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Introduction 
	Marketing is a crucial aspect in the hospitality industry as it helps in attracting and retaining customers. In this essay, the marketing strategies of two multinational hotel brands, Six Senses and Moxy, will be compared and evaluated. The situational analysis tools such as the marketing mix, segmentation, targeting, positioning, and marketing communications will be used to analyze the similarities and differences in their respective marketing strategies. The Simmilarweb analysis tool will also be used to support the exploration of the brands' marketing choices and directions. Six Senses positions itself as a leader in sustainable luxury hospitality, while Moxy positions itself as a budget-friendly hotel for younger travelers. Both brands have considered sustainability and contemporary issues in their marketing strategies. The current marketing messages for Six Senses focus on sustainability, wellness, and cultural experiences, while Moxy's focus on affordability, fun, and style. In conclusion, this essay will provide a comprehensive comparison of the marketing strategies of Six Senses and Moxy and make recommendations for potential future growth.
Marketing choices and directions 
Six Senses and Moxy have made different marketing choices and taken different directions in marketing their products and services. Six Senses positions itself as a leader in sustainable luxury hospitality, offering unique experiences that combine environmental, social, and cultural sustainability (Banyeva et al. 2023). The brand's marketing strategy focuses on sustainability, wellness, and cultural experiences. Six Senses uses various marketing communications such as advertising, public relations, and direct marketing to reach its target audience. For example, the brand uses advertisements in luxury travel magazines and public relations efforts to communicate its commitment to sustainability, more in appendix1.
Moxy, on the other hand, positions itself as a budget-friendly hotel for younger travelers (George 2021). The brand's marketing strategy focuses on affordability, fun, and style. Moxy uses digital marketing, social media, and experiential marketing to reach its target audience. For example, Moxy partners with influencers and social media platforms to reach its target audience and create a fun, trendy image for the brand, more in appendix2. Moxy also uses experiential marketing to create memorable experiences for guests.
Both brands have made changes in their marketing approaches to adapt to the changing market environment. For example, Six Senses has increased its focus on sustainability in response to the growing demand for eco-friendly products and services. The brand has also increased its use of digital marketing and social media to reach a younger and more environmentally conscious target audience. Moxy has also increased its focus on affordability in response to the recent economic slowdown. The brand has increased its use of digital marketing and social media to reach a younger and more budget-conscious target audience.
Both Six Senses and Moxy have taken different marketing directions in order to reach their target audiences and meet the changing market demands. Six Senses has positioned itself as a leader in sustainable luxury hospitality, while Moxy has positioned itself as a budget-friendly hotel for younger travelers (Rebelo Vieira 2020). Both brands have adapted their marketing strategies in response to the changing market environment and used a combination of traditional and digital marketing communications to reach their target audience.
Current market positions
	Six Senses is a well-established luxury hotel brand that has positioned itself as a leader in sustainable luxury hospitality. The brand is known for its commitment to environmental and social responsibility, and its marketing strategies reflect this commitment (Yozukmaz and Topaloğlu 2016). Six Senses offers a range of experiences, from wellness and spa to cultural and adventure activities, and the brand's marketing message focuses on sustainability, wellness, and cultural experiences.
The brand's current market position is that of a premium, high-end luxury hotel chain that appeals to consumers who are interested in sustainable and responsible tourism. Six Senses uses a range of marketing strategies to reach its target market, including social media, digital marketing, and traditional advertising. The brand has a strong presence on social media platforms such as Instagram, where it shares images and videos of its properties and experiences to engage with its target audience. Six Senses also uses digital marketing techniques such as email marketing, search engine optimization (SEO), and pay-per-click (PPC) advertising to drive traffic to its website and increase brand awareness.
Moxy, on the other hand, is a budget-friendly hotel brand that targets younger travelers. The brand's marketing strategy focuses on affordability, fun, and style, and it has positioned itself as a hotel chain that offers stylish and affordable accommodation for travelers who value design, technology, and social experiences (Schiniotakis and Divini 2020). Moxy's current market position is that of a budget hotel chain that appeals to travelers who are looking for affordable accommodation but do not want to compromise on design and style.
Moxy uses a range of marketing strategies to reach its target market, including social media, digital marketing, and influencer marketing. The brand has a strong presence on social media platforms such as Instagram, where it shares images and videos of its properties and experiences to engage with its target audience. Moxy also uses digital marketing techniques such as email marketing, search engine optimization (SEO), and pay-per-click (PPC) advertising to drive traffic to its website and increase brand awareness. In addition, the brand has partnered with influencers in the travel and lifestyle spaces to reach its target market through sponsored content and product placement.
Six Senses and Moxy have different target markets and market positions, and their marketing strategies reflect these differences. Six Senses positions itself as a leader in sustainable luxury hospitality and uses a range of marketing strategies to reach its target market, while Moxy positions itself as a budget-friendly hotel for younger travelers and uses a range of marketing strategies to reach its target market. Both brands have successfully used social media and digital marketing to reach their target markets and increase brand awareness.
Considerations regarding sustainability and contemporary issues
	Both Six Senses and Moxy have made considerations in their marketing strategies regarding sustainability, social, geopolitical, and contemporary issues. Six Senses has positioned itself as a leader in sustainable luxury hospitality and has made sustainability a key aspect of their marketing strategy (Pham, Dhir and Carrier Guillomet 2022). The brand focuses on reducing its environmental impact, promoting sustainable tourism, and using locally sourced ingredients. The brand also incorporates wellness and cultural experiences into their marketing messages, showcasing their commitment to holistic and mindful travel.
Moxy, on the other hand, has positioned itself as a budget-friendly hotel brand targeting younger travelers. The brand has considered social and contemporary issues in its marketing strategies by promoting affordability, fun, and style (Yetimoğlu and Uğurlu 2020). The brand appeals to younger travelers by offering a unique and quirky experience at an affordable price. Moxy has also made an effort to appeal to a diverse range of travelers by promoting inclusiveness and diversity in their marketing campaigns.
In terms of geopolitical considerations, both Six Senses and Moxy have had to adapt to changes in the business environment and industry trends. For example, the recent geopolitical events and the COVID-19 pandemic have affected the travel industry and have forced brands to adapt their marketing strategies. Six Senses has responded to the pandemic by promoting health and safety measures, while Moxy has focused on promoting affordable and flexible travel options.
Both Six Senses and Moxy have considered sustainability, social, geopolitical, and contemporary issues in their marketing strategies. Six Senses has focused on sustainable luxury travel and wellness, while Moxy has focused on affordability, fun, and inclusiveness. Both brands have adapted their marketing strategies to the changing business environment and industry trends and continue to promote relevant and appealing marketing messages to their target audiences.
Marketing messages
	The marketing messages of both Six Senses and Moxy have evolved over time and are tailored to their target audience. Six Senses is a luxury hotel brand that positions itself as a leader in sustainable hospitality and wellness (Silva 2018). The brand's marketing messages focus on sustainability, wellness, and cultural experiences. For example, Six Senses emphasizes its commitment to reducing its carbon footprint through the use of renewable energy sources, the promotion of local cultural experiences, and the provision of wellness activities such as yoga and spa treatments (Almeida, Ramires and Marinho 2022). The brand also emphasizes its sustainable practices such as reducing single-use plastics, composting food waste, and supporting local communities.
Moxy, on the other hand, is a budget-friendly hotel brand that positions itself as a fun and stylish hotel for young travelers (Minner and Nayak 2019). The brand's marketing messages focus on affordability, fun, and style. For example, Moxy emphasizes its affordable prices and modern, tech-friendly rooms, as well as its vibrant social spaces and engaging activities (Glenister 2021). The brand also emphasizes its style, through the use of bold colors and unique design elements, and its focus on providing an enjoyable and memorable experience for its guests.
In recent years, both brands have also taken into consideration contemporary issues such as sustainability and social responsibility in their marketing messages. Six Senses, for example, has placed a strong emphasis on sustainability and has communicated its commitment to reducing its carbon footprint and promoting local cultural experiences. Moxy has also emphasized its commitment to sustainability by promoting its eco-friendly initiatives and its focus on providing affordable and stylish accommodation.
Conclusion
	In conclusion, both Six Senses and Moxy have successfully positioned themselves in the hospitality market through their respective marketing strategies. Six Senses and Moxy are two multinational hotel brands with distinct marketing strategies. Six Senses focuses on sustainability and wellness, targeting eco-conscious travelers, while Moxy targets budget-conscious, tech-savvy travelers with a fun and stylish experience. Both brands have considered sustainability and contemporary issues in their marketing strategies. To enhance their marketing activities and support future growth, they may consider leveraging digital marketing and social media, as well as incorporating a stronger emphasis on sustainability and environmental responsibility. Overall, both brands have successfully positioned themselves in the hospitality market through their unique marketing strategies.
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Appendix
Appendix1 – Sixsenses.com analysis on Similarweb website 
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Figure1: Six Senses advertising from another referral
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Figure2: Social media advertising for Sixsenses


Appendix2- Moxy analysis on Similarweb website
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Figure: Social media advertising for moxy
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