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The aim of this report is to analyse and compare the marketing strategies of two well-known hospitality brands: Moxy and Six Senses. This report will evaluate the segmentation, targeting, positioning, and marketing communication techniques used by both brands to reach their target audience. Additionally, the report will highlight the current market positions of both brands and discuss any considerations made regarding sustainability, social, geopolitical, and contemporary issues in their marketing activities. The ultimate goal of this report is to provide insights and recommendations for both brands to enhance their marketing efforts and stay ahead of the competition.

Discussion
Located all around the world, Six Senses is known for its high-end lodging options. Founded in 1995, the company has called Thailand home since its inception. Six Senses resorts are noted for their focus on sustainability, health, and luxury, and they provide several ways for visitors to relax, recharge, and reconnect with nature (Anilkumar et al., n.d.). The resort provides a wide range of accommodation types, from private villas and suites to residential-style flats, and is often located in far-flung, exotic locations. Six Senses has received high praise from Green Globe for its efforts to spread awareness about and implement solutions for environmentally responsible tourism (Sharma et al., 2021).
When compared, Moxy Hotels is a division of Marriott International, Inc., another massive hotel operator. Moxy Hotels was founded in 2013 to cater to young travellers from generations Y and Z who value comfort and affordability. The company is well-known for its upbeat and positive ethos, in addition to its focus on design, technology, and affordability (Alvarez-Risco et al., 2020). Moxy Hotels' stylish, cutting-edge common spaces and guest suites are geared at business and leisure travellers alike as ideal settings for making connections and having fun (Bas and Sivaprasad, 2021). 
The marketing approaches of Moxy Hotels and Six Senses are similar as well as different in some areas. The product category in the marketing mix is where the two brands most diverge from one another (Ferrell et al., 2021). Comparatively, in the product category of the marketing mix, Six Senses Hotels provides high-end lodgings in exotic locales with an emphasis on sustainability, health, and connection to nature, while Moxy Hotels provides budget-friendly, trendy, and contemporary lodgings with a focus on socialising and entertaining. When coming to pricing strategies, Six Senses Hotels & Resorts is more costly than Moxy Hotels. Six Senses caters to the well-to-do who don't mind spending more on a luxurious, eco-friendly stay, while Moxy Hotels strives to woo the frugal (George, 2021). 
Comparing places, Moxy Hotels may be found in many cities throughout Europe, the United States, and Asia, whereas Six Senses Hotels are located in far-flung exotic locations with a focus on environmental preservation and responsible travel (Lee, 2020). In promotion strategies, both hotels place a premium on developing innovative methods of advertising in order to raise awareness of their names in the marketplace (Gergen, 2021). Moxy Hotels aims for the millennial and Gen Z markets with a witty and dynamic marketing approach (Appendix 1), whereas Six Senses emphasises its commitment to sustainability, health, and luxury to attract environmentally conscious and wellness-focused visitors (Piuchan and Prachansit, 2019).
Given that Moxy Hotels and Six Senses aim for different demographic and psychographic subsets, they have developed distinct approaches to market segmentation, targeting, and positioning (Ferrater et al., 2017).
Millennials and members of Generation Z, who are known for their frugal travel habits, are the target market for Moxy Hotels' strategy of demographic segmentation (Michopoulou, 2019) (appendix 2). In its marketing, the firm positions itself as a network of high-quality hotels giving guests a comfortable and relaxing experience. Moxy Hotels is targeting vacationers looking for a fresh, inexpensive, and trendy place to stay (Oates, 2015). However, Six Senses uses psychographic segmentation to appeal to eco-conscious and wellness-oriented vacationers. The firm markets itself as a luxury, environmentally friendly, wellness-focused hotel brand that gives guests a really memorable experience. Guests at Six Senses may expect a high-end, eco-friendly, wellness-focused holiday. In sum, luxury, sustainability, and a focus on health and well-being are hallmarks of the Six Senses brand, while the Moxy Hotels chain aims to please those on a tighter budget (Pakpahan, 2021).
In terms of targeting, Moxy Hotels focus on budget-conscious travellers looking for an affordable and stylish experience, while Six Senses focuses on affluent travellers looking for a luxury, sustainable, and wellness-focused experience (Punitha et al., 2015). Both brands have positioned themselves differently in the market, with Moxy Hotels focusing on providing budget-friendly, stylish, and contemporary accommodations, while Six Senses focuses on providing luxury, sustainable, and wellness-focused accommodations (Išoraite, 2016) (appendix 3). 
Sustainability is a major concern in the hospitality industry, and both brands have taken initiatives to reduce their carbon footprint and promote eco-friendly practices (Thabit and Raewf, 2018) (appendix 4). Six Senses focuses on sustainable tourism and has implemented various green initiatives in their resorts, such as solar energy and water conservation (appendix 5). Moxy, on the other hand, has taken a unique approach by designing its hotels to be compact and energy-efficient, which reduces their overall environmental impact (Andaleeb, 2016). 
Both Moxy Hotels and Six Senses use a wide range of marketing and public relations methods to reach their different customer bases (Pyo, 2015). Moxy Hotels reaches out to its core customer base—young, cost-conscious business travellers—via digital marketing channels, including social media, digital advertising, and email marketing. The firm promotes its stylish, cutting-edge hotels on social media sites like Instagram and Facebook in an effort to bring together its guests and create a sense of community. To spread the word about their reasonably priced and trendy lodgings, Moxy Hotels uses digital marketing strategies (appendix 6). In addition, the company uses email marketing to stay in touch with clients and update them on happenings, sales, and the like (Bas and Sivaprasad, 2021).
However, Six Senses combines traditional and digital marketing communications tactics to reach its target audience of environmentally conscious and health-conscious consumers. The firm uses time-honoured forms of marketing communication, including newspaper and billboard ads, to spread its message to the widest possible audience (Thabit and Raewf, 2018). Six Senses reaches out to its population via many forms of digital marketing communication, including social media, digital advertising, and email marketing. On social media platforms like Instagram and Facebook, Six Senses promotes the luxurious, eco-friendly, and wellness-focused hotels it operates. In addition, the company uses email marketing to stay in touch with its clientele and inform them about upcoming events, sales, and other exciting happenings inside the company (Sharma et al., 2021).
In recommendation to develop and enhance marketing activities, Moxy Hotels may team up with influential people and travel bloggers to improve their marketing efforts. This will increase their visibility and help them to connect with more people. Moxy Hotels may advertise its business to a wider audience and get new clients by working with well-known travel bloggers and influencers (George, 2021). Whist Six Senses may use augmented and virtual reality technology to promote its out-of-the-ordinary excursions. Clients may acquire a feel for the business and take a virtual tour of the facilities before committing to a purchase with this technology. This will not only make the journey more enjoyable for the customer, but it will also get them excited about it.
In today's hospitality market, there are several contemporary concerns that both Six Senses and Moxy need to consider in their marketing activities. The COVID-19 pandemic has been cited as a major concern for the tourism and hotel sector because of the drop in demand for these services (appendix 7). Both businesses will need to adjust their advertising to counteract the trend, either by placing more focus on safety procedures or introducing more accommodating cancellation policies (Ferrater et al., 2017).
Social and geopolitical issues, such as diversity and inclusion, have also become important considerations in the hospitality industry. Employers need to make sure their teams are diverse and representative of their customers and brands need to do something about the problems that exist. As an added precaution, they should be aware of any cultural or political quirks in their target markets, as ignorance of such details might have severe consequences for the company's reputation (Bas and Sivaprasad, 2021).

[bookmark: _Toc126845878]Conclusion
In conclusion, both Moxy and Six Senses are two established and well-known brands in the hospitality market. Both brands have unique marketing strategies that they have developed based on their target audience and current market conditions. However, considering the current global environment, both brands should take into account sustainability, social, geopolitical, and contemporary issues in their marketing activities. This will not only enhance their marketing efforts but also align with the increasing demand for socially responsible and environmentally conscious businesses. Companies that prioritise these concerns will be better equipped to adapt to changing market trends and customer preferences in the future.
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Figure 1 Marketing Mix Of Moxy Hotels
Source: (Piuchan and Prachansit, 2019)
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Figure 2 Gen z and millennial travel
Source: (Michopoulou, 2019). 
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Figure 3 Target Audience For Hospitality Industry
Source: (Oates, 2015). 
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Figure 4 Statistics Sustainability in The Hospitality Industry
Source: (Ferrell et al., 2021).
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Figure 5 Funds Allocation for Sustainability by Six Senses
Source: (Alvarez-Risco et al., 2020).
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Figure 6 Social Media Platform Used by Moxy Hotel
Source: (Sharma et al., 2021). 
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Figure 7 Covid 19 Impact on UK Tourism Industry.
Source: (Anilkumar et al., n.d.). 
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