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Introduction
Marketing methods are the primary objectives that can help an organisation to enhance its business in the market. Different types of methods help the business in adapting the right strategies that will help in good productivity, selecting good customers and right place and time for business. The essay will focus on a detailed discussion of some marketing methods of two hotels, those are Six Senses and Moxy. Six senses are hotel, resort and spa that is based in Bangkok, Thailand. Since early 1990, the respective organisation has been recognised as doing a good quality business among different countries. Moxy is also a popular hotel that is a sub-chain of Marriot. Details about the marketing mix of both hotels will be described to measure their right marketing approach. STP analysis of both of them will be highlighted to evaluate a more focused marketing communication within the market. Details about the marketing communication and a brief discussion about the contrast between different marketing strategies will also be included there. A detailed comparison between traditional and digital marketing techniques will be highlighted. Some recommendations will be provided in the below section that can help both organisations in their future growth.


Discussion
In this essay, two of the major hotels in the hospitality industry will be discussed on the basis of their different marketing concepts. Those hotels are Six senses and Moxy and their marketing mix will be done in the below section. Marketing is a technique that can help the customers to choose good quality products and services from the organisation. Depending upon the different Ps in the marketing mix, the marketing position and their future market will be decided. Within the marketing mix, the primary objective is the products of the hotel business. The products are the central element of a marketing mix as depending upon that, the whole business is running itself. As it is a hospitality industry, therefore, rooms and the services provided to the people are the main products of the business. Six Senses is a large hotel industry that provides hotels for its customers (six senses, 2023). Not only the hotels but also provide resorts in different locations all over Asia and Europe. They also provide spa facilities for their customers which is their USP. On the other hand, the Moxy is also a popular chain of hotels that gives their customers luxury stays. Along with that, their bar facility is also very attractive for the persons who check-in in there. Therefore, both of them provide good stays but there are some key differences in their facilities. Pricing strategies are also a major lookout that can decide their market. Here, the prices of their rooms differentiate them. The starting price of the rooms of Six Senses is near about £500. As the respective business provides luxury stays and resorts, therefore, their pricing is comparatively high. The price of Moxy for a one-night stay is starting from £100 (moxy, 2023). This is their standard stay and the prices go higher according to the quality of the stay. Therefore, in terms of financial terms, Moxy is more reasonable for the people. 
The place is another aspect of the marketing mix of the businesses. In terms of physical existence, Moxy has more hotels than Six Sense. Six Senses has expanded its business in Asia among 9 countries, in Europe, among 6 countries and 3 countries in the middle east. In contrast with Moxy, it is doing business in almost 16 places in Asia, 83 places in Europe, 34 places in North America and a single place in Australia. Therefore, the business of Moxy is scattered more than Six Senses and they are doing a great amount of business (catalaconsulting, 2022). This will help them a demographic advantage as they can reach more people than the other hotel. The promotional strategies of the business can help them in reaching out towards more customers by applying different promotional techniques. Through good quality promotion, businesses can show changes in processes and products. Six Senses has about 206K followers on Instagram whereas, Moxy has 115K followers there. Therefore, in terms of a particular social media, the first hotel chain has more followers and it will benefit from their promotions (Tansel et al., 2021). Other than that, both business takes promotional strategies that help them to make their business more sustainable in the market. 
The next P belongs to the people strength of the business that helps them in doing various types of business operations. As the employees are the backbone of the companies, therefore, they are involved in every part of the work like the production, selling and the customer service department. Six Senses has almost 8000 people working with them around the world. Moxy has higher employees than Six Senses as they have a higher number of chains all over different continents. The process part of the marketing mixes for both hotels has some general similarities. As both of them are service-based organisations, thus, the management and employees of both hotels try to provide seamless, customer-friendly and effective services for them. Physical evidence of both hotels signifies their visual aesthetics of the hotel. The ambience and cleanliness are being maintained by both hotels. As Six Senses provides resorts as well, therefore, there is a small difference between both organisations. 
The segmentation and positioning of both the hotel business reflect more focused and personalised customers. It basically states the segment of the audience, targeting the proper audiences that will fit and positioning the products for targeting the segments. The segmentation part implies the demographic, geographic, psychographic and behavioural aspects of Six Senses and Moxy. The demographic part states the discrimination between different age groups, incomes and people of different gender (Campbell, 2022). As Six Senses provides resorts and spas, therefore, they target mostly the age group up to 45 years. Almost 65% of their customers come from this age group. The rest 35% of people are above 45 years. On the other hand, Moxy targets young people mostly. People of lower income might face difficulties staying in Six Senses and Moxy is very budget-friendly. People with £10000 per year are mostly the people that Moxy targets. Both hotels focus on gender equality. Geographically both hotels focus on spreading their business. But in comparison with each other, Moxy has enhanced their business in different continents and mostly in Europe region. People with moderate lifestyles can easily go to Moxy but, customers belonging to higher standards might find easy access to Six Senses (Lee et al., 2021). The behaviour of the customers has to be analysed as they want Six Senses to provide rooms at a cheaper rate. Moreover, they also want the respective hotel to open in more locations. On the other hand, customers of Moxy want the hotel to provide more luxury from them.
The targeting part of the STP analysis states the targeted people of the businesses. As Six Senses provide good quality hotel and vacation for families and every group of people, therefore, they target every age group. Moxy mainly targets young people in their locations. Both of the hotels have a good positioning in the market. They do good quality digital marketing for reaching more people. Both of them give offers to their customers to make them loyal and increase their strength. 
Marketing communication is those techniques that help the organisation to convey its innovative message to the people in order to attract more people. A better marketing policy can attract more people towards them. Some of the techniques that can reach out to more people are pamphlets, brochures, emails, advertisements on social media and some traditional ways like advertisements in newspapers, and exhibitions. There are three major steps of marketing communication, those are persuasive message, design and feedback (Guillet., 2020). As both companies have customers that have different expectations and requirements, therefore, they customise their persuasive message accordingly. The designing part of every communication like magazines, posters, and digital advertisements is very much essential. The collection of feedback is also essential as it can improve communication channels. Six Senses and Moxy, both the hotels use traditional techniques and digital marketing technologies as well. As most people are dependent on the internet, therefore, digital marketing is more suitable than the traditional one. Advertisements on papers and pamphlets also reach people but on a lower basis.
Some of the marketing strategies will also be discussed in the below section. As both hotels use online marketing, therefore, customers can easily search for the name online and get every detail from the websites. The targeted market of both hotels has to be decided effectively. As proper audiences can change the financial status of the business in a positive way, thus, management should examine the proper audience (Whitney, 2022). In the pickup seasons, the hotels might allocate more fundings that might help them financially in different ways. Giving incentives to the employees also boost them up to work well for the hotels. Six Senses might adopt the strategy of not just market in prime locations, they might open more hotels in different places. Due to better location and marketing the location in front of the people, might attract more and increase the customer base (Lee et al., 2021). Besides this, Moxy might add more marketing budget during the peak seasons. A marketing budget can help them to grab more audience during the seasons when people are willing to travel to different locations. 


Conclusion
The essay has focused on the marketing methods of two popular hotel chains. Six Senses and Moxy are two hotel businesses and the marketing mix of both hotels has been done. This marketing mix has helped to evaluate some of the factors related to the marketing process. STP analysis of both hotels has also been done to introduce the concept of segmentation and their target market of them. Detailed discussion about marketing communication, its steps and some of the examples has been mentioned. A contrast between traditional and digital marketing has also been added there. A proper recommendation for both businesses has been provided. Increasing the hotels in more places for Six Senses and adding more marketing budgets for Moxy has been recommended there.  
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