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The business strategy of two different hotel brands is studied here. The brand of Moxy and Six Senses are being compared here to find how the business has developed its marketing mix based on the situational analysis done for their brands. The study also develops a marketing communication for the target audience based on each brand's segmentation, targeting and positioning to compare the strategies followed by each. The recommendations are being given for the brands to perform better in the future based on the study of the brand strategies. This also provides an idea of the contemporary issue of the industry and the ways to deal with it. 

Moxy and Six Senses are both multinational brands in the hospitality sector. Moxy is a brand with around four properties in Asia Pacific, North America And Europe. These hotels give the users a good experience at the property with playful, affordable and stylish hotel stay for those visiting cities. Hence, this city property brand has unique services, with its check-ins being done at the bar. On the other hand, Six Senses is a premier luxury property chain that works on recyclable products to serve its guests. This brand has developed its properties in exotic locations in the lap of nature (Smith and Zook, 2020). Hence, the brand has a delicate balance of climatic and environmental concerns it has to walk. The brand has developed its properties to attract guests who can afford a high price for the stay, and the hotel has set itself in the lap of nature with a great concern for nature and its various ways to be environmentally right and socially responsible (Jobber and Ellis-Chadwick, 2020). 
The situational analysis for the business suggests that the brands here can be done with the 5C analysis. Here the components are the company, collaborators, customers, competitors, and brand context (Bowie et al., 2017). This suggests that Moxy collaboration with all the businesses of the city to attract the people who are willing to have a city stay. The company has developed various collaborations with various agencies to promote its products to prospective consumers. The customers for the brand are the people who are there to stay in the city and are looking for a unique experience. The brand has a competitive pricing policy to attract consumers towards the markets that it is operational. The brand offers a unique experience for people willing to experience it at their properties.
On the other hand, the Six Sense is a luxury property built in the lap of nature. The people who wish to spend time with nature prefer such a property and are willing to pay for it. The business has collaborated with environmental organizations to develop recyclable amenities that have no negative effect on nature. The brand has no competition due to its location and premier pricing. Hence, the brand gives the guests their stay in the lap of nature for a premier price (Kotler et al., 2020). 
Hence, Moxy and Six Senses have unique strategies that suit their business audience and strategy. The brand of Moxy has developed its offerings based on the city clients at competitive pricing to attract more and more people to visit the city at a lower cost. The brand has unique services to develop the product category that is different from all others, giving itself a unique appeal. Six Senses has designed its offerings to attract people with the ability to pay the price for an exotic stay in the lap of nature. The brand has an international audience, so it has developed its promotions and offerings accordingly. This gives the business the option to develop the marketing mix for itself (Chaffey and Ellis- Chadwick, 2019). 
The Marketing Mix for a business is developed based on the 4Ps like the product, price, promotion, and placement. The product for Moxy is its chain of properties in the city centres that offers unique services at a competitive price. Moxy has an ambience and service that attracts the people in the city limits to have a unique and playful experience during their stay. Thus, the brand has developed competitive pricing for its location to attract consumers therein. The brand promotes its offerings to the people coming to the city for a stay via internet media and infrastructures in the town with urban activities (Ghauri, 2014).
On the other hand, Six Senses is a product developed to attract people with higher incomes and a taste for premium natural locations. The brand has designed the properties in such locations, taking care of the natural resources and developing the supplies and amenities for the recyclable business. The brand charges a premium price for the guests and offers an exotic location. Thus, the brand promotes itself internationally via various social media lines and travel and nature magazines. The brand has also received an award for tourism which it uses for its promotions (Grill, Hotels and Kitchens, 2021). Hence, both brands have used the marketing mix well for business development and promotions, as is seen from the study. 
Moxy has developed its marketing mix to attract city stayers with competitive pricing. The brand has used promotions through various channels to address the audience willing to stay with the hotel (Weinstein, 2022). The brand has also developed its partners in many cities to attract consumers towards itself. Six Senses has used the marketing mix well to reach a broad global audience willing to pay the price for the business's exotic location choices. This mix has been developed well to attract people who are environmentally conscious and responsible towards it. This has given the brand Six Senses a unique appeal for its clients in the global market. The brand uses nature and travel magazines to promote itself, along with various high-end magazines and the web, to reach the audience it has targeted (Yetimoğlu and Uğurlu, 2020). 
Any brand uses segmentation, Targeting and Positioning to develop its strategies in marketing, like marketing mix. This also gives the brand a clue about its target audience and how to reach them. The business develops the segment it wishes to cater to, sets the target on them, and positions the products for the target market to see sales (Ketter and Avraham, 2021). Hence, Six Senses has developed its segmentation that targets the people willing to pay for the product and has developed the message to communicate to the audience. The brand has its target audience to whom it pitches its products and offerings to attract them (Sudari et al., 2019). The brand has developed an audio-visual presentation that people across the globe can see to have an idea of what they will experience in the property. The brand has used social media and internet mediums well to promote its offerings across the globe. On the other hand, Moxy uses social media and the web to promote its offerings. The brand also relies on word-of-mouth promotions where the people who have stayed with the property promote the property to their peer groups. Hence. The brand has developed its target market and audience well to reach the segment it has targeted. This keeps the cost of promotions low for the brand with a global audience (Rajavi, Kushwaha, and Steenkamp, 2019). 
Recommendations for the brand Six Senses would be that it should have a delicate look into the environmental aspects of the business as it has developed its operations in exotic locations. Bad press about the brand would prove to be a big disaster for the company and its brand image, so it has to be careful about the location and nature around it. Moxy is suggested to attract more clients towards itself with competitive offers. The post-Covid-19 period has seen a slowdown in hotel booking, which it needs to restore in the days ahead. The brands in the hospitality sector have to deal with these relevant contemporary concerns to get the businesses back on track (Varadarajan, 2019). 

The strategic analysis for the hotel brands Moxy and Six Senses suggests that the brands have their marketing strategies. Moxy attracts clients from the city, while Six Sense has an international audience who can pay a premium price for the stay. Moxy has developed competitive local pricing and a set of unique services for the guests that are key to its marketing strategies. It also uses competitive pricing to attract consumers towards the brand. On the other hand, Six Senses has developed the business to attract international clients with higher incomes to attract them to their properties. 
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