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Introduction
This essay is about comparing the marketing methods of two multinational hotel: Six Senses and Moxy Hotel; a series of frameworks will be used such as SWOT analysis, PESTLE and SOSTAC, as well as information about target customers and marketing mix.
Six Senses is a multinational hotel with the beginnings in 1990 who opened its first resort in 1995 and has quickly become well-known for the spas and exotic resorts and luxurious residences. 
Moxy Hotel is a more affordable hotel brand, and it was designed to give its guests everything they desire and it is breaking the rules of a normal hotel stay – starting with their check-in at the Bar.
Comparison analysis
SWOT analysis
The strengths of Six Senses we have the brand recognition in a wide geographical range. It also has a market leadership position, which aided the company in rapidly scaling product success (Six Senses, 2022) and a higher profit margin as compared to its market competitors.
When it comes to Moxy Hotel, the strengths are the continuous upgrades of business processes and the high rate of employee retention (IUF, 2020) as well as the various products ranging from attainable to aspirational.  
The brand recognition is a strength for Six Senses but a weak point for Moxy Hotel because the name of it is not very known although it is a multinational hotel as well; in what concerns the Six Senses weak spots it can be the pressure of low profitability on the hotel is due to the low barriers of entrants in the market.
The opportunities can be somewhat similar when it comes to the potential to grow in other countries, in online services or in emerging markets.
The threats are different for the two hotels because one of them for Moxy Hotel is the entry of more famous names in industry in their most prone in markets and the competition on pricing as well as the slow progress rate; in contrast to the threats for Six Senses where there are more of the type of growing technological expertise in the competitors and the saturation in the urban market.
PESTLE analysis
Considering its global operations, Six Senses must constantly be mindful of the geopolitical unrest and unpredictability in every country; while Moxy Hotels are greatly impacted by political turmoil, which includes corruption, changes in the laws governing tourism and taxation.
When it comes to the economical side, the pandemic of Covid-19 impacted the whole hospitality industry, leading to a decrease in hotel occupancy rates. (Statista, 2022).
Socially, clients from all over the world now, after the COVID-19 outbreak, priorities hygiene before leisure, resulting in both Six Senses and Moxy Hotel focusing on offering sanitization facilities rather than leisure services.
By incorporating low-tech and high-touch technical components into its services, the Six Senses intended to project a smart and luxurious atmosphere, while the target market for Moxy Hotels are millennial customers and this point is giving them an advantage in terms of technology.
Legally, Six Senses is following the regulations governing the tourism business in every nation where it operates, owing to its worldwide reputation. (Six Senses, 2023).
Moxy Hotel operates all around the world, so the hotel keeps an eye on its compatibility with foreign customer safety rules.
And finally, from the point of view of the environment, Six Senses is funding initiatives to stop the cutting of trees. (Six Senses, 2023).
The environment is important for Moxy Hotel as well and the hotel has a purpose of promoting consciousness of the environment's well-being in Copenhagen, Denmark, and is engaging in a Scandinavian launch that adheres to the notion of tourism and sustainability (Marriott, 2023).
Marketing mix
Six Senses delivers its hotel products in the form of bundle packages, where the commodities are offered in special deals, while Moxy Hotel offers ready-made offerings to its millennial-centered audience. 
Six Senses is pricing its products as per their relevancy in the market; if the product is in high demand, then it aims to cost slightly higher, in contrast to Moxy Hotel that emphasises its pricing strategy on the inclination of its millennial and teenage customers to purchase. (Moxy Hotels, 2022).
When it comes to the places, both brands have two distribution channels; offline through its retailers and physical stores; and online through its official webpage or social media accounts virtual websites for online shopping.
The Moxy Hotel aims to get its millennial and teenage audience's attention through active social media promotion while Six Senses usually promotes itself through actively participating in programs and expos. Otherwise, it markets its products by means of digital advertising via social platforms (Six Senses, 2023).
When it comes to the people Six Senses specialises in its educational initiatives for the training of the employees as well as success management and organisational ownership because it places a priority on the growth and progress. 
Moxy Hotel is well-known for its great people management as well as strong workforce engagement levels, making it one of the top trendy resorts.
About the process used by the hotel brands, Six Senses intends to operate a corporate system that expands steadily while maintaining its control of processes regarding its personnel, quality, and stores, while Moxy Hotel in order to enhance its business practices has decided to expand its digital assets.
And as the physical evidence the Six Senses company creates adequate hotel layouts and generates unique goods labelling in order to have a pleasant effect on the customer base. The hotel likewise shows its reputable online image through a well-constructed website; and Moxy promotes branded offerings to convince guests through the help of its owner company, Marriott International.
STP Analysis
Six Senses most usually segments its market based on the average income of its customers, otherwise concerning their socio-demographics, geographical and motivational aspects and Moxy hotels segments its market based on the mode of lifestyle and social class of its customers, given how the hotel emphasises the millennial and teenage interest.
The hotel targets the millennial age group of customers, mostly ranging in the age group of 25 to 34 (IHG Plc, 2019). 
The Moxy Hotel aims to target those individuals who understand and enjoy the distinct hotel stay experience with a touch of modernity and trend. Hence, it targets the younger generation mostly.
Since the hotel values diverse customer experience, it positions itself as a hotel catering to exotic hotel experiences with unique amenities for its customers.
The position of Moxy Hotels within the market lies in the advanced and trendy hotel, which caters for its young guests with technical and stylish aspects.
Similarweb data
Through the Similarweb engine, Similarweb (2023a) estimates that 471 thousand visits totalled Six Senses Hotels over the past three months. Additionally, the US is the hotel's busiest market, accounting for 19.83% of all visitors, meaning that the majority of the country's residents are its consumers. Furthermore, the hotel's intended clientele shows that it mostly serves the millennial generation, with 32.33% of its clientele falling in the 25–34 age range. 
The hotel also primarily serves a male clientele, with 52.37% of its customers being men and 47.63% being women. The search engine optimisation tool is the primary marketing distribution network for Six Senses because it accounts for 61.45% of its web visits. The Similarweb tool additionally discovered that Facebook, which accounts for 40.89% of Six Senses' digital audience, is its most-used social network promotional channel.
Likewise, Similarweb notes that 256.1 thousand visits in the last three months make up the overall amount of online activity for Moxy Hotels, with 32.75% of that activity coming from visitors in Great Britain. The resort's internet marketing strategy via search engine optimisation contributes to up to 49.72% of its visitors, whilst its physical marketing only draws in 26.67% of the public, making it the primary marketing distribution method (Similarweb, 2023b).
SOSTAC analysis
Situation: Within the Six Senses hotel, the present situation indicates that awareness of sustainability should be a prime responsibility of international hotels.
Considering how the hotel value fashionable hotel experiences with a hint of innovation and fashion, the Moxy Hotel's present status indicates its unconventional perspective on customers' visits.
Objectives: Six Senses wants to promote sustainable tourism, raise awareness of the advantages of sustainable travel, and highlight the importance of arctic regions like the Scandinavian countries by working with local regionals (Six Senses, 2023).
The present goal of Moxy Hotels is to heavily popularise its UK Moxy businesses, such as residential properties initiatives.
Strategy: The Six Senses’ strategy for achieving this goal is to connect the ideas of tourism with sustainability.
The Moxy’s strategy to achieve this goal is to market its resources and residential properties to local UK clients.
Tactics: With a focus on tourism as well as sustainability, the Six Senses has a tactic that entails a collaboration between regional communities from the Nordic regions and the hotel itself.
The main strategy used by Moxy Hotel is to encourage reservations of residential properties among native UK customers.
Action: Six Senses' action plan calls for a Svart, which will resemble a hybrid between a resort and a traditional Nordic fisherman's house, giving the impression of a Scandinavian feeling as well as a hotel. 
The implementation plan for this goal includes a collaboration with BMF to provide exceptional marketing through standard and virtual advertising (BMF, 2023).
Control: The Six Senses is presently implementing the plan and has prepared a design for it. By 2024, Six Senses hopes to open the Svart and welcome guests while upon effectively following the action plan, Moxy Hotels has expanded to include hotels in its cross-promotion of its UK residential housing services.
Conclusion
The essay was formulated to understand the marketing essentials of hotel businesses and the results of the essay's evaluation identified that although the hotels differ in targeted audiences and marketing strategies, both Six Senses and Moxy Hotels understand the notion of sustainability and aim to raise its consciousness through their recent initiatives. 
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Figure 1: Moxy Hotel’s Traffic & Engagement graph
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Figure 2: Moxy Hotel's Top countries
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Figure 3: Moxy Hotels' Marketing Channels
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Figure 4: Six Senses Traffic & Engagement graph
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Figure 5: Six Senses Top countries
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Figure 6: Six Senses gender distribution
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Figure 7: Six Senses age distribution
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Figure 8: Six Senses Marketing Channels
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Figure 9: Six Senses social network distribution
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