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This essay will underscore two hotel brands, namely Six Seasons and Moxy, in an effort to understand their different marketing choices, positioning and strategy. The essay will employ analytical tools such as SWOT, PESTLE, SOSTAC, Marketing Mix, STP as well as Similarweb analysis. The essay will also entail Bowman’s Strategy Clock.

According to the Similarweb tool, Six Senses Hotels’ total visits in the last three months comprises 471 thousand visits. Further, the hotel's most operative country is the US, where its traffic accounted to be 19.83%, which indicates that its customers mostly reside in the US. Moreover, the hotel's targeted audience highlights that it caters its services mostly to the millennial age group because 32.33% of its audience lies in the age group between 25 to 34 years old. Likewise, the hotel caters mostly to the male audience, for it accounts for 52.37% male and 47.63% female customers. Six Senses' top marketing distribution channel entails the search optimisation tool, for it encompasses 61.45% of its online traffic. Similarweb tool also noted that Six Senses' most utilised social media marketing platform is Facebook because it possesses 40.89% of its online audience (Similarweb, 2023).
At the same time, Similarweb identifies that Moxy Hotels' last three months' total online traffic accounts for 256.1 thousand visits, with the majority of its audience engaging from the United Kingdom since they tally up to 32.75% of the hotel's online traffic. The hotel's top marketing distribution channel entails its online marketing approach through search engine optimisation because it accounts for up to 49.72% of its traffic, whereas its physical marketing attracts 26.67% of the audience (Similarweb, 2023b). Through this comparison, it can be stated that both hotels have employed the online marketing and distribution approach, while their top audience lies in different regions of the US and UK. 
The following entails the Marketing Mix of Six Senses Hotel.
Product- The brand's offerings include resort and spa bundles that include associated goods in special deals.
Price- The hotel bases its pricing approach on how relevant the offering is. If an item is popular in the industry, the hotel will charge it considerably higher than competing businesses (Six Senses, 2023d).
Place- The hotel can be found digitally on its social media accounts and online webpage as well as physically through its outlets.
Promotion- Digital and printed adverts in publications are used for marketing the hotel. It also uses projects and programs for promotion (Six Senses, 2023e).
People- Six Senses puts essential emphasis on its people's development and growth and therefore invests in its training programs, success planning and organisational ownership.
Process- The hotel aims to run a business process which grows consistently and similarly maintains its people, quality and store management. 
Physical Evidence- In order to impact the customer positively, the hotel designs appropriate hotel designs, with authentic packaging of its products and excellent website design. 
The following includes the Marketing Mix of Moxy Hotels.
Product- The hotel's products consist of grab-and-go options for the resort's guestrooms, bars, as well as facilities.
Price- The hotel's rates are based on the financial lifestyles of its guests. As a result, it assigns a cost to the goods depending on how likely millennial consumers are to buy them (Moxy Hotels, 2022).
Place- The Moxy Hotel offers multiple online and offline distribution networks; offline stores keep track of the hotel's reservations, while online reservations are handled by the hotel's online webpage.
Promotion- By means of its renowned parental organisation, Marriott, the hotel uses word-of-mouth marketing to promote the business. It also advertises its items by frequently posting about its products on social media platforms.
People- The hotel is recognised as among the best stylish hotels with excellent people management and a high employee satisfaction rate.
Process- Moxy Hotels have aimed to invest in digital technology in an effort to modernise their processes and provide better deliverables to their technology-inclined customers.
Physical Evidence- Moxy, with the aid of its parental organisation, Marriott, use branded amenities to influence its customers.
The following entails the STP analysis for Six Senses Hotels.
Segmentation: Based on the location, socio-demographics, psychographics, and motivational traits of its consumers, Six Senses segments the market into different divisions.
Targeting: The target market for the hotel is people between the ages of 25 and 34, indicating that the brand's services depend on millennial' tastes (IHG Plc, 2019).
Positioning: The hotel's brand positioning targets millennial tourists who are drawn to having a unique hotel visit with unconventional commodities and surroundings.
The following includes the STP analysis for Moxy Hotels.
Segmentation: The socioeconomic class of customers helps Moxy Hotels segment its offerings according to its culture and taste.
Targeting: The Moxy Hotel targets its guests who are seasonal travellers and offers trendy services.
Positioning: The business positions itself as one of the market's trendiest, quick-service hotels, which younger customers typically favour.
The hospitality sector has immediately acknowledged the Six Senses' sustainable practices because they strongly support and promote sustainability and durability in civilisation. Before making any decisions that might have an influence on the ecosystem or motivating their management to modify their teams, Six Sense consults research. They give specific instructions on who or what they are aiming to impact. The Six Senses has established an environmental lab as well, which makes sure to demonstrate their lowering in the usage of goods which are unhealthy in terms of the environment's safety. As a result, the audience can identify and observe the measures the hotel takes to run its business sustainably (Six Senses, 2019). Furthermore, Six Senses have also initiated their Scandinavian project of building a Svart in an effort to bring the notion and its awareness among the people of Norway and Denmark. Hence, their approach to sustainability is resilient, which can identify that their message to their customers circulates around the importance and relevance of sustainability and how each responsible individual can accomplish such an objective if they adhere to certain measures. Furthermore, Six Senses hotel has recently addressed the growing issue of plastic waste getting thrown into the oceans and forests, which as a result, is increasing pollution as well as increasing the danger to the health of wildlife. For this reason, the hotel has initiated its program termed Plastic Freedom 2022, where the corporation aims to eliminate any sources of plastic from the ocean, seas and riverbeds as well as forests. Further, through this initiative, Six Senses seeks to reduce the amount of plastic being utilised in the manufacturing of the products. This action will reduce the number of plastic used in the amenities of the hotel. At the same time, it will spread awareness about the plastic waste notion, through which other firms can also implement the responsible act (Six Senses, 2022). In addition to this Plastic Freedom 2022 initiative, Six Senses has also invested in its summer camps, which emphasise its focus on educating teenagers about the importance and relevance of sustainability. Moreover, these summer camps also seek to educate the younger generation about daylight-saving activities. The motive of these summer camps is to deliver essential knowledge about corporate social responsibility and environmental health to those young individuals who are seeking to become entrepreneurs in the upcoming future. Hence, from such information, it can be stated that Six Senses Hotels are conveying the message of sustainability and essential responsibility for environmental health to its customers. 
On another note, Moxy Hotels' Copenhagen branch has received recognition for its outstanding environmental measures, which speaks volumes about the organisation's efforts and dedication to supporting society and the ecology. This honour has significantly improved Moxy's brand and reputation (Moxy Hotels, 2022). From this knowledge, it can be highlighted that Moxy Hotels, just like Six Senses, is trying to persuade its audience by delivering the precise message of environmental health while also clarifying the risk that the climate is currently experiencing. Likewise, Moxy Hotels also attracts a new audience base through the delivery of this message. 
The primary goal of Bowman's Strategy Clock is to help businesses understand where they stand in the market in relation to their rivals. It is a marketing concept that aids businesses in assessing where they stand in the marketplace. With that being stated, the clock comprises eight quadrants, namely low price and low added value position, low price, hybrid, differentiation, focused differentiation, risky high margins, monopoly pricing and loss of market share (Echchakoui, 2018). Keeping such strategy positions in mind, it can be stated that Six Senses Hotels lie in the quadrant of hybrid, given how the hotel offers its commodities at a low price until and unless it is offering a product which is high in demand, thus leading to added value. On the other hand, Moxy Hotel lies in the quadrant of Differentiation due to its distinct sustainable approach with a trendy touch to its products and consumer base. 

The essay’s findings highlighted that Six Senses and Moxy Hotels aim to deliver the message of sustainability in their projects. The essay evaluated their different marketing approaches through different analytical tools and identified that Six Senses aims to provide their customers with a generally relaxing experience, while Moxy goes for a trendier and more stylish approach. 
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The following entails the SWOT analysis for Six Senses Hotels.
	Strengths
	Weaknesses

	· Encompasses a light business model.
· Robust digital exterior and implementation (Six Senses, 2023a).
· Strong global as well as national presence in the UK.
· Renowned parental brand, which is IHG Hotels. 
· Positive customer experience and relationship.
	· Shortages of employees operating globally in the post-pandemic era.
· No economic hotel brand.

	Opportunities
	Threats

	· Fragmented market potentials.
· Facilitated bookings through digital technology.
· The surge in international tourist level.
	· The threat of new entrants is due to easy entry into the hospitality market.
· Unprecedented events in the global industry lead to an unstable market. 



The following includes the SWOT analysis for Moxy Hotels.
	Strengths
	Weaknesses

	· Fast growth progress rate due to standardised structure and business process.
· New and trendy marketing concept which attracts a large audience, especially the younger generation.
· Robust financial support from the parental organisation, which is Marriott International. 
	· Lack of conventional hotel services due to the diverse concept of the brand.
· Only those guests can approach the company who are seeking socialising parties and gatherings.


	Opportunities
	Threats

	· A new potential scope within the hotel market for future growth.
· Niche products for obtaining a market which is reactive to their actions.
	· Prone to becoming irrelevant soon due to entrants of potential competitors in the new diverse market.
· Unclarified concept of the business to the customers.



The following entails the PESTLE analysis for Six Senses Hotel
	Political
	Given how Six Senses operates internationally, it has to be aware of the political tensions and instability of each nation at all times, which could impact its long-term profitability.

	Economic
	International fluctuations in foreign exchange rates and inflations affect the hotel's income rate (Otainsight, 2022). 

	Social
	The covid-19 pandemic has enabled global customers to value cleanliness over comfort, which is why Six Senses highlighted the sanitisation services over the relaxation ones. 

	Technological
	The hotel aimed for an intelligent luxury aspect by including low-tech and high-touch technological assets in its facilities.

	Legal
	Its international image enables Six Senses to adhere to the laws of the hospitality industry of each operational country (Six Senses, 2023b).

	Environmental
	The hotel has committed to sustainability by investing in projects restoring deforestation (Six Senses, 2023c). 



The following includes the PESTLE analysis for Moxy Hotels.
	Political
	Political chaos, such as corruption, fluctuations in the policies for the hospitality industry, taxation and instability due to pressure from political parties and the governance system, has a lot of influence on the investments of Moxy Hotels. 

	Economic
	The global status of labour market conditions has tightened since the post-pandemic era, thus leading to economic disruptions (OECD, 2022).

	Social
	Given how Moxy emphasises its market strategy on millennial customers, the hotel also has to satisfy customers of other age groups by bringing forth relevant products and services.

	Technological
	Moxy hotels have the upper hand in technology due to its centred millennial consumer group.

	Legal
	The hotel has to monitor its international consumer protection laws because of its global reach.

	Environmental
	Moxy Hotels are investing in a Scandinavian opening which is entirely sustainable-oriented for the awareness of environmental health in Copenhagen, Denmark (Top Hotel, 2023). 



The following entails the SOSTAC Analysis of Six Senses Hotel.
	Situation
	The current situation within Six Senses Hotel circulates around the notion of responsibility among the top-tier international hotels and delivering the importance of the environment’s health. 

	Objectives
	In collaboration with the regional communities, Six Senses hopes to encourage visitors to get responsible and increase consciousness of the benefits of renewable tourism and the significance of the arctic areas, such as the Scandinavian regions (Six Senses, 2023a).

	Strategy
	The hotel's strategy for accomplishing such an objective entails the focus on interlinking the notions of hospitality and sustainability.

	Tactics
	The exact tactic of the hotel involves the partnership of local native regionals of the Scandinavian countries and Six Senses in light of hospitality and sustainability. 

	Action
	The hotel's action plan comprises a Svart, which will be a cross between a native Scandinavian fisherman cabin and a hotel, altogether giving it a cosy interior. It will aim to home a mix of regional and international customers. 

	Control
	The hotel has only created a blueprint for the project and is currently undergoing construction. The hotel seeks to open it to the public by 2024.



The following includes the SOSTAC analysis of Moxy Hotels.
	Situation
	The current standing of Moxy Hotel defines their non-conventional approach to guests’ stays since they value stylish hotel visits with a touch of modernity and trendiness. 

	Objectives
	The current objective of Moxy Hotels is to extensively promote its UK Moxy assets, such as housing properties.

	Strategy
	The hotel's strategy in order to satisfy such an objective is to promote its assets and housing properties among the UK's domestic customers.

	Tactics
	Moxy Hotel's primary tactic circulates around the promotion of easy booking among domestic UK civilians. 

	Action
	The action plan for this objective entails a partnership with BMF for excellent promotion via digital technology and traditional advertisements (BMF, 2023).

	Control
	Moxy Hotels are successfully adhering to the plan and has even extended to hotels to cross-promote its UK properties.
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Figure 2: Moxy Hotel’s Traffic & Engagement graph
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Figure 3: Moxy Hotel's Top countries
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Figure 4: Moxy Hotels' Marketing Channels
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Figure 5: Six Senses Traffic & Engagement graph
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Figure 6: Six Senses Top countries
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Figure 7: Six Senses gender distribution
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Figure 8: Six Senses age distribution
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Figure 9: Six Senses Marketing Channels
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Figure 10: Six Senses social network distribution
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