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The marketing of hospitality services by hotel companies is used to increase service effectiveness in the market and enhance brand perception among consumers and clients (Imrie, 2017). To spread awareness of the benefits of the services, international hotels have devised marketing strategies. The evolution of the marketing notion can make the situation around marketing tactics clearer (Kotler, 2003). In order to illustrate how marketing strategy’s helps business to improve brand image and customer loyalty, two businesses have been compared in this essay. Two international hotel brands, Six Senses and Moxy, are selected for the comparison of the marketing strategies employed by the business firm in this competitive hospitality industry. Six Senses was established in 1995 with an aim to become of the most popular and well recognized hotel and resorts brand specialized in spa services. Six Senses is now a subsidiary company of InterContinental Hotels Group as the group acquired the business operation of Six Senses in a deal worth $300. At present, the hotel business firm is conducting its trade with 18 hotel and resorts with primary focus on the Asian market which includes Maldives, Seychelles, Singapore, Thailand, Philippines, Oman with the plan of expanding the hotel operation in the Europe within 2025. On the other hand, Moxy is the subsidiary hotel business firm of the global hotel chain business firm, Marriott International. Moxy started its business operation in the global hospitality industry in 2014 by opening its first hotel in Milan, Italy. The hotel was launched with goal of catering young millennials who wants modern lodging facilities at an affordable price. At present, Moxy has more than 70 hotels around the globe with majority of the hotels located in North America and Europe (Raja,  2014).    
The view of organizational variables informs an organization's marketing decisions and strategy. A thorough examination of a company's marketing decision and course is provided by the assessment of its marketing mix (Kim, 2016). The marketing mix, as used in marketing, is the collection of tactical marketing instruments that a business employs to elicit the intended reaction from its target market. To put it another way, it includes everything a business can do to influence the demand for its market offering in the target market. Given that both businesses are in the same industry and provide the same service line, which is hotel services, they are equivalent in terms of marketing mix. However, there are some distinctions between these two hotels' marketing strategies. The services provided by the two hotels differ in that Six Senses provides its guests with luxurious accommodations, while Moxy caters to youthful travellers on a small budget with simple but high-quality accommodations. There are differences in the room rent charged by the hotels as Moxy on average charge 81 per night for a double room compared to the 119 per night for a double room. While extensively promoting itself as a luxurious hotel in prominent magazines, Six Senses Hotel uses traditional marketing strategies in addition to digital marketing promotion to promote its brand (Anwar, 2021). To promote itself as an entertaining hotel among young travellers, Moxy, however, focuses more on digital marketing strategy, particularly social media marketing strategy. In terms of location (distribution channel), both hotel brands have chosen a hybrid distribution channel approach that combines direct channel and third-party channel to provide their services. While both hotel brands also utilize third-party booking sites like Expedia and Kayak to advertise their lodging services, the front desks of both hotels employ a direct channel to do so through their websites. The largest tangible representation of both hotel brands is the actual structures. Other items, however, have a few distinctive features. Other tangible conveniences at Moxy Hotels include a walk-in shower, high-end MUK bath products, and high thread count linen, whereas tangible objects at Six Senses Hotel include a spa, nightclub, gym, swimming pool and world class dining facility. 
In order to get a competitive edge in the market and better meet its revenue generating targets, a firm uses marketing strategies (Dev, 2005). A marketing strategy is a long-term plan for attaining a company's objectives by figuring out how to best serve consumers and forging a distinctive competitive edge. With the use of a marketing strategy, a business may choose how it will position itself in the industry. Segmentation and Targeting may be used to examine the marketing approach used by both the Moxy Hotel and the Six Senses Hotel. Segmentation approach of both hotel brands are same as both hotel brand is offering its accommodation facilities to both business and recreational travellers. However, the targeting approach for both hotel brands are different. Since Six Senses Hotel is a luxurious hotel brand, it targets the psychocentric traveller segment such as business travellers, family vacationers who pick all-inclusive packages to guarantee a comfortable and luxurious vacation. Moxy Hotel on the other hand allocentric customer segments such as young traveller who prefer modern amenities at an affordable price. Through its brand value extension campaign, Six Senses communicates itself as a premium hotel chain in the luxurious market category, whereas Moxy Hotel communicates itself in the target market through its customer loyalty programs (Shonhe, 2017).
One of the key marketing management strategies available to business organizations is positioning, which helps them promote their goods or services to consumers in relation to those of rival companies (Tepeci, 1999). The idea is to provide the business firm one distinctive quality that consumers will associate it with. Moxy has positioned itself one of the best hotels available to millennials for lodging facilities at lower price. Marriot International launched the Moxy hotel brand in 2014 with an aim to target the budget conscious millennial travellers which it is calling the fun hunter travellers. With an emphasis on the service rather than the accommodations, Moxy, which offers a distinctive low-cost hotel experience, aims to give youthful travellers a pleasant and upbeat ambiance in accessible locations in well-known tourist hotspots throughout the globe. As a result, Moxy hotels provide stylish decor, customized service, and a youthful, party atmosphere across each hotel property at a reasonable price. On the other hand, Six Senses brand itself as one of the best spa hotel and resort of the world as it is specialized on providing spa and resort services. For example, The Six Senses Personalized Wellness Program, which provides movement efficiency testing, sleep monitoring testing, biohacking, and consultancy services on how to live a happy life, is one of the brand's unique services. Such services have made the brand popular in recent time especially in Asian countries such as Thailand, Indonesia, Japan, Singapore and Philippines (Kassim, 2013). 
When an organization is specifically taken into account, it is brought to mind that it has undertaken some unique initiatives (Borden, 1964). This helps the organization maintain its focus on opportunities to strengthen its public relations efforts. The majority of businesses today take social and environmental issues into account, which aids in enhancing their CSR efforts and brand recognition in the marketplace. Environment sustainability is a constant goal for Moxy since hotels managed by Marriot International, the parent company of Moxy, develop the hotel infrastructure with a variety of green elements. This has made the design, building, operating, and maintaining the hotel infrastructure more resource-efficient, ecologically safe, and economically viable. Such sustainability has helped different Moxy hotels such as Moxy London Stratford and Moxy Copenhagen to attain LEED certification in recent time. The Six Senses brand also views sustainability as one of the key characteristics for guaranteeing successful company operations in the competitive hospitality sector. The management of Six Senses views the expansion of its service in the hotel sector and the promotion of sustainability through its Six Senses Wellness Program as sustainable solutions (Fifield, P., 2012). 
For the purpose of persuading consumers about the service, a company develops marketing communications for its customers (Schnaars, 1998). An organization's brand value and image are influenced by how well its marketing initiatives convey its message and how well it adheres to the demands of its target audience.  For example, the marketing message for Moxy Hotel is, ‘Less is more - they accentuate more not less’. Based on this marketing message, Young, fun-loving travellers, commonly referred to as "fun hunters," who expect more from their accommodations than just a place to sleep have been drawn to the Moxy Hotel. This type of visitors frequently tries to maintain social connections while being both demanding and cost-conscious. These youthful travellers are drawn to the brand by its competitive rates, and modern lodging facility since each Moxy Hotel room is compact yet cosy and equipped with modern technology such as large flat-screen TVs, USB ports, and high-speed internet. On the other hand, Six Senses is promoting its safe and attentive atmosphere, which offers clients the greatest services. The firm began operating exotic resorts but has now expanded into a comprehensive hotel operation that provides spas, exclusive clubs, a swimming pool, urban excursions, and luxurious villas (Farley, 2012). 
The worldwide hospitality industry's two distinct hotel brands are contrasted in this essay's comparison of their marketing approaches. The recent developments in communication technology, rising travel interest, and rising disposable income have made the global hospitality industry more competitive, which has induced hotel chains to create and implement innovative and distinctive marketing strategies to enhance their brand equity in recent years.
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