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Six Senses is a prestigious hotel and resort brand that connects guests with the wonders of life. Its focus on wellness, sustainability and local culture allows visitors to fully immerse themselves in the cultures of their chosen destination while also enjoying all the luxuries that discerning travelers expect. On the other hand, Moxy is redefining the hotel industry with its commitment to budget-friendly prices and modern technology. This fast-growing multinational provides millennials with stylish and affordable lodging, marrying contemporary design elements with cutting-edge technology. Guests have the convenience of mobile check-in and keyless room entry, all at an economical price point. From Europe and the Americas to Asia, Moxy continues to expand its reach and make traveling more accessible for the younger generation. With their focus on affordability, design, and technology, Moxy is quickly revolutionizing the hospitality industry.
The hotel industry is one of the world's largest and fastest-growing markets, so effective marketing strategies are vital for hotels to stay competitive. In the UK, in particular, targeted marketing campaigns can help hotels reach their desired customer base, promote their business and ensure bookings by high-value customers (Horng Et al, 2022). Tactics such as advertising, public relations, promotions, events and partnerships can be used to successfully engage potential customers (Ahmad & Akbar, 2021). All in all, hotel marketing is essential for success in the industry today.
Six Senses has used a multi-pronged approach to strategically market their wellness and sustainability-driven brand. Their digital marketing, content marketing, and influencer partnerships have allowed them to present their unique selling points and attract their target audience. In addition, Six Senses also held various events and promotions to further boost awareness of their brand among potential customers (Mahmutovic, 2021). Similarly, Moxy’s youthful, tech-savvy tone resonates with budget-conscious millennials; social media and targeted online advertising are instrumental in connecting the brand with this demographic (Chen, 2021). Frequently attending major cultural events and festivals also partly contributes to its success in reaching young adult audiences.
The 4Ps of the marketing mix are essential for any business's success (Andriany Et al, 2022). Product involves designing the product or service specifically to meet the needs of target customers (Li, 2023). Price focuses on setting the right price point that is both profitable and attractive to customers (Abedian Et al, 2022). Place refers to outlining a distribution strategy that optimizes exposure, from selecting retail channels to devising promotional strategies (Widardi Et al, 2020). Promotion is arguably the most important component as it includes activities to make potential buyers aware of a product or business and persuade them to purchase (Wahyuntari et al., 2020). All these elements must be carefully considered in order for companies to effectively market, distribute, and promote their products and services.
Within the hotel sector, products and services are primarily the experience offered to the customers and for Six Senses the brand stands out from the crowd in its commitment to both sustainable practices and healthy living. Guests are treated to a one-of-a-kind experience, featuring luxurious accommodations and world-class amenities such as gourmet dining options and spa treatments that are designed with wellness in mind. The brand also puts sustainability at the forefront by choosing eco-friendly materials, investing in energy efficient operations, and minimizing their environmental impact wherever possible (Bondarenko, Efremenko, & Larionov, 2019). By combining excellent service with a focus on wellbeing and devotion to sustainability, Six Senses offers an unbeatable experience for those looking for a luxury getaway. On the other hand, Moxy has embraced the concept of smaller sized rooms that are packed with technological features and innovative design in a way that adds value to the hotel experience of its guests. It offers a budget-friendly yet stylish stay with smart technology, convenient facilities and contemporary design at an affordable price (Ramgade & Kumar, 2021).
Pricing strategies are essential in marketing, Six Senses is a luxury brand that offers exclusive services and amenities at a premium cost. While this offers notably more expensive prices than many other experiences, customers of Six Senses can be certain that their stay will be tailored specifically to their comfort, guaranteeing an enhanced quality of service (Subrahmanyam & Arif, 2022). Overall, Six Senses provides the perfect blend between sophistication and hospitality, delivering a memorable luxury experience from beginning to end. While for Moxy brand, despite its low prices, Moxy hotels provide an enticing stay – they offer a stylish interior designed to create both functionality and an unusual atmosphere; convenient facilities, such as all-day dining options and complimentary WI-FI; as well as useful digital services to reduce waiting times (Czinkota Et al, 2021). This makes Moxy a great option for budget-conscious travellers looking for the perfect balance between affordability and quality. 
Based on the place strategy, Six Senses and Moxy are two luxurious hotel brands that recognize travellers’ diverse needs. Six Senses, placing its properties in areas known for their natural beauty and cultural significance, strives to facilitate a unique experience with each location it inhabits. On the other hand, as cities become increasingly important tourist destinations and business centers, Moxy offers convenient locations easy to access wherever one travels - an attractive proposition catering specifically to those who need somewhere convenient and comfortable to stay (Shi Et al, 2021). Whether a traveler seeks out the natural splendour of their destination or simply require “in-and-out” service in a city center, Six Senses and Moxy have strategic place decisions ensures all the customer interests are well catered for by the brands accessibility. 
Segmentation, targeting, and positioning (STP) play an integral role in a company’s marketing strategy by allowing it to reach the right customers at the right time. Segmentation is a process of dividing a large market into sub-groups with certain common characteristics (Bondarenko et al., 2019). Through targeting, companies can identify those segments that best align with their objectives and capabilities in order to focus on delivering value effectively (Çınar, Yetimoğlu & Uğurlu, 2020). Finally, positioning helps to develop a unique brand proposition and create an impression of excellence among all its target segments, thus maximizing consumer engagement (Hu, & Trivedi, 2020). It is clear that these three strategies come together to form an effective comprehensive marketing system for businesses.
In relation to segmentation strategies Moxy and Six Senses hotels have taken two distinct paths when it comes to understanding and targeting their respective customer bases. Moxy's focus is on millennial guests with budgetary objectives in mind, who are interested in fashionable accommodations and modern hospitality experiences without breaking the bank (Banyeva Et al, 2023). Meanwhile Six Senses has shifted its attention to more affluent customers who prioritize wellness, sustainability and luxury amenities, seeing them willing to pay a premium for top-notch services (Olena, 2022) Both brands have analyzed demographics, psychographics and lifestyle factors in segmenting their markets for maximum efficiency - making for a competitive hotel industry landscape overall.
Under targeting strategies Six Senses, a fast growing hospitality brand in the travel sector, understands that to stay competitive they must focus their marketing efforts to be tailored to the affluent travellers interested in wellness and sustainable tourism. To ensure their message reaches these travellers, Six Senses has implemented a multifaceted approach utilizing influencer partnerships, content marketing techniques and events (Banyeva Et al, 2023). On the other hand, Moxy is also making an effort to reach out to budget-conscious millennials who are looking for an upscale yet convenient hotel experience by applying a strategy based on social media campaigns, online advertising and partnering with popular cultural events and festivals (Sia, Saidin, & Iskandar, 2022). 
When comparing the positioning strategies applied in the marketing strategy, Moxy and Six Senses are two distinct hotel brands that offer travellers a unique, personalized experience. Moxy has successfully positioned itself as the ideal choice for budget-conscious travellers, committing to providing modern design, innovative technology, and affordable prices. Their stylish motifs and functional technology surpass other budget hotel brands, while still fitting within their customers' budgets (Banyeva Et al, 2023). Meanwhile, Six Senses offers a luxurious experience perfect for those seeking out wellness and sustainable tourism. This brand is devoted to providing materials that are friendly to the environment, practicing sustainable practices wherever possible marinated with the utmost in amenities and services; this is what provides them with an edge over other hotels in its class (Olena, 2022). 
Conclusively, it is evident that both brands have taken two completely different marketing strategies aimed at attaining different results. Both Moxy and Six sense have applied different market mix strategies with the different strategies applied under product, price promotion and place all being evidently ifferent from one another. It is possible for one to offer viable recommendations whereby, Six Senses can benefit tremendously from expanding their presence in new and emerging markets, such as Asia and the Middle East, due to the growing demand for luxury travel experiences. On the other hand, Moxy can capitalize on its customer base by introducing an effective loyalty program or rewards program which encourages repeat stays and build brand loyalty. Ultimately, both companies need to ensure that they are providing a superior experience for their customers in order to stay ahead of their competitors.
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