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Introduction

The following essay will provide a comparison of the marketing methods used by the multinational hotel brands Six Senses and Moxy. Six Senses is a popular brand which offers wellness spas, luxury resorts and five-star hotels to its guests. The brand manages sixteen hotels and resorts, and 25 spas in nineteen countries. Moxy is a brand that offers stylish, playful, and affordable hotels to the guest. To appeal to younger customers, particularly the so-called millennials Moxy offers a distinctive low-cost hotel experience and places more emphasis on the service than the product. The concept is to give young people a pleasant and upbeat environment in prime locations (Melissen et al., 2019). It has sixty experimental hotels open across Asia Pacific, North America, and Europe. The following essay will include a situational internal analysis of the hotels, their marketing mix and segmentation, targeting and positioning.
Main Body

Analysing the internal environment of a business helps it strengthen its core activities. It analyses the strengths, opportunities, weaknesses, and threats to a business (Pham, Dhir and Guillomet, 2022). The biggest strength of Moxy is its new concepts in which people are highly interested. Moxy is part of the Marriott Hotel group, so the financial support from its owner is it’s another big strength. The biggest strength of Six Senses is it is one of a kind. The strength of the respective hotel chain is it differentiates itself from its competitors by engaging in sustainability across all its hotel chains (Robinson and Novelli, 2017). The weakness of Moxy is that it lacks the conventional services usually provided by hotels, which may not be liked by customers. The weakness of Six Senses hotel is that even though the services of the hotel are a success but still its positioning and unique selling proposition are not defined clearly. The opportunity for Moxy hotel is that it has created a new niche market for itself and if it manages it well, the hotel will experience good growth in the coming years. The possible threats for Moxy are that it is still not settled into a three-star category which can create issues for customers in identifying its class. The potential threat for Six Senses is that the shortage of skilled workforce in some global markets may cause problems. The change in consumer behaviour may also be a threat to the existing supply chain of the hotel (Teoli, Sanvictores, and An, 2019).
From the above-discussed SWOT, it can be interpreted that the strengths and weaknesses are highly differ from one another. The major strength of Moxy is its financial support from its parent company Marriott. On the other hand, the greatest strength of Six Senses is that they are the major trendsetters and are counted among the biggest of their kind. In addition to this, the weakness of the firms is Moxy has failed to clarify its concept to its target customers while Six Senses does have not a clearly defined unique selling proposition and positioning firm (Cheng et al., 2021).
Moxy hotels and Six Senses Hotels are more prone to be affected by similar external factors as other subsidiaries of the respective industry. For instance, changes in Political factors like uneven international relations among countries it has a presence in, the danger of terrorist acts, or travel restrictions could cause a decline in customer turnover for both Moxy Hotels and Six Senses hotels and spas. Along with this, Economic factors like inflation, interest rates, and exchange rates of currencies could also influence the operations of respective hotels considering customer demands for their offered services. Apart, certain Sociocultural factors could directly impact the operations of Moxy and the Six senses altogether. These factors include changes in trends and customer preferences, buying and spending habits of customers etc. (Bruin, 2022). Taking consideration of Technological factors is another external force that could influence the business operations of both hotels in either way. Advancing and implementing updated and latest technology hardware and software could aid companies in relishing more productive outcomes and eventually gaining a higher competitive advantage in the industry (George, 2021). To operate feasibly in the industry both companies are required to comply with the Legal factors of the respective nations they operated their business in. Legal factors like regulations which are related to labour laws, health and safety, environment and employment etc. must be precisely taken into consideration to operate successfully. It is of utmost priority for Moxy and Six Senses hotels to consider environment-friendly procedures while performing their business operations. This includes taking measures according to changing climatic conditions of their respective location while commencing business. Adhering to environmental norms aids companies in building a positive brand image and creating an upper edge over their competitors (David and Creek, 2019).
Though factors like economic, social, technological, and legal factors remain the same with both companies while performing their business operations environmental factor differs as Six Senses hotels specifically target practices that are sustainable and environmentally friendly. Customers tend to get more attracted towards business which considers CSR activities in a current business environment.
To analyse the marketing plan of both Moxy hotel and Six Senses hotels, the Marketing mix as a tool is the most prominent approach to analyse their target markets. In context to Moxy hotel, though the company’s products are more obvious and like other competitors in the industry, Moxy distinguishes its products by offering unique services. For example, Moxy offers free accessible Netflix accounts in their rooms and promises to deliver comfort which is at par with other boutique hotels in the segment (George, 2021). Also, Moxy positions its pricing strategy below its competitors against rendered services like hotel rooms and party lounges. Offering basic needs and wants to be combined with luxury at affordable prices enables Moxy hotels to stand out as a niche price-segmented hotel. Coming to their promotion strategies, Moxy hotels are keenly focused on the use of digital marketing tools like social media to attract their targeted customer base mainly youth or a younger generation, are physically placed in areas which have leisurable nightlife around cities and are easily accessible from airports and stations and have ease of transportation conveyance. 
On the other hand, Six Senses hotels products are like other competitors, but their USP is the use of entirely organic items in the food and beverage department. Apart, they have incorporated spas in each of their hotels and resorts. As Six senses hotels deliver lavishing and luxurious experiences at the world’s finest exotic locations, so the price is a bit over the top against their competitors. Higher prices somehow render in creating a premium image of the hotels in the respective segment. Moreover, the company is highly inclined towards the use of digital marketing tools in promoting its offerings. The use of social media tools and other digital promotional tactics aids the company in creating a successful appeal to its targeted customer segment. Six senses hotels and spas are placed or located at exquisite and remote locations like valleys, majestic mountains, and astonishing districts of the city to provide their customers more unique and beautiful natural habitat experience (Diaz, Ruiz and Kjellberg, 2020). 
Though, both Moxy hotels and Six Senses hotel uses a similar approach when it comes to promoting their products and services offered by using digital marketing tools. But both entities differ in their pricing strategies and their physical presence. On one hand, Moxy is more inclined towards affordable pricing approach against offered services while Six Senses charges higher than competitors against their offered lavishing services to their customers.
Segmentation targeting positioning can be defined as a strategic framework module that is used by various organizations in their work so that their market can be analysed. In context to the Six Senses hotels the firm segments the tourist sector of the market that is more likely to stay in hotels for their leisure purpose. The firm focuses on providing luxury products and services at a high rate to maximize its profits. On the other hand, Moxy hotels focus on providing their goods and services to all sectors of society and the economy with that of low-budget travellers to enhance their sales (Lahtinen, Dietrich and Rundle-Thiele, 2020).
The targeting element of STP analysis is a magnified version of segmentation in which the market is shanked to a particular area where the goods will be placed. Reference to the firm Hotel Six Senses, the firm focuses more on providing luxurious accommodations in elegant and remote locations like majestic mountains and astonishing districts of the cities. Moxy Hotels target the basic traveller market of the economy regardless of their budget as they have managed to build up their products and services for different sectors of society at an appropriate price (Nguyen-Viet, 2022).
Positioning in context to the Six Senses, it positions its luxury products in the upper middle class and higher classes of their market segment so that more sales can be attracted, and the firm profitability can be maximized. The Moxy hotel has managed to position its goods and services in different sectors of society at affordable prices with that luxury pricing depending on their suites (Nguyen-Viet, 2022).
  From the above discussion, it is interpreted that the STP both hotels highly differentiate from each other as Six Senses focuses on providing luxury products and services in their work while Moxy provides their goods and services to both segments of the market.







Conclusion

It can be concluded from the above-discussed report that there are numerous factors that are needed to be considered by the firms in their work to promote their goods and services in an appropriate manner. The above essay was a brief discussion that made a comparison between two major hospitality firms. The comparison consisted of the SWOT analysis of both firms with a market analytical tool such as STP analysis and Marketing mix.  
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