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The essay will aim to provide comprehensive knowledge of the marketing strategies of two renowned hotel companies namely Six Senses and Moxy. It will provide a comparison between the brands by using the tools of Marketing Mix. It also aims to highlight the ways that both hotels use the strategy of targeting, segmentation and positioning. Furthermore, it aims to explain the marketing communication of both hotels also aiming to discuss the similarities and differences of the strategies that they use in marketing. The essay will further aim to lay its focus on the recommendation to develop marketing strategies for both hotels. 
[bookmark: _30j0zll]Six Senses is a luxury hotel which was established in the year 1995 with the aim of enhancing responsible practices. It provides space, exotic resorts and premium residences to its guests (Pham et al., 2022). Furthermore, it emphasises innovative development and sustains the place's unique beauty. On the other hand, the Moxy is the newest brand of Marriot International. It is a stylish and affordable hotel which aims to provide everything to its guests. It was first established in 2014 but now functions in more than 70 places (Andi, 2021). Both of the hotels have a strong marketing strategy and have been successful in building a strong customer base. It is necessary to understand the way in which the two hotels namely Six Senses and Moxy market their products. It can be done with the help of the Marketing Mix tool. The First P in the Ps is Product. Both the hotels emphasise on the service and the facilities that they provide to their guest. They offer high-quality guest rooms with the best quality of food and beverage along with other facilities. Six senses provide a friendly space to enjoy their leisure time which will give them the opportunity to achieve new beginnings (Chibili, 2019). They focus on giving their guests food made of natural ingredients and sustainability. Moxy provides industrial designs that are stylish for their guests; they provide small but vibrant rooms. As Six Senses is a luxurious resort it is high in price, however, the unique service they provide to its customers is worth the price. The price of Moxy Hotel provides affordable prices for their service with the aim that customers can save and also enjoy the experience. Place refers to where the hotel supplies its service (Andi, 2021). Hotels can directly or indirectly distribute their service to their customers. The hotel Moxy functions in 70 locations whereas the Six sense hotel functions in Bangkok and also functions in 17 countries with 20 hotels. It is very necessary to promote their service the hotels; they use various methods of promotion. Six senses hotel is in a high position in adopting sustainability, the company has been acting responsibly and is taking steps to reduce its carbon footprint on the environment (Pham et al., 2022). This act as an important promotion strategy as people tend to visit places that consider sustainability whereas the affordable price of the hotel Moxy boosts the attraction of the consumers which will act as an important promotion strategy (Heyes, 2017). Most of the time people tend to consider the price before they book any hotels. 
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Figure 1: Moxy Hotel
(Source: Andi, 2021)
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Figure 2: Hotel Six Sense
(Source: Pham et al., 2022)


Segmentation, Targeting and Positioning is the approach that is being used by both the Six Sense hotel and Moxy Hotel to segment their audience, target them and position the service to attract them in an effective manner. The Six Sense Hotel lays emphasis on the significance of guests like families and the group of Millennials (Çınar et al., 2020). They know that the place that they have set in sustainability will highly connect with the people of this generation. They tend to consider the personality traits and lifestyles of their clients. The company adapts to changes and most times they lay emphasis on providing a romantic atmosphere for the couples. Their top targets are five places namely Germany, UK, Austria, China, USA and France (Pham et al., 2022). On the other hand, Moxy wants to attract young clients by offering them a budget-friendly experience (Ghauri, 2019). They want to attract young boys and girls and provide an atmosphere which fits the best preference of the youths at a price which they can afford easily. The brand lays emphasis on the determined segment and tends to develop its specialisation in accordance with the preferences and choices of its guests. Marketing communication aims to fulfil two objectives, the first is to create demand for the product and the second one is to shorten the cycle of sales. Sustaining the demands is a long-term effort which aims to communicate with the customers to help them position their products in their minds (Vagianos et al., 2022). Establishing a brand requires time and building preference it will affect the profitability and market share and will further help to give long-term value for both companies. The sales cycle shortens means administering the sales and their partners so as to recognise their customers (Iqbal, 2016). The buying behaviour of the customer will give the idea of the ways to shorten the sales cycle. It is very significant to have the right strategies for marketing as it acts as a key factor in establishing a hotel, advancing bookings and also establishing awareness of the brand and enhancing its reputation. It is considered a complex process and it uses up resources and time without the guarantee of yielding good results. So in order to receive the best performance, it is crucial for hotels to adopt different strategies in order to attract travellers (Housden, 2008). Both the hotels Six Senses and Moxy tend to attract the same customer base. They both focus on families and Millennials who are the most frequent guests of the companies. Six Senses attracts its customers by maintaining sustainability, and wellness experiences, and also by giving leadership commitment to society (Josephi & Melissen, 2021). They have been recognised as the industry which focuses on sustainable practices as its vision is to aid people to reconnect and rejuvenate not only with themselves but with others and the world. This acts as an important marketing strategy for the company. On the other hand, the hotel Moxy provides an affordable unique experience for their customers as people tend to compare the price of the hotel before booking (William, 2019). So, this is a strong marketing strategy that the company provides in order to attract customers (Vagianos et al., 2022). They lay emphasis on providing high services more than the rooms and also providing a cheerful and nice environment for the younger. They further provide specialisation according to the needs of the customers. This can result in precise service which acts as an important strategy for marketing. 
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Figure 3: Segmentation, Targeting and Positioning
(Source: Çınar et al., 2020)
It is a very crucial step for both hotels to embrace the right marketing strategies so as to reach out to their customers and further boost their sales. Both hotels can lay their focus on the safety and hygiene of the hotel as people have become more conscious of safety after the covid-19 pandemic. They should communicate about the safety and hygiene measures that they undertake on their homepage or official websites and also during the process of booking. They should add in their description contactless payments and check-ins (Chaffey and Ellis-Chadwick, 2019). Due to Covid-19, most travellers should be convinced that their stay in the hotels will be worthwhile so the virtual reality tour of the hotels can give the customers a clear of the hotel in their decision-making process. These tours have developed in recent years and can provide a clear picture (Clow and Baack, 2013). In order to stand out in the market, it is very crucial for hotels to provide something unique to their customers. The core of the hotels should be to put preference to quality. A company that provides extra for its customers can yield great results (Wood, 2017). One of the significant strategies of marketing is to invest more in the peak season. They should be able to recognise the time when the customers book hotels. Hotel Six Senses and Moxy should spend more time on advertising and adopting other marketing strategies which will help them to boost their earnings during their peak season. 
The article includes a comparison of the marketing strategies employed by both Six Senses and Moxy, as well as a description of both hotels (Six Senses and Moxy) and how they sell their services. It also illustrated, via the utilisation of the tool "Marketing Mix," the many strategies that these businesses employ in order to promote their products and services. In addition to this, it educated us on the strategies of segmentation, targeting, and placement that are utilised by these two different businesses. In addition to this, it offered the use of marketing communication while simultaneously highlighting the similarities and differences in the marketing methods that were implemented by the two different organisations. In addition to that, it provided advice for the organisation to make use of as a foundation for formulating its marketing strategy.
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