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Introduction 
Marketing is referred to the operations undertaken by business organisations to promote the purchasing or selling of products or services (Ansari, Ansari, Ghori, & Kazi, 2019). For this study, Moxy and Six Senses have been selected to compare their marketing strategies and tactics. The purpose of this essay is to evaluate the marketing methods of two selected brands in a comparative manner. This essay discusses the marketing methods utilised by the two hotel brands, Moxy and Six Senses. It also discusses the current market positions and strategies of the brands and considerations made in terms of sustainability, social, geopolitical, and contemporary issues. Furthermore, this study also compares the marketing messages given by the two brands and their changes over time. 
Main Body 
Background of Moxy
Moxy is a playful, affordable and stylish hotel brand, which is designed to provide guests satisfactory services and fulfilling their requirements (Moxy, 2023). The brand ensures enjoyable hotel experiences to their young customers along with communal spaces. Moxy is the newest and innovative economy lifestyle hotel brand of Marriott International, headquartered in Elnesvagen, Norway (Moxy, 2023). There are around 164417 hotels present in Britain of Moxy and has become one of the most popular brands in the country due to the lower rate of accommodation (Moxy, 2023).  
Background of Six Senses
Six Senses is one of the most popular award winning hotel groups, which is designed very uniquely (Six Senses, 2023). It offers distinct services and guest experiences in remote and exquisite areas like majestic mountains, inspiring districts in the city, romantic valleys and coral-fringed bays (Six Senses, 2023). Six Senses is a part of the popular hotel brand InterContinental Hotels Groups Plc (Six Senses, 2023). The brand Six Senses has become the number one hotel brand in the country United Kingdom with their premium and innovative offers and services provided to the guests. 
Marketing methods utilised by the brands 	 
The popular hotel brand Moxy has mostly focused on marketing operations and has invested in the advertising platforms like outdoor, radio, print and digital and social media (Bala & Verma, 2018). It has invested around £500 million British pounds to promote its services and hotel brand among the targeted customers in the global industry by focusing on increasing the digital reach of the brand (Moxy, 2023). The digital marketing method has been adopted by the organisation to a greater extent to promote its services in the hotel industry through its official Facebook and Instagram pages. On the other side, the brand also made its presence on Twitter and Instagram to some extent (Chen & Lin, 2019). Mostly, it has been observed that Moxy has given a high focus on the traditional type of marketing, whereas Six Senses has given much focus on the digital marketing strategy by opening their official website, SEO tactics, Email marketing and marketing through social media platforms like Facebook and Instagram (Moxy, 2023). On the other hand, the parent company Marriott of Moxy has invested £500 million British pounds to generate awareness through traditional mediums about the services in the United Kingdom (Moxy, 2023). In terms of Moxy, it has been observed that the brand has made the choice of digital marketing methods in recent years by opening its pages on different social media platforms, such as Facebook, Instagram and Twitter, to promote its services in the global market (Becker & Jaakkola, 2020). On the other hand, the brand Six Senses has made its choice of marketing by considering traditional marketing methods with the inclusion of flyers, banners and posters in their marketing operations (Six Senses, 2023). 
Current market positions and strategies used by the brands 
In terms of the current market position of Moxy, it has targeted both male and female customers in the global hotel industry to provide their services of accommodation and food (Dekimpe, 2020). On the other hand, Six Senses has also targeted both female and male customers to provide high-quality accommodation and food services to the customers (Hoffman, Moreau, Stremersch, & Wedel, 2022). In addition, Moxy has been a highly popular and identified brand accounting for 93% of brand awareness in the global hotel industry (Hoyer, Kroschke, Schmitt, Kraume, & Shankar, 2020). On the other hand, Six Senses has made popular in the industry with 5-star ratings on their online platforms as per customer feedback. Moxy which is a part of Marriott has acquired 42% of market shares in the United Kingdom (Statista, 2023). Six Senses has acquired a huge of market shares in the said country as being a part of InterContinental Hotel Groups Plc. with greater customer feedback (Statista, 2023). Moxy has targeted customers based on businesses, families, travellers and backpackers, whereas Six Senses has targeted the mostly young generation focusing on their affordability to provide high-quality food and accommodation services.  
In terms of marketing strategies, Moxy has invested around £20 million British pounds in their marketing operation through traditional marketing methods using flyers, posters and banners (Moxy, 2023). On the other hand, Six Senses has developed a digital marketing strategy to make awareness about their affordable, high-quality foods and accommodation to their young aged customers (Six Senses, 2023). Six Senses has also focused on search engine optimisation or SEO technique to promote their services and generate a high brand reputation in front of the target customers in the global hotel industry (Dingus, Black, & Dahlquist, 2021). On the other hand, Moxy has focused on developing big posters, banners and flyers to establish a solid brand reputation in front of the global hotel industry customers.
Considerations made by the brands regarding sustainability, social, geopolitical and contemporary issues 
In business, sustainability is referred to the business approaches of making long-term value through the integration of ecological, social and economic environments in the given operations of the organisations (Galli, 2019). In this case, the company Moxy has given a greater focus on the development of sustainable business by integrating a zero waste strategy and lower consumption of energy to consider the contemporary issues with sustainability (Moxy, 2023). However, Six Senses has focused on developing sustainable choices with the implication of an eco-friendly packaging system and eliminating the usage of plastics in business operations under consideration of the contemporary issues in business with sustainability (Jacobson, Gruzd, & Hernández-García, 2020). On the other hand, Moxy  has developed a solid technological infrastructure to reduce the waste and plastic usage from the business operations, whereas Six Senses has given the focus on developing awareness about sustainable practices through organising events and seminars that also help in attracting more customers towards the brand (Di Gregorio, Maggioni, Mauri, & Mazzucchelli, 2019). Hence, these factors have helped hotel brands to develop environment-related issues and ensure their contribution to the environment (Gilboa, Seger-Guttmann, & Mimran, 2019). In terms of social issues, the hotel brand Moxy has implicated the strategic measures of hiring people from the local community in the global industry, including the UK, in which they have acquired 200 people. On the other hand, Six Senses has also developed an employment strategy addressing contemporary social issues by hiring 1,778 employees within the organisation to provide high-quality customer services. In terms of geopolitical issues, both hotel brands have implicated competitive pricing strategies to provide mitigate the Food Insecurity Crisis in the country by making food prices affordable. 
Marketing messages are being given to their customers and change over time 
The brand position of Moxy is based on the simple premise as it spreads the message to their customers about their promises of good sleep at night and the value of their money for purchasing hotel services from the brand (Gilboa, Seger-Guttmann, & Mimran, 2019). It also provides messages about the price discrimination strategy with lower rates of the rooms on weekends like Friday, Saturday and Sunday nights (Moxy, 2023). On the other hand, the marketing message of Six Senses is that affordable food and accommodation for each type of income-generating people in the global hotel industry, including the United Kingdom (Six Senses, 2023). In addition, Moxy also utilise the marketing message of providing quality and affordable hotels for the guests to help them to enjoy and work well, which positively impacts the business performance and world around them (Moxy, 2023). 
Conclusion 
From the study, it has been concluded that both hotel brands have successfully generated solid brand awareness among customers in the global industry, including the United Kingdom. The traditional marketing strategy of Moxy has developed a solid brand awareness about the services of the hotel brand, and the inclusion of a digital marketing strategy has also helped in reaching customers who are not easily accessible through online mode. Furthermore, it has also been concluded that the Six Senses has also become successful in the global hotel industry with its digital marketing strategy, which has helped in reaching a large number of customers accordingly. 
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