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The present essay is about the evaluation of two global companies marketing plans, Moxy hotels and Six Senses hotels. Marketing strategies will be analyzed, as well as segmentation targeting and positioning of the companies.
As a luxury brand, Six Senses hotels locations are unique places from more than 20 countries around the world. In 1995 the first Six Senses hotel was opened in Thailand and since then it grew to 21 hotels around the world. Under the IHG Hotels & Resorts family, the luxury brand quickly became the industry's pioneer of sustainable practices, as it demonstrated that uncompromising luxurious hideaways could coexist with local communities and ecosystems (The story of Six Sense, 2021).
Under its well-known brands Six Senses, Evasion, and Six Sense Spas, Six Senses Restaurants, Resort Towns, and Spa services may be found in some of the most breath-taking locations in more than 20 countries. By emphasising sustainability and wellbeing, the premium brand sets itself apart in the luxury hospitality industry. Because the organisation wants to be known as the most morally superior hospitality brand, it is concentrated on wellness, humanity, sustainable design, and joy.
The first Moxy Hotel was opened in Milan, Italy, in 2014. Under the Marriot umbrella organization, Moxy became a huge and fast success, today possessing more than 70 properties, on three different continents. According to Moxy hotels (2023), the stylish, industrial design and sociable services, are combined into an affordable price point, so guests can spend money on experiences instead of space. Targeting youthful, outgoing travellers seeking a cost-effective yet fashionable hotel option, this brand was born out of a desire to welcome nonconformity, open-mindedness, and originality to the world. The target market for the premium hotel chain is made up of those people who seek more than just a place to sleep. Typically, this specific set of visitors works hard to maintain social connections while being meticulous and cost-conscious. Moxy is a vibrant, affordable, and modern hotel chain that gives visitors exactly what they need (McKercher, B., 2020). Attendees may save on storage and invest more on events as a result of the animation brand's affordable prices and slick, modern style.
According to Kotler et. al (2019), the marketing strategy of an organisation, is implemented through a marketing mix that uses a set of tools. The marketing mix (the 7 Ps) lies at the foundation every marketing strategy of an organisation. By using a marketing strategy, the organization identifies the kind of customers they are addressing its product or service and how exactly will they create value, through the products and services, for the kind of customers they are addressing to. By changing the marketing strategy into action, the marketing programme, developed to deliver value to customers, creates customer relationships.
The 7Ps marketing framework is a widely used tool that helps businesses design and implement effective marketing strategies. It considers all the key aspects of a business that contribute to the overall customer experience (Product, Price, Promotion, Place, People, Process, Physical evidence). By considering all these 7Ps, businesses can create a comprehensive marketing strategy that takes into account all the factors that influence customer satisfaction and loyalty. It helps to ensure that all aspects of the business are aligned and working together towards a common goal of delivering a high-quality product or service to customers.
Product strategy at Six Senses hotel consists of the physical and intangible luxurious features, such as its rooms, amenities, and customer service, that will provide a unique experience, while at Moxy Hotel, the product would consist of its nonconformist accommodations, services and amenities.
Six Sense’s hotel high price stands for the cost of the hotel experience, including room rates, packages, and additional fees. On the other hand, Moxy hotel, trendy and affordable hotel brand, practices an affordable price strategy.
Place strategy of Six Senses hotel has got the principle of uniqueness at the heart considering the hotel's great beauty and close to nature location, accessibility, as well as the surrounding environment. Moxy hotel, practices a totally opposed place strategy, its accessible properties being located in urban areas and the most populated cities around the world.
Six Senses promotional strategy mostly refers to the marketing and advertising efforts used to promote the hotel and its offerings. Mostly it refers to social media platforms as the brand defines itself by luxury, beauty, wellness and nature, and the best way to transmit these feeling is through the power of images and customer reviews. Moxy hotel’s promotional strategy focusses on social media, influencer marketing and experimental events.
As per people strategy, Six senses hotel are looking to attract and retain people that have a customer centric approach, embrace sustainability and social responsibility. Moxy’s hotel people strategy focusses of embarking team members that embraces the brands values and principles, creating an inclusive and fun workplace and culture.
Six Senses process strategy is made up of all the procedures and systems in place to ensure a smooth and efficient customer experience, in concordance with its core principles. Moxy’s hotel process strategy is centred around efficiency, automation and self service. 
Six sense’s hotel physical evidence prioritize the use of natural materials, eco friendly design, and features that promote relaxation and connection with nature. Moxy hotel’s physical evidence focuses on contemporary and functional design having a focus on communal spaces and technology integration.
Regarding current market positioning, Six Senses Hotels and Spas are located in some of the world's strongest and most stunning locations. The touch points are unquestionably the same whether they are in a busy city or on a secluded private island. Additionally, Six Senses has strong ties to the neighbourhood and its culture while also being acutely aware of the global community. It offers carefully created guest experiences that are offered by international specialists with a variety of backgrounds in an effort to uplift, energise, and revive the human spirit (Cavalcante and et.al., 2021). The customer service provided by Small Six Senses resorts is based on emotional intelligence and starts with empathy. 
Globally, Gen Z consumers play more games than millenials (14%), Gen Xers (11%), or baby boomers (6%), on average. To keep others informed of events, everyone submits their Instagram tales to Moxy's digital guestbook. A selection of newly published Instagram photos from visitors from all over the country are shown on the modern TVs in the living area. People are urged to post their own #atthemoxy Instagram photographs, which will appear on screens at select other Moxy locations across the world owing to the promotion on social media, in additional to the smartphone décor and accessories.
According to Kotler et.al (2019), consumers are in the centre of any marketing strategy, as marketing strategies are customer driven. Through segmentation and targeting process, any organization can decide which customers will serve. To do this, the organization would have to identify the total market and divide it into smaller segments. Of the smaller segments, the organization will select the most promising segments and focus on serving and satisfying their needs and wants.
Moxy hotels targets younger travellers and millennials looking for a fun and lively hotel experience at an affordable price point. The brand aims to create a vibrant and social atmosphere with contemporary design and technology enabled. Additionally, Moxy hotels often attracts business travellers seeking a relaxed and social environment during their trips.
Six senses hotel target market, on the contrary, consists generally of affluent travellers looking for luxury accommodations and wellness experiences. The brand’s sustainability and wellness focus also appeals to those with a strong interest in eco-tourism and sustainable travel. The specific of Six Senses hotels lies with its location in scenic, remote or exclusive destinations, often offering unique cultural or nature-based activities as part of their guest experience.
Wellness and sustainability are fundamental concepts, core value of Six Senses guiding principle. They attempt to contribute wherever they can, whether it is by participating in beach clean-ups, making sensible financial decisions, not printing, or reducing waste by recycling and reusing. The company strives to offer environmentally friendly solutions so that event organisers and attendees may lessen their adverse effects on the environment (Willems, K., Brengman, M. and Van Kerrebroeck, H., 2019). They quantify the tonnes of waste they produce during their conferences, including water waste and energy use.
From energy and water efficiency technologies, to the use of eco-friendly materials, the implementation of sustainable operations and engaging local communities in environmental initiatives and social responsibility, Moxy hotel is committed to sustainable development and continues to explore new ways to reduce its environmental impact. The use of compact fluorescent lights, the installation of solar arrays on rooftop, and postponing washing blankets just before use are just a few of Moxy's effective environmental initiatives.
The effectiveness of a company's marketing plan strongly affects its potential to be profitable. It must use efficient advertising tactics, such as pricing and marketing techniques, to keep a competitive edge over rivals. This study analysed Moxy Hotels and Six Senses as international hotel businesses. They both develop into well-known figures in the hotel business. These two hotels have both seen success using less aggressive marketing strategies. 
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