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This essay is a discussion based on two multi-national hotel brands, Six Senses and Moxy. This essay is focused on the marketing method and strategy of both of these hotels. It is a discussion of comparison between both of these hotels. The comparison will be based on the marketing mix, market segmentation and positioning, marketing communications, and relevant contemporary concerns on both hotel brands. Six Senses is an international hotel brand that began as a resort in 1995. It offers its consumers services that carry them beyond their wildest dreams, disconnecting them from the locals while simultaneously reconnecting them. The objective of Six Senses hotels is to balance the economics, the environment, social profitability, and harmony with the local people. These hotels are situated in some of the world's most essential locations in order to attract customers. The Moxy is the other global hotel that will be addressed in this essay (Jobber and Ellis 2020). Moxy is a modern and economical hotel that offers visitors everything they need and nothing they don't. Moxy hotels utilize animated designs that set them apart from the competition. Moxy hotels use a lively appearance, an accessible pricing point, and personable service to attract clients. Moxy hotels are operated by Marriott International, another hospitality sector behemoth. Moxy Hotels began operations in Milan in 2014, and it now operates 50 hotels worldwide. This essay will compare the state of both of these hotels (Bowie, Et, El, 2017). 
The marketing mix is a combination of the 4Ps that help companies influence their customers. The marketing mix includes the 4 Ps, which describe product, price, place, and promotion. The marketing mix combines product, price, promotion, and places to penetrate and sustain the market. The Six Senses and Moxy’s 4 Ps will be discussed now. 
The Products offered by Six Senses hotels offers various types of services to acquire customer satisfaction. They have luxury resorts, Spas, and five-star hotels for accommodation. Six Senses provides a service that will have a transformative impact on the client’s travel. Six senses operate 11 resorts and 29 spas in around 20 countries of the world (Smith Zook2020). It has two types of spas, standalone and professional therapists. The therapists provide services to the clients that ensure the client’s wellness of Six Senses. On the other hand, Moxy hotels offer playful products to its clients. Moxy hotels offer small rooms for their clients. But these are not so small for them. Moxy is a sub-brand of Marriot International, which offers affordable offers to clients. Moxy uses readymade animated interiors and exteriors to attract customers. Moxy hotels also offer sociable customer service to acquire customer satisfaction (Kotler, Et, El, 2020).
Six Senses is a five-star hotel chain that offers customers a premium price level. In every six senses, hotel customers get services like premium rooms, swimming pools, game zone, spas, wellness, and other convenient facilities. So, Six Senses offers premium pricing to customers. The average pricing of $1000 per night. They provide services for a first-class audience for premium services. Contrarily, Moxy hotels are for the middle-class audience that offers affordable pricing to attract customers. Moxy hotels are minimal yet playful and attractive hotels to stay in. It offers small rooms for the clients. The target customers are millennial travelers. It introduced a new way of traveling for travelers with perfect rooms and an affordable price range. There are no irrelevant services in Moxy hotels. For cost-cutting, it has a crew to serve the clients instead of traditional staff (Clow and Baack 2013). 
The promotion of Six Senses and Moxy hotels are similar. Hotels are a seasonal business as the demand for tourism is seasonal. People from Western countries tend to travel in both summer and winter, where Asian people tend to travel in winter mainly. There are several ways to promote hotels, such as direct booking promotion, promoting events, seasonal promotion, themed promotions, and partnership promotion. Direct booking promotions incentivize clients who book directly on the hotel’s website (Website traffic - check and analyze any website | Similarweb 2023). With this process, the website of the hotels will be promoted too. Partnerships with other business holders will also promote the hotel, such as a hotel owner can partner with a restaurant owner. Discounts on special events will help to promote the hotel to the guests of the events (Loo, 2016). Themed promotions are specific promotions on certain activities that will attract travelers soon. Moxy and Six Senses generally follow these promotional activities to attract new customers. Moxy hotels follow a strategy to promote itself by putting its clients on the center stage of the marketing campaign. According to the data of Similarweb, they also follow social media campaigns and engagements to make the promotion interactive. Six senses have a total of 471.0K visitors in a year, its global ranking is 120,886, and its country rank is 124420 (Website traffic - check and analyze any website | Similarweb 2023). Most of the visitors are 25-34 years old. Moxy hotels have 2018.9k visits to its website per year (Stylish Budget Hotels 2023).  
The place for the tourism industry is more critical than other Ps in the marketing mix. The hotels should be where travelers find their trips convenient and comfortable. Six Senses hotel doing its operating over 60 countries in the world. Most are in Laamu, Fiji, Yao Noi, Ninh Van Bay, Zighy Bay, Thimphu, Uluwatu, Bali, and many others. All of them are situated near tourist spots, airports, and other essential places. Moxy hotels operate more than 50 hotels in 20 countries around the world (Housden, 2008). They have hotels in Asia, Australia and the Pacific, Europe, and North America. These are mainly located in busy cities and tourist spots of those countries. 
Market segmentation is a process of breaking down potential customers into different sections. Corporate, transient, and group travels are the primary segment of hotel market segments. Corporate markets are the people who travel for their business purpose. Corporate people generally stay no longer. Six Sense mainly focus on these group of customers. A Transient is a person who travels solo and prefers small rooms, and stays for short periods. Moxy hotels are the main attraction of transient customer group. Travel groups are the main target for hotel owners. They stay longer and book more rooms than other segments. The target market for hotel business owners is from different stages of life. Corporates, families, travel groups, solo travelers, and other persons who usually have a passion for travel. Six Sense mainly targets on corporates, families, and travel groups. Moxy hotels aims to attract solo travelers as they need small spaces in an affordable price. The significant thing a hotel owner can do for his target market is promote to engage them in the market. For market positioning, a hotel business has to ensure that the service of this business is convenient and comfortable. The products are offering in the price range are affordable. Moxy and Six Sense both meet this demand of customers (Ghauri, 2014). 
Six Sense hotels have taken steps to make sure sustainable development. They provide plastic and carbon-free services in their hotels. Their resorts are free from toxins and plastic waste and carbon-free. Their structure is made in a way that helps them with proper natural light. Moxy hotels are already based on environment friendly. Their architecture a recyclable, and their small structures save space. Both brands are running their promotional operations online, which is helping by saving nature. Online promotion saves energy as no energy is used while this promotion. In the interior design of both brands, they use green in their interiors. They put plants into the interiors and exteriors to make the proper supply of oxygen (Kulcsár, 2014). They try to avoid air conditioners as much as possible to avoid pollution and the greenhouse effect. They run social campaigns to save nature. Both brands also work on social development to serve underprivileged children and make them capable of the modern world (Ryan, 2012). 
In conclusion, the overview of the marketing mix and market segmentation of Six Sense and Moxy hotel provide the audience with the business plan of these two multinational hotels. This essay is a brief story of the operation of Six Sense and Moxy hotels. How they penetrate and sustain themselves in the international market with their fame is important to the market’s new entrants. This essay focuses on two tourism businesses' marketing mix and market segmentation. The 4Ps of the marketing mix have been mentioned, and in every description, there was a discussion of differentiation between the two brands (Renaghan, 2016). There is a huge difference in the marketing strategy of Six Sense as well as Moxy hotels.  Both of them are now inspiring people to travel. As previously, the strategy used to be much more aggressive. They also now focusing on green marketing and the improvement of the nature of this world. The main difference is that Six Sense focuses on the premium market, whereas Moxy hotels are based on affordable and small markets. Moxy hotels aim at a small group of travelers, and Six Sense aims at premium customers like a large group and business people. Overall, the essay gives the differentiation points of two different multinational hotel brands with two different markets. 
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