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[bookmark: _vgr5u191rt8w]Introduction: 
The aim of this essay is to create an idea about the marketing essentials for hotel management and brand building. In order to build a brand and to grow market competitive advantage. Thus, the essay gives an overview of multinational hotel brands based on which the marketing strategies will be discussed. The essay also discusses the marketing choices made by the hotel brands and their current marketing positions and used marketing strategies. At the same time, the essay also discussed the marketing decisions made by the companies based on current issues or trends. The marketing messages being given by the brands will also be discussed.  
Six Senses, a brand by IHG Groups offers exquisite and luxury hotel and spa experiences to its customers (Six Senses. 2023). The brand’s exclusiveness lies in its quality of hospitality to its consumers. With the holistic approach of combining wellness and sustainability the brand’s services promote the health of the planet and personal health. The history of the logo of Six Senses originates from the marks of blessings made by the Buddhist monks during any occasion in Thailand (Six Senses. 2023). The service offering of Six Senses tries to connect with spirituality with an aim to satisfy the senses such as sound, sight touch taste and smell and the sixth sense of intuition. This message is also connected with their marketing goals. 
Moxy is another hotel brand, that creates exclusive customer experiences all around the world. Moxy is an affordable and styling hotel brand which has been designed with chic couture and has a presence all over the Asia Pacific, North America and Europe that aims to offer an exotic and unique experience with checking in at the Bar followed by accommodation (Moxy. 2023). The aim of the brand is to offer a youthful experience with small and smart bedrooms having social spaces and playful programming for games. As a brand of Marriott International, Moxy aims to offer an out-of-the-box staying-in flavour to its guests. 
Six Senses offers its services as a brand to curate luxury resort services, five-star hotels, and wellness spas with an aim to offer a highly authentic, sustainable and personal experience to its customers. With its journey started in 1995, Six Senses is headquartered in Thailand and currently has 1001-5000 employees. The company has collected an annual revenue worth $200M-$500M in 2022 (Similarweb. 2023). The brand uses segmentation marketing for positioning its marketing message with better effectiveness. 
In order to segment its market, Six Senses mainly targets 3 segments of people with age group ranges such as 18-24 who are young people and prefer to travel quite often, age groups between 25-34 who travel for pleasure, work reasons, have a family to spend holidays with and earn a handsome amount (Sousa, Magalhães and Soares, 2021). Another segment is people within the age group 35-44 who also prefer to travel but have complex life situations to a travel-intensive lifestyle and are focused on saving money. 
The targeting is done by selecting the most profitable age group. People between 18-24 are keen to travel but have major career transitions and pressure to build a career with more focus and find a stable job preventing them from spending money on luxury stays. People within the age group of 35-44 have more responsibilities, with a growing need of saving money and rest. People within the age group of 25-34 are the ones with stable jobs, keen to explore experiences and spend in luxury stays. Hence, people within 25-34 are the most profitable audience group specially nurtured by the marketing team (Similarweb. 2023). 
Positioning of the market is done by an effective website marketing strategy by Six Senses (Banyeva et al., 2023). Around 61.45% of traffic is generated by Six senses in its search segment. 11.15% of marketing accounts for direct marketing and 11.15% is driven by referrals (Similarweb. 2023).  
Compared to the marketing approach of Six Senses, Moxy has a sheer difference in its marketing strategy. The newly launched hotel brand had been launched in early 2014. The goal of its parent brand Marriott International was to partner with the Swedish furniture brand IKEA and start a whole new experience of accommodation for a particular audience (TIME. 2013). 
Moxy segments its branding by choosing the consumer groups such as millennial travellers within the age group of 29-39, generation Y who are 25- 29 years old and generation Z 18-24 years old.  
For building growth in the future, creativity helps the most (Smith & Zook, 2020). Thus, the targeting is done by Moxy in a highly unique way.  The age group of 29-39 usually are the ones with too many options for staying and prefer subtle decorations with comforting set up. People of 25-29 years mostly prefer luxury hotel experiences with stylish couture. On the contrary, the emerging millennials or Gen Z are growing more and more who are looking for more affordable yet chic and fast technology-packed stay options that perfectly sync with their lifestyle. 
Moreover, the positioning which has been attempted by Moxy is highly unique and exquisite. Furnished by IKEA, and opening with a stylish DJ booth and bar, Moxy offers a comfort zone to its customers (TIME. 2013). From colourful exterior to U-shaped architecture and AI-integrated play zones, each design of Moxy is part of its marketing game that attracts its target customers (We Create. 2022). 
The current marketing positions of the brands are also effectively offering marketing success and customer generation. Here are the current marketing strategies with a marketing mix being used by both Six Senses and Moxy. 
Products or services are the keys to marketing that helps in driving customers. The service offering of Six Senses is highly curated towards building a sense of comfort with its wellness approach through its accommodation, food quality, spa services etc. Organic bedding for comfortable sleeping, and eating with natural and sustainable ingredients, soothing spa therapies with local treatments, and private and group wellness classes with premium stays simply add value to service offerings (Six Senses. 2023).  
Moxy on the other hand crafted its service product strategy with uniqueness. The checking-in experience is value-added with a welcoming bar area with complimentary cocktails (Moxy. 2023). Small and smart bedrooms are stylish and playful to meet the mindfulness of customers. The lobby with a communal living room and games, and stylish designs are perfect to attract all the consumers. 
The pricing strategy is also highly effective for both brands. Situated at exotic locations and included with high-class amenities and features Six Senses offers a premium experience at a pricey scale. However, the pricing suits perfectly the intent of target customers who prefer luxury stays. Moxy on the other hand is designed for emerging millennials who prefer chic accommodation with an affordable pricing range (Moxy. 2023).  
The places which are selected by both brands offer effective marketing success. Six Senses especially prefer accessing the natural locations set in the lap of nature offering a rural experience. On the contrary, Moxy accesses the urban setting with stylish city life locations which are easier to reach out to. 
The promotional strategies used by the company should be done in a very unique manner (Kotler et al., 2020). The marketing channel distribution is effective with direct marketing, referrals, search marketing, social media marketing, keyword targeting etc. Marriott’s Moxy markets itself with Instagram-friendly modern setups, gamified hospitality for AR experience and highly effective social-media marketing (Marketing Dive. 20220.  
Marketing is a strong discipline (Jobber and Ellis-Chadwick, 2020). Therefore, to respond to climate change and create a brilliant marketing and reputation, both brands respond effectively to sustainability.  Six Senses has integrated sustainability into the way it operates. The brand combines its gorgeousness with environment-friendliness and social responsibility (Six Senses. 2023). It takes effective actions in waste management, reduction of plastic and toxins and improves spirituality. The brand smartly uses land topography with renewable building materials. On the other hand, it employs local people and contributes to local education, healthcare programs and sanitisation. Moxy’s response to sustainability is, describing itself as the greenest tech-savvy hotel.  Being a part of Marriott, Moxy follows the 2025 Sustainability and Social Impact Goals and UN Sustainable Development Goals (Marriott. 2019). The activities include nurturing the world and nature,  empowering people by creating opportunities, sustainable operations with the use of renewable energies, and working in the advancement of human rights. 
Large hospitality organisations have adopted the concept related to ‘responsible business’ for attaining social concerns and enhancing their reputation as ‘corporate citizens’ (Bowie et al., 2017). Six Senses offers a highly effective marketing message. Over the years the marketing message has been about advertising its premium stays and services. However, to add value the company markets its brands' values with a combination of sustainable aims. The brand showcases its efforts for reducing consumption and engaging local productions. The brand arranges Sustainability Camp for teens to help the next generation learn about Homegrown, nature conservation and zero waste. The brand has joined its Plastic Freedom 2022 goal to market its sustainability values.  
Communicating with customers is important (Clow & Baack, 2013). It is done by Moxy in a different way using its set-up. Moxy on the other hand markets its spirit with an effective AR experience (Marketing Dive. 2022). The brand lets its visitors customise their digital avatar and become check-in to help create a unique experience. Moxy’s Grab & Go stations for a free beverage, snacks and breakfast collection is also unique (Marketing Dive. 2022). Moxy targets customers with AR content preference and attracts them with a metaverse creation throughout the stay which is quite different from the marketing message served by Six Senses. 
[bookmark: _s0y1qxmz90f7]Conclusion: 
Marketing remains at the heart of brand building that effectively helps hotels to grow their image. Hence, the marketing essentials and strategies used by both brands are descriptive of the values and missions followed by the two brands to improve their marketing management efforts.
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