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1.0 Introduction
The hospitality industry is extremely competitive and hotels need to differentiate themselves from each another to attract customers. In this essay will be compared two popular hotels brands: a budget hotel, Moxy and a luxury hotel, Six Senses. Moxy brand started in 2014, in Milan being part of Marriot family and IKEA as an associate expanding very fast in Europe, Central Asia and North America. In another hand Six Senses resort born in 1995 in Bangkok, Thailand with small steps and big ambition. The purpose of this essay is to compare the marketing methods of this hotels brands.

2.0 Main Body
According to C. Inkson and L. Minnaert (2012, p 344) marketing is a complex, dynamic, creative and innovative process that seek to influence customers behaviour. Adding situation analyses using SWOT for Moxy and Six Sense hotels, the companies are selling similar services differentiating the quality, the luxury and unique experience.  In view of analysis the market, Moxy hotels have direct competitors as: Holiday Inn Express, Ibis, Motel One. In another hand, one of the biggest rivals of Six Sense are: Four Season hotel, Ritz Carlton hotel and Mandarin Oriental hotel, that is to say: the important relationship between customers and service is crucial, the customers are the key. Also, the budget and luxury brands are offering a professional service to their customers and attention to details. Moreover, they have weaknesses which are an important part of hospitality being unpredictable situations as: unhappy customers, bad Tripadvisor reviews, staff retention issues, bad service and facing uncomfortable situations. Moxy had the opportunity to be selected in the top 10 best hotels on UK in 2022 as per the ‘’ The Guardian’’, activities online, created campaign celebrate inclusivity with virtual space in Asian hotels and they are expanded very fast in the industry. The different opportunities Six Sense create are wellness retreats, spa’s including 24K Gold facial, opportunity to cultivate their own products and be connected with the beauty of nature and working with local businesses. Both, Moxy hotels and Six Sense hotels may be impacted by changes in customers preferences and taste. The article New Orlando City Business (Jan 24,2017), Moxy programming ‘’push guest limits, local flavour and energy to the city’’. Also, Six Sense hotel has confidence in the new opportunity in Abu Dhabi opening a new hotel as chief executive officer Neil Jacobs mention on the article, extensive program nutrition and life stile weigh management. In a light of segmentation and targeting, Moxy customers base is middle age, low bouget and families including children.  On the other hand, Six Sense customers base is business trips, wellness, honeymoon packets and customers with high income. Having that in mind, catering is a type of segmentation for all types of travel. On website analysis, the Moxy and Six Sense hotels keep evidence on the business platform helping them to see exactly where to improve. Following ‘’Competitive Research’’ to analyse Moxy and Six Sense for last three months like outgoing traffic as: Tripadvisor, Instagram.com, Kaplankay.com. Total competitive traffic share for Six Sense 66,75% and Moxy 33,25%. Total referral visit traffic, Six Sense has 71,12% and Moxy has 28%. Audience interest: Google, YouTube, Facebook search over view Six Sense 56,7% K and Moxy 12,5% K. Demographic age distribution Six Sense 25-34 age 35%, 40-60 age 52,69% male and 40-60 age 47,31%. Competitive traffic by countries: Six Sense have over 69,6% comparing with Moxy under 20%. Following Bowmans strategy clock, Moxy hotel is in category of low price and low add value and Six Sense is focused on differentiation. Both companies have established relationship and partnership in the B2B. Moxy is in relationship with platform Booking.com, supplies, service providers. In another hand, Six Sense has relationship with travels companies as Virtuoso, spa and wellness companies. Not to mention that both have established franchise partnership to expand their reach to a new market. PEST analyses is a framework to analyse the facts can affect the business by political, economic, social and technological.

 Objectives
The objective of this essay is to compare the marketing strategies of budget Moxy hotels and luxury Six Sense hotels. The goals to identify area, population, location where each hotel could improve their marketing efforts in orders to increase customers loyalty and attract new customers. To improve their marketing efforts, Moxy hotels could consider expanding their social media presence offering more events in person. In another hand, Six Sense can focus on their sustainability and wellness in their marketing material. Both companies evaluating constantly the market carefully to expand successfully in the future.

Strategy 
Then again, Six Sense are using online platforms, articles using different strategy’s to deliver a unique and extraordinary wellness experience what can not be found in other luxury hotels. There are focusing on spa, charismatic locations, honeymoon packets. Not to mention, Six Sense team are involved in activities outside hospitality as visiting elementary schools (Bali), delivering session of learning about micro plastic. Interesting strategy Six Sense have a goat farm that produces milk and opportunities for the guests that enjoying watching. Moxy hotel strategy is to offer affordable rooms, stylish and great experience using online platforms, Tv advertisement and articles to connect with customers and provide fun and lovely atmosphere. As conclusion both hotels have a solid strategy to offer an improve their goals in the industry. 

 Tactics
Moxy hotels are offering with their service flexibility and ability to budget customers to enjoy their stay with accessibility to WIFI, B&B packets, quality, atmosphere, check in at the bar and a nice service. Secondly, Six Sense hotels are differentiating very much through their details as: open car doors for the guests, having valets and all members of staff using white gloves with impeccable uniforms. Important impact for companies marketing is the employee’s caring attention to details to meet the customer’s needs and a spotless service. As happy customers, the company have guaranteed customer loyalty and recommend the experiences. To locate the area Moxy and Six Sense hotels, they are following a variety of channels to reach potential guests. One of the most popular channels used by customers is Booking.com, social media platforms with advertisement, Facebook, Twitter, Instagram by maintaining activities and events. As to say, Six Sense makes marketing campaigns including newspapers and to mention the partnership with travel agents add a big plus on finding more customers looking for luxury destinations. The price strategy may be different from location, country and currency. The marketing environment can be shared after situation analysis as: tax policy, stability of government, cost of leaving crisis, inflation, environment regulation, unemployment policy, taxation, customers confidence, demographic growth, health consciousness, trends, cyber security, Ukraine situation is a huge impact for customers and business. In light of the tourism industry, promoting very good the business attracts the curiosity of new customers. ‘’Moxy hotels is on mission to reinvent traditional hospitality with lively communal spaces and energetic crew helping Fun Hunting guests enjoying themselves’’ says  Vicky Poulos, global brand director and social media for attraction. In another hand, Six Sense is focused on promoting sustainability, spa, wellness, and natural activities as planting herbs, fruits and flowers spoiling their guest with organic dishes and beverage directly from the source.   
Action
Marketing channel schedule for Moxy hotels is to extend very fast and increase customers all around the world with professional services focusing on customers to improve their marketing efforts. In another hand Six Sense hotels are focused to open more luxury locations, treatments and therapy inspire by nature, well nutrition food, collaborating with small businesses and producers as example: local tea, sea food, herbs. For the business to succeed is mandatory to be in continue development and evolution to increase the success.

4.0 Conclusion
In conclusion, both brands, Moxy hotels and Six Sense hotels, have a strong marketing strategy and tailored to their audience. In essence there are opportunities for budget and luxury brands to improve customer numbers. Monitoring and evaluating their marketing efforts and constantly making adjustments, both hotels can remain competitive in the hospitality industry. Moxy hotels and Six Sense hotels are enjoying real success with a strong popularity specially on social media. Not to mention that their future looks very promising and ambitious.
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6.0 Appendices 
Currently Moxy hotels are 134 locations: Asia are 16, Australia and Pacific 1, Europe 83 and America 34 and continuous to expend very fast. Next destination they will expend in New York, Glasgow, Amiens, Paris East and Pompei. In another hand Six Sense hotels resort has 20 luxury locations in all around the world. Their next destination to expend will be France, Spain, Switzerland (Crans - Montana), Turkey. 





