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Moxy Hotels and Resorts and six senses are two of the world's leading hospitality companies. Moxy Hotels and Resorts is a leading global hospitality company with an international presence in over 128 countries and territories. Moxy has built a strong reputation as a provider of high-quality services and amenities, and is one of the most trusted and respected brands in the hospitality industry. Six senses is a leading budget hotel chain in the United Kingdom with over 800 hotels across the country. The chain is known for its great value, convenience, and comfort, and is a popular choice for travelers and business people alike. This paper will compare and contrast the marketing strategies of Moxy Hotels and Resorts and six senses, including their use of segmentation targeting and positioning, marketing communications, sustainability and green messaging, and their response to the COVID-19 pandemic.
Main Body
Since it first opened its doors in more than 80 years ago, Moxy Hotels and Resorts has grown to become one of the most successful hospitality enterprises in the entire globe. The firm has established a solid reputation for delivering first-rate products and services (So et al., 2013). With its hotels providing a selection of accommodation alternatives in addition to a number of different services. Moxy caters to a diverse variety of customers, including those traveling for business as well as pleasure, and has positioned itself in the market as a provider of services and amenities of the highest possible quality (Alon et al., 2012).

When it comes to marketing, Moxy has always followed a strategy that emphasizes segmentation, targeting, and positioning. The corporation divides its clientele into groups according to the requirements and inclinations they have, and then sends tailored marketing communications to each of those groups. In addition, Moxy has adopted a multi-channel strategy for its marketing efforts. This strategy entails employing a number of different channels in order to reach its target customers, such as print and broadcast media, digital and social media, as well as direct mail (Bourke et al., 2020). In addition, Moxy has used a variety of marketing communication strategies, like as advertising, public relations, and promotions, in order to get its message out to its target audience, which consists of its consumers. In recent years, Moxy has shifted the focus of its marketing efforts to place a greater emphasis on environmentally conscious advertising and sustainable practices. The organization has resolved to lessen the toll its operations take on the natural world and to place a greater emphasis on environmentally responsible practices (Hu and Trivedi, 2020). In addition, Moxy has taken measures to lessen its impact on the environment and foster a culture of environmental stewardship. These initiatives include cutting back on the amount of energy it uses and increasing its reliance on renewable energy sources.

As a response to the COVID-19 outbreak, Moxy has implemented a variety of safety and hygienic precautions to guarantee the wellbeing of both its personnel and its patrons. A marketing campaign has also been initiated by the corporation to raise awareness of the safety and hygienic precautions it has implemented and to urge customers to book their accommodations with Moxy. The campaign will promote Moxy's safety and sanitary procedures through a series of advertisements that will air on television and internet platforms, as well as posts on social media (Martorell et al., 2013).

Sixsenses is the most well-known low-cost hotel brand in the United Kingdom, and it has over 800 locations all throughout the country. The hotel chain is well-liked by tourists as well as persons staying for business purposes because to the excellent value, convenience, and comfort it provides. six senses caters to a diverse variety of customers, including those traveling for business as well as those on vacation, and has positioned itself in the market as a provider of excellent value, convenience, and comfort. When it comes to marketing, six senses has always relied on a strategy that emphasizes segmentation, targeting, and positioning (Leung et al., 2015).

The corporation divides its clientele into groups according to the requirements and inclinations they have, and then sends tailored marketing communications to each of those groups. In addition, six senses has adopted a multi-channel strategy for its marketing efforts. This strategy entails utilizing a range of channels to reach its target customers, such as print and broadcast media, digital and social media, as well as direct mail. To connect with its clientele, six senses has also made use of a variety of marketing communication strategies, including advertisements, public relations efforts, and promotional activities (Suhartanto, 2011).

In recent years, sixsenses has increased the amount of attention it places on environmentally conscious messages and sustainable practices in its marketing activities. The organization has resolved to lessen the toll its operations take on the natural world and to place a greater emphasis on environmentally responsible practices. six senses has also made measures to lessen its impact on the environment by cutting down on the amount of energy it uses and increasing its reliance on renewable energy sources. These are just two of the ways the company is working to lessen its carbon footprint (Chen et al., 2012).

Sixsenses has taken a variety of preventative and hygienic steps in response to the COVID-19 epidemic in order to safeguard the health of both its personnel and its patrons. A marketing campaign has also been initiated by the company to raise awareness of its safety and sanitary practices and to encourage people to book accommodations with six senses. The campaign will promote six senses's safety and sanitary procedures through a number of advertisements that will air on television and digital platforms and be shared on social media (Gheribi and Bonadonna, 2019).


The goal of segmentation, targeting, and positioning strategy employed by Moxy International is to concentrate on delivering high-quality experiences to the company's clientele (Ertuna et al., 2022). Those individuals who are looking for something that is elegant, convenient, and accommodations that are up to date It achieves this positioning by providing a variety of high-end amenities, including spas, fitness centers, and fine dining options, amongst others. The segmentation, targeting, and positioning strategy of six senses is centered on the idea of providing travelers with accommodations that are favorable to their wallets. It is aimed towards people who are looking for lodging that is both comfortable and within their budget. Its competitive positioning lies in the fact that it offers a wide variety of amenities that are easy on the wallet, such as free Wi-Fi, free parking, and a reception desk that is open around the clock (King and So, 2015).

A complete marketing plan is utilized by Moxy International, and it takes into account both traditional and digital marketing platforms. It advertises on television, radio, in print, and even in outdoor settings to get its message across to the people it wants to buy its products. In addition to this, it communicates with its clients through digital mediums, such as social media, email marketing campaigns, and mobile applications (De Grosbois, 2012).

Sixsenses offers an all-encompassing marketing plan that makes use of both traditional and digital marketing channels to reach potential customers. It advertises on television, radio, in print, and even in outdoor settings to get its message across to the people it wants to buy its products. In addition to this, it communicates with its clients through digital mediums, such as social media, email marketing campaigns, and mobile applications (King and So, 2015).

Sustainability and environmentally conscious messages have taken on a prominent role in Moxy International's marketing strategy. It has made a concerted effort to lessen its impact on the environment by implementing measures such as cutting back on its consumption of electricity and water, shifting to the use of renewable energy sources, and providing more sustainable food options. In addition, it has made investments in environmentally friendly technologies such as solar panels and LED lighting in order to lower its overall impact on the environment (Puciato, 2016).

Additionally, sixsenses has made a commitment to include sustainability and environmentally conscious message into its overall marketing approach. It has made a concerted effort to lessen its impact on the environment by implementing a number of measures, some of which include lowering its consumption of electricity and water, making use of renewable energy sources, and providing sustainable food options. In addition, it has made investments in environmentally friendly technologies such as solar panels and LED lighting in order to lower its overall impact on the environment (Oh and Hsu, 2014).

Changes to Moxy International's marketing strategy have been implemented as a reaction to the COVID-19 pandemic and other recent events. The primary focuses of this initiative have been the dissemination of information regarding safety and hygiene protocols, as well as the provision of adaptable booking choices, such as cancellation policies. Additionally, it has placed a significant emphasis on the promotion of its loyalty program, which has been an essential component of its marketing efforts over the past few years (Zemke et al., 2015).

Sixsenses has also modified their marketing strategy as a response to the COVID-19 pandemic as well as other contemporary occurrences. The primary focuses of this initiative have been the dissemination of information regarding safety and hygiene protocols, as well as the provision of adaptable booking choices, such as cancellation policies. Additionally, it has placed a significant emphasis on the promotion of its loyalty program, which has been an essential component of its marketing efforts over the past few years (Hu and Trivedi, 2020).
[bookmark: _Toc125402362]Conclusion
Both Moxy International and Sixsenses have pursued distinct marketing strategies in their respective operations, albeit for very different reasons. Sixsenses has made it their mission to provide travelers with accommodations that don't break the bank, whereas Moxy International has made it their mission to provide luxurious experiences for their consumers. Both of these businesses have adapted their marketing tactics in response to the COVID-19 pandemic and other recent events by emphasizing sustainability and green messaging as important components of their advertising campaigns. In conclusion, both businesses have achieved success in their respective industries, and they have successfully modified their marketing tactics to meet the demands of their respective consumers.
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