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INTRODUCTION
Six Sense is a London-based hotel. It started its business in 1995. Neil Jacobs has been the CEO of 6 since the hotel resort and spa. Moxy is a brand which Marriott International owns. It is one of the newest brands Marriott launched in 2014. Cesar Melgoza is the founder and CEO of the Moxy group of hotel chains. Six Sense is a luxury hotel brand and one of the world's leading operators of luxury hotels, resorts and spas. The Six Senses hotel group has been acquired by Intercontinental hotels group (IHG). The Six Sense and Moxy hotel has been chosen because both are England-based luxury hotels, and both are famous for their hospitality service for the customers. 

Main body 
Marketing choices and directions taken 
[bookmark: _Toc134567587]A marketing approach means information designed to sell additional products and services(Varadarajan,2020). The market approach is also a method to determine the value of the product of the asset, which is based on the selling price of similar assets. Four approaches to marketing are product price, place and promotion. For example, promoting the hotel brand and its services through social media platforms is one of the examples of marketing approaches for hotel chains. Moxy is an affordable, playful, stylish, and luxurious hotel brand, and its primary approach is to provide everything to the guest they want. In simple terms, Moxy's main aim is to satisfy its customers and make its brand luxurious worldwide. This company has chosen its marketing approach as promotion and price. Moxy provides luxurious Hospitality to their customers at an affordable price, and they have promoted their brand worldwide with the help of social media magazines and websites etc. (Guo, 2021). But nowadays, with time, they have established their name worldwide and demand the brand. They are also known for providing luxurious service and Hospitality to the customers, so at times, there is a change in the price level now. They only consider promotion as their marketing approach. Whereas Six Sense Hotel is also a leading operator of luxurious hotel resources and spas, but with time the hotel has been acquired by intercontinental hotel groups  ( IHG), and now they are starting their business in a new way, and their marketing strategies or marketing focus is to promote the brand worldwide. Intercontinental Hotel Group has acquired Six Sense hotel resort spa and their management business with 300 million in cash.  
Current Market Positions (STP)
Market positioning refers to the ability to influence the perception of customers regarding the brand or product concerning the competitors(Varadarajan, 2020). The entire market positions are considered in business, which include market leaders, market challenges, market followers, and market niches (Ozkan et al. 2022). Market position analysis is a process of studying of companies current brand perception in a marketplace (Gul et al. 2021). STP marketing means the segmentation targeting and position in the model of marketing that define whom your market your products to and how (Sani et al. 2022). STP marketing makes communication in marketing more focused, relevant, and personalised for the customer. 
Positioning
Moxy is a brand under Marriott Hotel, and the current position of Marriott Hotel's market capitalisation is around 53.98 billion dollars(CSR Marriott 2023). Moxy is known for its luxury brand, and as Moxy is a brand in Marriott International so, in the market, it has a considerable reputation regarding its hospitality service and its luxurious service(Piramanayagam, 2022). Marriott Hotel and International are located worldwide, but Moxy operates only 62 hotels across North America, Europe, and Asia Pacific. Not only 127 Moxy hotels in the signed pipeline are expected to be open in North America, Latin America, Caribbean Europe and Asia Pacific (CSR Marriott 2023). Six Sense hotel chains or intercontinental hotel groups (IHG) have 22 open hotels worldwide with 1569 open rooms, and 41 hotels are in the pipeline and will be operated in coming years (Intercontinental Hotels Group plc, 2019). Six Sense Property commits to its customers or guests about rejuvenation and reconnection with an expert focus on sustainability and wellness. To connect with the local environment, the Six Senses Hotel also provides guests luxurious facilities and Hospitality (Koleva, 2021). 
Targeting
Both are considered luxurious brands of hotels, so the target audience or the customers are upper-middle-class or high-class persons and businessmen. Not only this, they have different targets for their business goals. Moxy Hotel targets to enhance its brand and business worldwide (George, 2021). Intercontinental hotel change or Six Sense hotel group has targeted to increase its connections with other third-party hotels to continue serving the facilities worldwide (Intercontinental Hotels Group plc, 2019).

Segmentation
Both target markets are worldwide, providing good facilities and luxury to their customers and trying to satisfy their guests by providing all kinds of facilities. Both are working to promote their brand worldwide and make a firm brand name in the hospitality field.
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Figure: Segmentation, Targeting, and Position.
Source: Self-made. 

Marketing strategies

Marketing Communication
Marketing communication is also known as marcom (Malthouse et al., 2023). Marketers use a message and media to communicate with their target audience or target markets (Kushwaha et al., 2020). Marketing communications' main role is to help or to move product services and ideas from a hub of manufacturers to the end users. Not only this, but marketing communication also helps build and maintain relationships with customers and other essential stakeholders in a company.
Their main marketing strategies are promotion and price. They promote their brand as a high-quality Hospitality service in Europe, America, and Asia Pacific markets and try to provide good quality service at affordable prices (Intercontinental Hotels Group plc, 2019).

Target Audience
[bookmark: _Toc134567594]The main stakeholders of both brands are employees and guests. Both brands are considered luxurious brands, and both target audiences are upper-middle-class and upper-class people. Six Sense hotel chains or Intercontinental hotel groups and Moxye hotels provide high-quality service and luxurious service to their guests and try to satisfy them by providing all kinds of service they need (Intercontinental Hotels Group plc, 2019). 

What considerations within the marketing regarding sustainability and green messaging
According to Li (2020), green means using environmentally friendly services and products, whereas sustainability means using products and services in a manner that does not affect or damage the resources of future generations so hands the final product or services may be green if it manufacturing or production process is sustainable (Ucal et al. 2020). 
[bookmark: _Toc134567595]Moxy is a hotel chain of Marriott International, and they are very concerned about sustainability and environmental greenery(CSR Marriott 2023). Moxy hotel group is planning to work on the populated sites of the city, and they are planting new trees for the greenery of society. For sustainability, mad spent 500 million dollars in 2019 on women's business development. In 2019, Marriott supported the sustainable development of the local community and environment through charitable giving, volunteer activities, disaster relief support, and natural capital investment for a better sustainable impact on society. In the year 2019, Marriott contributed 10000 hours for the betterment of society to make society green and clean (CSR Marriott 2023). Intercontinental hotel groups (IHG) or Six Sense hotel chains had committed that the action towards the green and sustainable environment will continue to the UN SDGs for the betterment of the environment. Intercontinental hotel groups participated in the various questionnaires and rating indicators, including the carbon disclosure project. Intercontinental hotel groups of Six Sense have targeted building 100% new hotels at very low or zero carbon emission by 2030 (Intercontinental Hotels Group plc, 2019). They will reduce 46% of energy emissions by the end of 2030 and have also targeted it to reduce their carbon emission and increase their contribution towards the environment by the end of 2030(Intercontinental Hotels Group plc, 2019). Intercontinental hotel groups have adopted an asset-light business model in which the majority of the hotels are owned by third parties where they are working closely as a team. They will take the third-party hotels as franchises or leases, etc., to reach their climate target by 2030 (Intercontinental Hotels Group plc, 2019).
Recommendation
[bookmark: _Toc134567596]The recommendation to develop or enhance the marketing activity of the Six Sense group of hotels or the Intercontinental hotel groups and Moxy Hotel is these brands have a massive potential for future development. They should be in the hands and make their brand name strong and focus on the worldwide development of their business. They should also focus more on Hospitality and customer service to satisfy customers and provide positive reviews. These positive reviews help them to grow more and more. Both the group of hotels should enhance their activities more on the sustainability of the environment and reduce their carbon footprints to make the environment green and clean. 
Conclusion
[bookmark: _Toc134567597]Intercontinental Hotel groups or the Six Senses group and Moxy Hotel are the new emerging hotels in the field of the hospitality business. They provide luxurious service to their customers, and they are known for their Hospitality and service. They are increasing their business worldwide, and not only these, but they are also contributing towards the sustainable development of the environment.
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