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Marketing strategy is a long term plan for attaining a business objectives through an understanding of client needs and the development of a distinctive and long lasting competitive advantage. Knowing the target market and establishing goals are the first steps in developing a hotel brand. Moxy is a hotel  owned by Marriott International that targets a younger, more budget-conscious traveller. On the other hand, Six senses is a luxury hotel and resort brand known for its commitment to sustainable and wellness focused hospitality.
Marketing strategy draws from psychology, sociology and economics to better understand the basic needs and motivation of people whether they are the organisation's customers, its employees, or its skate-holders. In short, marketing strategy is about people serving people. Ferell,O. Hartline, M. Hochstein, B.(2021).

The 1995-founded Six Senses Hotel presently operates 16 resorts and 32 spas throughout the globe. Six senses resorts are typically found in beautiful, rather remote areas where the natural scenery is the major draw. They provide accommodations ranging in price from $300 to $10,000 per night. They also have unique attractions for newlyweds. (Six senses,2010a). According to Six Senses, it has a responsibility to protect the environment, and its whole company and guiding principles are sustainability: "sustainable is not something we do; it is who we are."The United Nations issued the Sustainable Development Goals (SDGs) agenda in 2016, outlining 17 goals that must all be accomplished by the year 2030.As a result, hospitality companies created Corporate Social Responsibility (CSR) programmes to bring favourable direct, indirect, and induced benefits on the environmental, social, and economic elements of the triple bottom line.This paper's goal is to investigate the advantages that businesses hope to get by carrying out these operations.The CSR of hotel brand—Six Senses—is examined in order to take into account any unreported collaboration with the UN SDGs. Stombelli, V.M. (2020).

Moxy Hotels, which were introduced in 2015 and are owned by Marriott International Hotel Group, mare created in collaboration with the IKEA Group Real Estate Department (Evans,2015). With more than 6,000 hotels and resorts in 122 countries, the Marriott Hotel Group stands apart from other hotel chains with its different brands, which frequently provide unique guest experiences (Lufthansa city centre,2017). With over 90 pieces in the created pipeline, the ambitious explanation plans for the Moxy brand reflect its rapid expansion.Germany and the United Kingdom are given special attention, but Moxy also wants to establish itself in other parts of Europe, North America, and the Asia-Pacific area (AHGZ,2018). T According to Evans(2015), the three star Moxy brand was specifically developed with millennials as its target market, therefore every feature is the result of thorough study to ensure that it properly meets the constantly changing demands of this quickly expanding consumer base.The Moxy hotels provide chic accommodations with peaceful neutral colour schemes, unique local artwork, and environmentally sustainable structures. Moxy is a well known marriot hotel.They have multiple marketing strategy. It offers important lessons for working with influencers effectively, including recommended practises like giving them "independence within a framework."The brand influencers can work together with the hotel brand (for example, to create original content, conduct product development research, engage in live events, etc.), the various business functional areas influencers can support (for instance, corporate reputation management, new product sales, etc.), and dispels the widely held misconception that influencers are just a "communication vehicle" to reach an audience in exchange for payment.The tale of Marriott International and its partnership with well-known Category Influencer Taryn Southern to introduce the Moxy Hotel brand to American consumers. Backaler, J. (2018). Moxy hotels tourist sectors have undergone a transformation because to new technology and business models.Examples of such innovations include mobile self-check-in, mobile booking, self-service check-in kiosks, lobby media panels, electronic luggage tags, BYOD platforms, smartphone boarding passes, hotel service optimization systems, guest device connectivity tools, and VoIP phones that are integrated with the hotel's ecosystem (such as phones in the guestrooms that guests can use to place room service orders, for example).  Bilgihan, A. and Nejad, M. (2015).

Where Moxy is budget friendly comfortable hotel, six senses on the other hand is a luxury based resort and spa. It appears that providing a diverse breakfast or courteous, professional service is no longer adequate.In an era of fiercer competition brought on by emerging trends like the sharing economy, hoteliers must deal with evolving visitor requirements, wants, and demands.
To distinguish out from the competition and provide a definite competitive edge over it, hotel brands are under growing pressure to be distinctive and different (Sangster,2001; Bailey and Ball,2006; Winfried and Kingler,2006).

Hotel marketers work to establish a distinctive stance for their hotel brands—a group of characteristics that distinguish the brand from rivals.A survey of consumers and the creation of perceptual maps displaying the locations of hotel brands are the only ways to evaluate the success of that positioning endeavour and, ultimately, to ascertain what a brand's position truly is.The relative positioning of business-class and expensive hotels is shown on a perceptual map created using probabilistic multidimensional scaling (MDS) algorithms based on a three-year time series of surveys of corporate-travel managers and travel agents.These perceptual maps depict how clients perceive the relative placements of several hotel brands.Marketers may establish if brands are perceived as being notably distinct from one another or as being fundamentally similar by using statistical tools. A perceptual map developed using probabilistic multidimensional scaling (MDS) algorithms depicts the relative position of business-class and upscale hotels based on a three-year time series of surveys of corporate-travel managers and travel agents. These perceptual maps show the relative positions of hotel brands as customers see them. Statistical techniques allow marketers to determine whether brands' relative positions are significantly different or whether various brands are seen as essentially similar. Moreover, comparison of the perceptual maps over time shows the "movement" of the brands' positions from year to year.Positioning by attribute is the most common but not the only strategy. There are lots of strategies for developing marketing of hotel brands.

There are  different kinds of customers in hotels. They are Family Travelers.,Conventional Vacationer, Health & Wellness Seekers, Baby Boomers, Millennials, Gen Z, Business Traveler,Digital Workers. Understanding the demographics of the individuals who often stay at your hotel is essential to building your hotel's marketing and business plan because not all hotel visitors are created equal. When it comes to today's customers, several elements, such as a visitor's primary purpose for travelling, their age, personality, background, etc., influence what they expect from their experience at your hotel. The organisations  ability to better cater to the wants and preferences of guests will depend on the ability to comprehend the typical visitor to  hotel. An outline of the typical hotel visitor that stays at the establishment is called a guest persona. The brand could find it challenging to develop efficient marketing strategies that encourage reservations if they don't grasp the guest profile for their specific hotel. There are frequently variations between  ideal visitors and the ones could actually wind up booking, whether  one run a low service hotel, a luxury establishment, or anything in between.
 In terms of overall experience, Six Senses is targeted towards wealthy tourists seeking an opulent, sustainable, and eco-friendly vacation, whereas Moxy is targeted at a more price-conscious, younger clientele searching for a fun and fashionable place to stay. The decision between the two will rely on your individual travel demands and tastes since both companies have their distinctive selling qualities and appeal to various sorts of travellers.
In conclusion, Moxy and Six Senses are two distinct hotel brands that offer very different experiences for travelers. Moxy is a budget-friendly, trendy hotel aimed at young, tech-savvy travelers who are looking for a fun and vibrant atmosphere. Six Senses, on the other hand, is a luxury hotel brand that focuses on sustainable tourism and offers high-end amenities, exceptional service, and breathtaking locations.

Whether someone choose Moxy or Six Senses will depend on the travel needs and preferences. If you are looking for an affordable, stylish, and fun place to stay, Moxy may be the right choice for one. However, if one is looking for a luxurious, eco-friendly, and sustainable holiday experience, Six Senses is the way to go. Both brands have their unique selling points, so it's important to consider what someone  value most in a hotel stay when making their decision.
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