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[bookmark: _Toc127452815]Introduction 
Marketing for business makes the customers aware of the services and products and assists them in making purchasing decisions.  This also assists in maintaining and making relevance, demand, competition, and reputation.  The hospitality sector takes the benefits of marketing to develop a brand, keep up customer loyalty and attract new clients.  However, the intention of this essay is to illustrate the marketing techniques of two multinational hotel brands, Moxy and Six Senses Hotel.  Six senses hotel started in 1995.  The Hotel is well-known for delivering quality services to customers and is set as a benchmark in the hospitality sector worldwide.  The Hotel is intended to implement accountable practices and experience and deliver services of spas, clubs, exotic resorts, and luxury residency opportunities for their potential customers.  Six Senses is based on the ambition which is to travel beyond destinations into innovative cultures and experiences so that they can feel the purpose behind travel (SixSenses, 2023). At the same time, Moxy Hotel is a luxurious and affordable hotel intended to provide customers with everything they need.  The Hotel is a Marriott International brand that emphasises the country's lifestyle, innovation, and economy.  In 2014, the Hotel was developed in Milan, and now it has more than 60 branches all over the UK, Asia Pacific, and America (Moxy, 2023).  Hence, the essay will shed light on their marketing strategies, strengths and weakness, and digital marketing channels. 
[bookmark: _Toc127452816]Discussions
In order to evaluate the marketing strategies for the two selected hotels, the essay will first analyse the strengths, weaknesses, opportunities, and threats of these hotels.  The strengths of Moxy hotel are that it is present worldwide, has an exceptional reputation and market leadership and has loyal customers. In contrast, the strength of the six senses includes spacious accommodations, modified services, clean design, and uncompromising quality service.  On the other hand, the weaknesses of Moxy hotel include poor positioning, negative publicity, issues with the law, and not effective methods of data protection.  The weaknesses of Six Senses include a lack of trained and skilled workers, poor resource management, and insufficient services.  The opportunities of Moxy Hotel are shifting demographics into the customer's markets, concentrating on developing economies, expanding into associated sectors, and –delivering different services.  Moreover, the opportunity of Six Senses includes local and foreign investment, expanding market, and emerging cultural tourism initiatives.  The last element of SWOT is threats that involve a global pandemic, a tough competition that may decrease market share, trade tension, and the risk of a terror attack.  Contrary to this, the threats of Six Senses are also the pandemic situation, overcrowding, political and social instability, and competition may cause a threat to the Hotel. 
To evaluate the external environment of companies, the essay will focus on PEST analysis.  The factors of PEST are political, economic, social, and technological.  The political factor illustrates that the decision of the government impacts the hospitality and tourism sector.  The modification in attitude, strategies and regulatory measures will highly evaluate the growth and success of the players in the industry.  While economic factors, including unemployment, inflation, recessions, and economic instability, directly impact the hotel industry.  However, it addresses 10% of UK employment, 5% of GDP, and 6% of businesses.  While social factors illustrate that travellers are from diverse age groups (Rahman, 2021).  The services delivered by hotels, for instance swimming pools, bars, heating, valet, etc., are main determining feature for various visitors.  Several customers select hotels for their position and the attractive views they provide.  Further, the various hotels in the UK use their website for booking services and also for securing payment.  Modified technologies assist companies in delivering services such as LCD screening, multimedia projectors, online reservations, and digital telephone services (Roy and Chowdhury, 2021). 
The marketing policies for the two hotels are different in a number of ways.  The products of Six Senses provides include spas, exotic resorts, exclusive clubs, urban adventure, opulent mansions, and a focus on environmental sustainability and the attractiveness of the setting.  Although luxurious and elegant décor permeates every square inch of the rooms of Six Senses hotel (Six Senses, 2023a).  In contrast, the Moxy Hotel provides guests with a chic hotel, but the rooms are compact yet stylish, and the Hotel also features lively social areas that are cleverly designed (Moxy Hotel, 2023a).  Taking into account the two hotel brands' place, Six Senses has a wide-ranging global footprint and is situated in the most popular tourist destinations on earth to fully captivate customer attention.  The US generates the traffic for Six Senses 9.82%, while it accounts for around 4.99% of the total.  This is in contrast to the geographic footprint of Moxy Hotel, which indicates that the various traffic at Moxy Hotel originate from the United States at 30.22 %, while approximately 15.09% of it originates from the United Kingdom (Similar Web, 2023) (Refer to Appendix 1).  Another factor of the marketing mix is promotion.  It is noted that Six Senses highly relies on print advertising and the usage of digital marketing platforms for its promotional activities.  Facebook, Pinterest, Instagram, YouTube, and Twitter are some of Six Senses's favourite social media platforms.  In contrast to Six Senses, Moxy's advertising efforts are less concentrated, and its social media accounts are not very active.  However, over time, they have become better in terms of promotional factors, but there are gaps that are required to be completed (Richard, 2017).
Bowman’s Strategy Clock is an extended and easy-to-use policy that delivers options for putting in a market based on prices and values.  It is a useful model that allows companies to understand how firms compete in the market (Villagrasa et al., 2022).  It can be said by analysing the Bowman strategies that Moxy is using a focused differentiation strategy.  It is about delivering high value at high costs.  When effectively done, this delivers high revenue and can be complex to maintain.  On the other hand, Six Senses is using a differentiation strategy where they emphasise differentiating their services and products from rivals by incorporating high value.  However, this strategy has a broad range from complete product differentiation by means of exclusive components in core services.  In addition to this, Six Senses primarily targets affluent travellers looking for comfort on vacation based on segmentation, targeting, and positioning of the hotel brand.  Similar Web has compiled information about Six Senses' user demographics.  Approximately 52.41% of the guests at Six Senses are male, compared to 47.59% of female guests.  According to the age distribution, roughly 36.23% of travellers are between the ages of 25 and 34.  The Six Senses Hotel thus attracts young customers (Similar Web, 2023a) (Appendix 3).  In addition, budget-conscious travellers who seek out exciting travel experiences at reasonable prices are among the target demographic for the Moxy Hotel.  The Hotel makes sure to properly cater to the needs of its middle-class customers (George, 2021).
Although Moxy and Six Senses have been utilising both conventional and digital marketing avenues, it is apparent that the hotels have not placed a strong priority on using social media outlets.  Further, Pinterest and Facebook usage show that Six Senses outperforms the competition in the use of social media.  Considering this, a little weight has also been given to Instagram, YouTube, and LinkedIn (SimilarWeb, 2023b).  Emails and recommendations have also been making a substantial contribution to the digital marketing of the two hotels (Appendix 4 and 5).
The six senses promote its brand by introducing plastic-free activities and limiting the use of plastic in hotels and companies.  Sustainability is a key consideration for advertising and attracting customers.  On their websites, Six Senses publicises and shares information about their sustainable projects (Appendix 6).  It observes the manner in which the Six Senses encourage people to reconnect with themselves and the natural world (Six Senses, 2023b).  Because it advertises to draw in young travellers and build a customer base made up of young people, Moxy is also incorporating its brand by taking the age element into account.  It has been reported that this customer base is growing and contributing to profitability.
It is recommended to the Hotels that they should invest high amount in involving and targeting people by using digital platform such as, Facebook, Twitter, and Instagram. However, it is important to make social media, such as Instagram and Facebook, which guests prefer to make their decisions related to travel. In addition to this, these two hotels must consider investing in email marketing, which will be useful in positioning and targeting numerous clients, particularly those who travel for a business purpose. 
[bookmark: _Toc127452817]Conclusion 
An assorted marketing strategy can be seen by contrasting the two hotel brands in this essay, and it can be concluded from the comprehensive discussion of the marketing plans of hotels.  Six Senses' marketing is specifically crafted to meet the needs of the target market because they primarily cater to luxury consumers and guarantee a pleasurable experience.  It is noted that the Moxy Hotel, in contrast, exhibits poor marketing insights and should make investments in this area to draw in a larger audience and increase brand awareness.  Hence, the Moxy Hotel should engage customers using digital platforms as its parent firm is primarily famous.  This will help it effectively enter new markets.
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