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[bookmark: _Toc126945847]Introduction
Hotels must have a well-defined marketing strategy in today's increasingly competitive hospitality business in order to differentiate themselves and attract their target market. Six Senses and Moxy Hotels are two well-known firms that provide tourists with unique goods and experiences. In this article, we will look at how these two companies target and connect with their consumers, as well as compare their marketing strategies.
We will be able to evaluate the similarities and differences between their marketing strategies by assessing their marketing mix, segmentation, targeting, and positioning, as well as their marketing communication. We will also provide marketing improvement suggestions for both brands. The purpose of this paper is to provide insights into Six Senses and Moxy Hotels' marketing strategies and how they can continue to successfully reach and attract their target audience.
[bookmark: _Toc126945848]Background
[bookmark: _Toc126945849]Six Senses
Six Senses is a luxury hospitality firm that runs resorts, spas, and residences in some of the most stunning and unusual settings on the planet. Since its start in 1995, the firm has built a reputation for offering excellent service, cutting-edge wellness goods, and a commitment to sustainability and local culture (Pakpahan et al., 2022).
However, Six Senses does not currently run any hotels or resorts in the United Kingdom. However, the brand is well-known in other parts of Europe, including Spain, Portugal, France, and Greece, as well as in Asia, the Middle East, and Africa.
[bookmark: _Toc126945850]Moxy
Moxy Hotels is owned by Marriott International. Moxy Hotels debuted in 2014 with the goal of providing tourists with affordable and attractive rooms. The brand caters to tech-savvy, budget-conscious guests looking for an affordable, dynamic hotel experience.
Moxy Hotels may be found in London, Manchester, and Edinburgh. To attract its target population, the brand's UK hotels provide elegant, inexpensive lodgings as well as a range of services and facilities (Carvalho & Pinto, 2018). Moxy Hotels in the United Kingdom are conveniently positioned near local attractions and public transport.
In the United Kingdom, Moxy Hotels provide contemporary and efficient guest rooms, a lively social setting, and a range of amenities and facilities to enhance the visitor experience (Carvalho & Pinto, 2018). There are bars, gyms, and high-speed Internet access available.
[bookmark: _Toc126945851]Marketing Mix Of Six Senses And Moxy
	Attributes
	Six Senses
	Moxy

	Product
	The brand's product offerings include hotel, spa and wellness services, dining, and recreational activities. Six Senses is well-known for emphasising health and sustainability, and its resorts provide a range of services and experiences that reflect these values (George, 2021).
	Moxy Hotels provides guests with inexpensive and contemporary lodging. The facilities of the brand are meant to appeal to tech-savvy and budget-conscious travellers by providing modern and practical guest rooms, dynamic public areas, and a variety of services and amenities to enhance the visitor experience (Pakpahan et al., 2022).

	Price
	Six Senses is a luxury brand that provides luxurious accommodations and activities at a premium price. As a result, its prices are at the top end of the market, reflecting the superior quality of its products and the luxurious experience it offers.
	Moxy Hotels is positioned as a budget-friendly hotel brand, giving its target clientele cheap lodgings. The brand's pricing is competitive and aimed to cater to budget-conscious guests seeking a stylish and economical hotel stay.

	Place
	The properties of the company are located in some of the world's most beautiful and unique locales, and are intended to complement their environment and local cultures. Six Senses resorts are often only accessible by air or water and are frequently situated in isolated locations, affording visitors a sense of isolation and privacy (George, 2021).
	Moxy Hotels operates in cities around the United Kingdom, including as London, Manchester, and Edinburgh. Typically, the properties of this brand are situated in central areas, offering convenient access to local attractions and transit (Michopoulou, 2019) .

	Promotion
	Six Senses uses a number of marketing and communication tactics to promote its brand and assets. Internet marketing, social media, public relations, and direct marketing are all examples of this. To reach its target demographic, the brand partners with travel agents and tour operators in addition to trade shows and events.
	Moxy Hotels employs many marketing platforms to promote its brand and reach its intended audience. Included in this category are digital marketing, social media, public relations, and trade exhibits and events.
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	Six Senses
	Moxy

	Segmentation
	Six Senses separates their market based on demographics, region, lifestyle, and psychographics, among other aspects. The brand's target market consists of affluent tourists seeking a luxurious and environmentally conscious hospitality experience.
	Moxy Hotels segments its market on the basis of the demographic, psychographic, and geographic features of its target market. The company caters to tech-savvy, budget-conscious tourists seeking a cheap and attractive hotel stay (Lim & Ok, 2022).

	Targeting
	Six Senses targets these rich travellers looking for an outstanding and lavish hospitality experience. Individuals who are interested in health, sustainability, and cultural immersion and are willing to pay a premium for a premium experience are the brand's target market (Lim & Ok, 2022).
	Moxy Hotels targets budget-conscious tourists in search of a vibrant and energising hotel experience. The brand targets to youthful, tech-savvy tourists in search of fashionable, budget-friendly lodgings who appreciate convenience, comfort, and a social atmosphere.

	Positioning
	The brand separates itself from its competitors by promoting health, sustainability, and local culture, as well as by providing villas in some of the most beautiful and interesting locations on the planet. Six Senses' marketing efforts are focused on creating a strong emotional connection with its target audience and positioning the firm as the preeminent luxury and environmentally responsible hotel brand (Wood, 2020).
	Moxy Hotels advertises itself as a budget-friendly and fashionable hotel brand, providing travellers with economical and unique lodgings. The brand is intended to appeal to budget-conscious guests who appreciate the latest in technology, design, and fashion, and who seek an economical and dynamic hotel experience.



[bookmark: _Toc126945853]Marketing Communication With Their Audiences
Six Senses and Moxy use a similar strategy to marketing communication with their respective markets.
[bookmark: _Toc126945854]Digital Marketing
Six Senses communicates with its customers through email, social media, and its website. Email marketing notifies clients of discounts and special offers, while the brand's website and social media channels highlight the beauty and elegance of its properties (Bojanic).
Moxy Hotels promotes itself using its website, social media, and email. The brand's website promotes its hotels, services, and facilities and allows visitors to make reservations. Moxy Hotels promotes its brand on social media platforms such as Facebook, Instagram, and Twitter.
[bookmark: _Toc126945855]Public Relations
Six Senses uses public relations to get media attention and expand their brand. Through travel and leisure media, the brand promotes its hotels, health services, sustainability, and local culture.
Moxy Hotels uses public relations to increase brand recognition and media attention (Melissen, 2019). Press releases, events, and other forms of communication promote the brand's goods and services while also fostering positive relationships with the media and other stakeholders.
[bookmark: _Toc126945856]Trade Exhibitions and Events
Six Senses promotes its brand and reaches out to its target audience via travel and tourism trade shows. These events provide an opportunity for the firm to market its hotels and wellness programmes to travel agents, tour operators, and journalists (Lim & Ok, 2022).
[bookmark: _Toc126945857]Moxy Hotels uses trade exhibitions and events to promote its brand and target demographic. These events enable the firm to display its goods and services as well as engage in person with its target audience.
Similarity And Differences Of The Marketing Strategy Of Both Six Senses And Moxy
Six Senses and Moxy Hotels are hospitality companies with separate audiences and marketing methods. They also share several marketing tactics.
[bookmark: _Toc126945858]Similarities
· Both companies use their websites and social media to advertise and reach their target demographic.
· Targeted advertising promotes both brands.
· Both brands employ PR and events to create brand recognition and media attention.
· Both businesses emphasise great service and experiences in their marketing.
[bookmark: _Toc126945859]Differences
· Target Audience: Six Senses targets premium tourists seeking an upmarket, sustainable, and holistic hotel experience, whereas Moxy Hotels targets budget-conscious travellers seeking a vibrant, dynamic hotel experience.
· Marketing Mix: Six Senses offers luxurious facilities and services, whereas Moxy Hotels offers affordable, trendy lodgings.
· Brand Image: Six Senses is a premium brand that promotes sustainability and wellbeing, whereas Moxy Hotels is a budget-friendly, modern hotel brand for tech-savvy guests.
· Moxy Hotels has a more relaxed and dynamic marketing communication style than Six Senses.
[bookmark: _Toc126945860]Recommendation
Current market trends and competition suggest the following for Six Senses and Moxy Hotels:
[bookmark: _Toc126945861]Six Senses
1. Enhance sustainability efforts: Six Senses is recognised for its focus on sustainability and wellbeing; therefore, I suggest the business include more eco-friendly methods and promote them in its marketing.
2. Expand its UK footprint: Six Senses has a small presence in the UK; therefore, I advocate developing more hotels in popular tourist destinations.
3. Offer customised experiences: Luxury tourists want bespoke wellness programmes and concierge services; therefore, Six Senses should offer them.
[bookmark: _Toc126945862]Moxy
1. Leverage technology: Moxy Hotels targets tech-savvy tourists, therefore I advocate using technology to make services more convenient and efficient. Moxy Hotels might provide keyless entry and digital check-in/check-out.
2. Expand its UK footprint: Like Six Senses, Moxy Hotels has a limited UK presence, therefore I advocate building additional locations in popular tourist destinations.
3. Offer local experiences: Budget-conscious tourists like cultural activities, local food, and cultural events, thus Moxy Hotels could offer more of them.
[bookmark: _Toc126945863]Conclusion
Finally, Six Senses and Moxy Hotels are well-known hotel brands that appeal to a wide range of populations. Six Senses caters to high-end travellers looking for an affluent, sustainable, and holistic hotel experience, whilst Moxy Hotels caters to budget-conscious clients looking for excitement and vitality.
Six Senses provides premium amenities and services, whilst Moxy Hotels provides affordable and contemporary accommodation. Both companies use targeted advertising and public relations to promote their brands online. Both companies have strong online presences and use targeted advertising, but their target customers, marketing mix, brand image, and marketing communications are distinct.
Based on industry trends and competition, I recommended that Six Senses and Moxy Hotels strengthen their marketing methods and reach their target audience. Six Senses and Moxy Hotels, two well-known hospitality brands, have established their target demographics and marketing strategies and are constantly adapting to market developments.
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