbacks are very much helpful in the process of marketing communication. 
Marketing consideration  
Six Senses is currently facing sustainability issues in marketing. Employee turnover is a common problem in most of the industries and Six Senses is also not an exceptional case in this respect. As it does not have a sufficient number of employees who can execute marketing plans in a proper way, customers remain dissatisfied in many cases (Rua and  Santos, 2022). In order to overcome the issue, the hotel company may need some time. 
Moxy is facing contemporary issues of marketing and it is managing big data. This brand is very much focused on scratch work. It is focused on not only mitigating the exact demand but also to create artificial demand (Dash et al. 2021). Therefore it incorporates a large volume of data. However, it does not incorporate modern technology to manage large volume data in a proper way. 
Marketing message was given by two hotels 
Six Senses gives the message to the customers that they can get quality of services at a reasonable price. It will help them in mitigating their problems from the root (Tong et al. 2020). The price was quite high at the time of inception but the strategy has been changed to a certain extent to beat the competition. 
Through marketing, Moxy wants to give the message that they can get different kinds of services which not only help in mitigating the current issues but also give the assurance of not occurring the problem for the second time. The brand factor is established in this way. 
Marketing mix 
Six Senses follows the 4 ps marketing mix. The elaboration is as follows. 
Price: Considering the  price of services of Six Senses, it can be said that both reasonable and premium pricing is followed by the company. 
Place: The outlets of Six Senses are in renowned areas and it is one of the most effective reasons to grow within a very short span of time. 
Promotion:  In the era of digitalization both traditional and digital marketing are followed by the hotel for promoting their services. 
Product:   The hotel is very much focused on the recruitment process for providing premium services to customers (Nikbin et al. 2022).  
Moxy follows the 7 ps marketing mix.
Promotion: Moxy is very much focused on digital marketing, especially on social media marketing. 
Place: International expansion of the brand helps in generating quick revenue. 
Price: The price of most of the services is quite high but it renders quality services to the customers.  
Product: The number of services has increased in the present times and it helps the company to be ahead in the competitive edge. 
Physical evidence: Well trained staff and branding can be mentioned in this context. 
People: The target customer of Moxy is those who are willing to pay a very high price for quality service. 
Process: Moxy is very much focused on research for mitigating the exact demand for customers (Housden, 2008).   
Similarities and differences in marketing strategies 
Considering similarities, it can be said that both brands are focused on digital marketing. In this context, it is important to mention that both brands prefer social media marketing most to digital marketing. This is because a lot of people are associated with different social media in recent times and it will increase more in the future (Clow and Baack, 2013).
Under differences, it can be said that the traditional form of marketing is considered by Six Senses but it is totally avoided by Moxy. This particular is focused on the creation of artificial demand as well but this is not followed by the first brand. 
Based on the discussion some solutions are needed to be recommended which is good for potential future growth and to overcome the recent marketing issues.
Employees play a very important role in the process of successful implementation of marketing plans. Therefore the proper focus should be given to the recruitment process. Motivational factors need to be upgraded by both hotels (Katsikeas et al. 2020).  
The business environment changes due to the pandemic situation and the BREXIT event. Therefore Moxy should bring some changes in their pricing strategies. The changes should be brought under suppler selection as well because the political factor will not be resolved within a very short span of time. 
[bookmark: _Toc127041789]Conclusion 
Based on the above discussion, it can be concluded that there are similarities and dissimilarities regarding marketing strategies between Six Senses as well as Moxy. However, both are successful in creating their market position. The price is quite high for the services provided by Moxy. It needs to be changed to a certain extent because there are some services which are exclusively provided by this hotel only. The discussion in the above section denotes there are differences in marketing communication as well which may be changed for both hotels. Segmentation and targeting strategies are the same for both hotels. 
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