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1. Introduction 
Marketing is a company's efforts to learn about its consumers and then create, distribute information about, and supply goods and services that meet their demands (Damnjanović et al., 2020). In this essay, two multinational corporations' six senses and Moxy’s marketing techniques will be compared by using situational analysis, marketing mix and the brands' approaches to segmentation, targeting, and positioning. 
In 1995, Six Senses Hotels had been established by Sonu Shivdasani. This hotel is affiliated with the IHG chain of lodgings. It's a high-end chain of resorts and spas that aims to provide its clients with an unforgettable experience. It oversees a diverse portfolio of hotels and resorts in places like Bhutan, Cambodia, China, India, Indonesia, Israel, Fiji, France, and the Maldives, and its spas provide a variety of holistic wellness, rejuvenation, and beauty treatments administered by trained professionals (Piuchan & Prachansit, 2019). While Moxy is a luxury hotel chain owned by Marriott International that debuted in 2014. Hotels of this kind are more common in metropolitan locations, where they may put visitors within walking distance of restaurants, shops, and bars. According to Kandampully and Solnet (2020), Moxy Hotels is a "fun, affordable, and stylish" chain of lodgings that aims to provide visitors with "everything they want, with nothing they don't." Moxy Hotels, which have opened over 60 'experiential' locations in the Americas, Europe and Asia Pacific, boldly go against the grain of a conventional hotel stay by having guests check in at the bar.
2. Situational Internal/External analysis 
The SWOT and Pestle analysis factors has been used to compare the two brands in order to develop the marketing strategy. 
In terms of strengths, Moxy Hotel's highly skilled workers will help it succeed in international markets. The Moxy Hotel regularly researches the hospitality sector, so it may identify fresh and unique ways to prosper in new worldwide markets. Research will help hotel managers satisfy customers in the hospitality business. While private apartments from Six Senses Hotels—known in 19 countries as Six Senses, Evason, and Six Senses Spas—offer the best of both worlds, whether customers just are looking for a tropical island getaway, a mountain hideaway, or a prime location in the city. Constructed with sustainable, regionally-available materials that are also highly energy- and water-efficient (Henderson, 2007). The homes are constructed in a way that minimises their impact on the environment while yet offering enough living space, discretion, and convenience. 
Additionally, Six Senses is committed to sustainability in an effort to lessen the company's impact on the environment. Incorporating practicable practises like recycling, minimising waste, and energy saving are all part of this (Font & McCabe, 2017; Mody et al., 2017). The Six Senses Hotels collection is diverse, international, and multiethnic; each property's host brings the brand's principles to life in their own special manner. Collectively, Six Senses provides a dedication to health, fellowship, eco-friendly architecture, and joy (Stombelli, 2020).
However, Moxy Hotel is still a tiny hospitality company, hence it lacks the base to function like Marriot Hotels. The Moxy Hotel lacks a competent foreign PR staff to launch comprehensive advertising plans in new international markets. This will complicate hotel marketing. Lack of funds for worldwide marketing operations including advertising and sales promotion. As a new hospitality player, it requires a powerful marketing effort to achieve appeal in new international markets.
Due to global travel, the hotel business is growing (Chon and Weber, 2009). Thus, the Moxy Hotel may find a large market in new international markets. Moxy brand is distinguished by its emphasis on communal activities, such as drinking and eating. Moxy Hotels are also noted for their inexpensive rates. The firm is able to give visitors a fashionable and cozy experience at a more wallet-friendly price point than conventional all-suite hotels by focusing on efficiency and shared areas (Lee, 2020). Overall, Moxy was designed for the young at heart who are seeking a lively and interactive social experience in a city environment.
With regards to threats, the market-dominant Marriot Hotels will compete with the Moxy Hotel for customers. Moxy Hotel will compete with other hotel providers in the locations it explores on pricing. While six senses doesn’t have a major threat because of its ability to differentiate itself in terms of sustainability. 
3. The Marketing mix 
Product: Six Senses is a high-end hotel chain that provides visitors with unique and enticing experiences while also prioritising their health and the environment. Moxy Hotels, on the other hand, are a lifestyle hotel chain that offers low rates and a lively ambiance to attract a youthful, tech-savvy clientele.
Price: Six Senses is a luxury label, so expect to pay a correspondingly hefty price. They target affluent people who can afford to spend on high-end services. Moxy Hotels, on the other hand, is a budget-friendly brand that provides cheaper rates in order to attract a younger, cost-conscious clientele.
Place: Both Six Senses and Moxy offer hotels in a wide range of cities across the world. Hotels from Six Senses are often found in quiet, out-of-the-way regions, whereas those from Moxy may be found in the heart of a bustling city (Mody et al., 2017)
Promotion: Six Senses advertises itself by highlighting its dedication to environmental responsibility, health and wellbeing, and immersive travel experiences (Henderson, 2007). Sustainability is also a priority, and the company is working hard to lessen the damage it does to the environment. Sustainable practises including recycling, minimising waste, and saving energy, as well as the use of environmentally friendly products, fall under this category (Kasim, 2009). Marketing for Moxy Hotels, on the other hand, focuses on the budget-friendly rates, lively ambiance, and cutting-edge amenities (Sikand, 2020).
4. Segmentation, targeting and positioning 
Segmentation: Six Senses caters to high-end visitors looking for distinctive, environmentally friendly, and wellness-focused experiences, whereas Moxy caters to frugal millennials looking for a vibrant, sociable experience (George, 2021a)
Six Senses targets wealthy travellers who are ready to pay a premium for their distinctive and opulent experiences (Sousa et al., 2021), whereas Moxy targets younger generations who place a higher value on affordability and interpersonal relationships than opulent facilities.
Six Senses promotes itself as a high-end company that provides guests with unique and memorable experiences that are both environmentally and socially responsible. Moxy, on the other hand, markets itself as a brand that provides for the demands of youthful, sociable, and technologically-savvy tourists at a low price. Younger people who care about cost, community, and technology are Moxy's target audience (George, 2021b).
5. Marketing communication with target audiences 
Social media, email marketing, and print ads are only some of the modern and conventional methods of promotion used by Six Senses (Trusov et al., 2009). They also maintain a sizable online and print magazine presence catering to the premium travel market (Castronovo & Huang, 2012).
On the other hand, Moxy reaches out to its consumers through social media and influencer marketing. Moxy Hotels' online guestbook encourages guests to post photos from their stay on Instagram and provide up-to-date information. Taking a customer-centric strategy by making its visitors the stars of a never-ending marketing push and giving them complete editorial freedom. They place a premium on user-generated content and recommendations from satisfied customers. The United States accounts for the majority (22%) of six senses Hotels' traffic, down from the previous month.
Similar Web Analysis Tool estimates that there are around 250,000 monthly visitors to the Moxy website. In comparison to Six Senses, their social media presence is sizable: over 250,000 Instagram followers and 60,000 Facebook likes.
6. Conclusions and Recommendations 
The goal of this essay was to compare the narekting strategy of two brands i.e. six senses and Moxy. It is suggested that Six Senses Hotels prioritise marketing activities that engage consumers through intimate experiences. Utilise social networking sites that involve Instagram, Facebook, and Twitter to market their brand and communicate with prospective clients. Furthermore, developing collaborations with other organisations to develop cross-promotion and leveraging online influencers may assist boost awareness of the brand as well as attain more prospective customers (Crisafulli & Singh, 2022). Data analytics allow Six Senses Hotels to learn about its customers so they can cater to them individually. They may cater to specific needs by providing individualised spa services, meals for those with food allergies, and interests-based itineraries. Customization plays a significant role in ensuring happy customers.
Moxy Hotels may put its efforts into digital marketing channels like social media and SEO. The best way to attract more customers is to promote the brand's strengths and distinguishing features via material like videos, reviews, and testimonials. Furthermore, by analysing customer data, businesses may learn more about their ideal clients and develop more targeted strategies (Banyeva et al., 2023). The local experience is becoming more and more important to consumers.
The hotel industry is one that is rapidly adopting technology. Moxy hotels can provide guests with the added security and convenience of contactless check-in, room service, and payments. Technology also allows them to provide virtual tours of their facilities and attractions (Yetimoğlu & Uğurlu, 2020). Guests may also book rooms, place meal orders, and use other hotel services using mobile applications.
When advertising, Moxy hotels may capitalise on its convenient location. They may promote local eateries, shops, and activities. In addition, they may team up with regional establishments to provide customers with exclusive deals and bundles (Katsikeas et al., 2020).
Last but not least, while developing a marketing strategy, it is essential to take into account the present political and economic climate (Ferrell et al., 2021). In times of crisis, such as pandemics and wars, it might be especially important to put effort into marketing. Positive advertising that emphasises the brand's commitment to safety and security, as well as any recently implemented safety measures, may go a long way towards regaining consumers' confidence. Potential clients might be enticed by highlighting the significance of travel alternatives and displaying special deals.
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