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Introduction
This report is designed to compare the marketing methods of two different international hotel brands: Moxy and Six Senses. Moxy Hotels introduces Marriott International's brand-new boutique hotel concept with a focus on millennials. As a result, the Moxy typically combines high-quality services with cutting-edge, trendy designs at an affordable price. The hotel brand primarily caters to leisure travelers. Marriot International and Inter Hospitality Holding are the two main players that makeup Moxy hotel. While Marriot International currently operates approximately 4000 hotels, Inter Hospitality Holding is credited with the value of designs and contributes to its outstanding construction designs (Wang and Chung, 2015). As a result, the brand aims to meet the needs of millennial travelers who are looking for distinctive and memorable travel experiences (Wang and Chung, 2015). 
Six Senses has gained a worldwide following since its establishment 15 years ago thanks to its distinctive offering of high-quality, committed hospitality based on staff members' intuitive, anticipatory, and concerned attention to each individual guest. Six Senses has locations throughout the world, including South and North America, Asia, Europe, and the Middle East (Stombelli, 2020). In each of its locations, the authentic and inviting style, natural elements, tranquility, and one that is in tune with the environment of the area are all displayed. It has 29 Six Senses Spas located throughout South America, Asia, and the Caribbean (Stombelli, 2020).
Comparison of Marketing Methods of Both Hotels
Market segmentation and target marketing are two of the most important aspects of marketing (Khan et al., 2018). The process of separating a large market into smaller groups and selecting one or more segments is known as market segmentation. A set of market segmentation used to influence the target customers is referred to as a target market. According to George (2021), Moxy influences its clients based on their requirements. The hotel's management focuses on a particular group of customers and caters to their requirements. Customers who enjoy traveling and desire opulent hotel service are attracted to them. The best accommodations for international travelers, particularly leisure travelers, are available at Moxy hotels (Bowen and Chen McCain, 2015). This is due to the fact that leisure travelers typically seek a fascinating and priceless experience during their stay. Moxy Hotels' main goal is to make a significant social space more comfortable, fun, and stylish. However, there are a few issues that the hotel should emphasize to a business traveler. Even though business travelers also need a fancy experience because they're out for business, the Moxy hotels put a lot of emphasis on elegant lifestyles and are therefore concerned about people out for recreational activities. In order to improve consistency, hotels have increased significant investments in the majority of their brands, from high-end luxury brands to budget segments. One of the hotels that have focused on a lot of different market segments is the Moxy Hotel. The first market segment on which the Moxy Hotel focuses is travel and tourism services. This is especially true for visitors coming for recreational activities, who can assist others in the area. That is to say, a few buses and taxis are waiting to take people to where they want to go. For instance, the hotel is able to provide these services, so guests who have stayed there won't have to look for new ways to get around (Bowen and Chen McCain, 2015).
Moxy Hotels' catering department is in charge of creating menus, particularly for guests' most popular dishes. The catering department may have developed a menu that includes appetizers, sandwiches, and other meals that meet the client's preferences. However, because people may have a wide range of preferences and allergies, the department makes sure that customers have a choice (Wang and Chung, 2015).
In addition, the department is tasked with ensuring absolute quality, which entails enforcing hotel hygiene regulations and providing individuals with guidelines that might assist them in adhering to industry principles. Last but not least, they were involved in creating staff rotas.
In many nations, eating outside the home has become increasingly important. Price is one of the factors that customers consider when making food choices.  In his research Kretschel (2021), found that consumers in Korea and the Philippines valued price. As a result, one of the catering promotions will include a price promotion. This could mean offering substantial discounts on popular foods or even introducing new foods. In this way, the catering department will improve its market price penetration strategy. The referral bonus is the second kind (Pyo, 2015).
Customers have the propensity to trust the experiences of others, so rewarding referrals with bonuses will boost motivation. Last but not least, creating a brochure that addresses the specific requirements and wants of the target audience is essential. A wedding client's advertisement for insane might include important details like pricing and requirements for the venue (Pyo, 2015).
On the other hand, Six Senses is a large chain of five-star hotels that focuses on exotic, far-flung locations all over the world and strongly advocates a culture of sustainability and rejuvenation (Silva, 2018). The resort chain clearly defines its target market in terms of sociodemographics because it places a high value on customers like families and the Millennial generation. Because it is performed under the client's lifestyle and personality traits, such as openness to change or neuroticism, the psychographic aspect plays a crucial role in Six Senses' market segmentation (Le, 2011). Six Senses caters to couples by creating a serene and romantic setting. As a result, couples select the resort to mark weddings, anniversaries, and other significant occasions. We are able to describe the marketing strategy for millennials, families, and couples after identifying the target groups. The hotel's strategy is known as "differentiated and concentrated" (Niche) marketing, and it is based on the offers, values, and target groups of the hotel (Chung et al., 2004). Millennials are often very open-minded, very curious, and influenced by sustainability. They are always looking for new experiences and intellectual growth. We can summarize the analysis by describing the marketing or buyer persona, which depicts an ideal client based on his needs. As a result, the Persona, who is between the ages of 20 and 25, is worn out from Megapolises' constant emissions and high temperatures and is looking for peace and privacy to fully relax (Alhassan and Sakara, 2014). The persona enjoys rejuvenation and restoring packages like "eat with six senses" and "Sleep with Six Senses," and is adventurous and curious about new activities and cultural experiences (Guillet and Kucukusta, 2016). Lastly, the Persona is very supportive of sustainability and shows respect for nature.
Moxy is focusing on green marketing and messaging in order to improve sustainability. The company is focusing on an online menu system as a means of reducing waste (Aznar et al., 2016). In an effort to reduce the overuse of bottles, it is providing free wine from the tap. According to Landau (2020), it recycles a variety of electronic items, including wires, lights, and the telephone. The hotel is concentrating on energy conservation to cut down on carbon emissions. In order to maintain its position in the market and ensure a sustainable environment. Six Senses Hotel and Spa employ green marketing strategies. The company's primary goals are to reduce waste and conserve energy. It has launched a three-part green program (Guix et al., 2017). Green housekeeping, green certification, and green toolbox are examples of these. By 2025, it wants to eliminate plastics, use cage-free eggs, and 100% renewable energy, as well as save 15% of the organization's water consumption.
Moxy. has decided to temporarily fire some employees in light of the worldwide covid-19 pandemic in order to reduce operating expenses. To find a solution, it is concentrating on the R&D department (Guix et al., 2017). In order to assist employees, the company has established an alumni association. Customers' health and safety are being protected by Six Senses (Guix et al., 2017). It is focusing on technology to contact customers and reduce the virus's impact. Both businesses are attempting to acquire new customers. Due to the global pandemic, they have experienced significant financial losses.
Conclusion
An organization's primary focus should be on marketing in order to maintain market dominance and increase its share of the market. A business that employs a marketing strategy in an effective manner can easily attract customers and cultivate brand loyalty. Every business must use technology to carry out marketing activities in order to keep up with the times. To influence customers, it may employ the extended marketing mix, market segmentation, market positioning, market targeting, and green marketing. This report discusses the comparison of the marketing strategies of two international brands Moxy and Six Senses. Both of these hotels target a specific segment of customers and use different marketing segment strategies to enhance their customer base. Moreover, both of these brands also focused on the sustainability approaches and are using green messages and online messaging to attract new customers. At the end of the report the impact of COVID-19 on both hotels have also been discussed briefly.
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