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[bookmark: _Toc126155527]Introduction 
Marketing is essential as it enhances product awareness that Hotel is selling its services and products, promotes brand reliability, and develops trust among target people. The essay will compare the marketing methods and strategies used by Six Senses and Moxy Hotel. However, Six Senses is an award-winning and exclusive hotel company that provides unique guest experiences in exquisite and remote places, for instance, inspiring city districts, majestic mountains, and coral-fringed bays. The Hotel will bring the trademark of the brand, which is sustainability and wellness. They are responsible and caring for local and host societies (Sixsenses, 2022). 
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Figure 1: Best-rated resort hotels in Portugal in 2021, based on user scores
(Source: Statista, 2021a)
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Figure 2: Six Senses
On the other hand, Moxy hotel is a stylish, playful, and affordable brand intended to provide guests with everything they desire. It has more than 60 hotels open all over Europe, Asia Pacific, and North America. Moxy is the brand of Marriott International Hotel. Further, Moxy is proud to contribute to Marriott Bonvoy, which is a worldwide travel scheme from Marriott International (Marriott, 2023). 
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Figure 3: Moxy Hotel
[bookmark: _Toc126155528]Main body 
Having various choices make customers feel that they can practice more control over what they purchase. Choices are the capability of customers or manufacturers to decide which resources, products, and services to buy or deliver from a variety of possible options (Katsikeas et al., 2020). The Moxy hotel is all about the unfiltered and real guest experience. However, everything is tailored to a target market that is obsessed with social media and beautiful pictures. Moxy is using free marketing choices that reach customers worldwide. Basically, they run campaigning in the market with the help of Amadeus GDS, so every time, bookers may use the system (Andreu et al. 2017). On the other hand, Six senses have mentioned various methods more consistent with social media and digital marketing. The Hotel brand also uses demand and supply pricing policies. They also use competitive pricing strategies that indicate they evaluate the hotel price on the basis of their competitive attitude. They have made some changes in marketing approaches, such as a brand highly invested in the SEO for their website, mapping the customer journey, using social media platforms, and investing money during peak booking season. In addition to this, the Six Senses hotel also makes content that is user-generated to capture the attention of Millennials (Leung et al. 2017). 
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Figure 4: Six sense Traffic and Engagement
(Source: Similarweb, 2023)
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	Six Sense Hotel 
	Moxy Hotel 

	Segmentation
Geographical: The brand is located in 17 countries such as Turkey, Ibiza, Europe, Germany, China and the USA. 
Demographic: The Hotel target the millennial group in their business. 
Psychographic: The hotel brand adapts for couples, as the brand design perfect serenity and environment for them. 
Behavioural: The brand is intended to provide an atmosphere where the customer may reach full relaxation. 
	Segmentation
Geographical: Moxy has 60 Hotels all over the world. The Hotel is present in North America, Asia Pacific, and Europe. 
Demographic: They appeal to young, fun hunters and people who want to enjoy their life to the fullest 
Psychographic: The brand target people who are married, businessmen, and love to travel.
Behavioural: Brand provides discounts to clients to address their needs. 

	Targeting 
They are targeting customers by encouraging transformation and sustainability culture. The main targets are millennials and couples who spend their quality time full of relaxation. 
	Targeting 
The brand target people who need comfort from their daily routine, businessmen, and leisure travellers. 

	Positioning 
The position of the brand on wellness and sustainability highly interacts with the people, and they look out for properties for these reasons. 
	Positioning 
The brand is famous for its unique methods of the guest experience. Positioning strategy depends on affordability and benefits. It positioned itself as a company that provides affordable luxury. 



Marketing strategy is crucial to set out the goals of a business, including ideal customers and how to reach them. It is basically a plan of action and the blueprint for the marketing activities they will do in the coming time to develop the business (Farrell et al., 2021). However, after differentiating the target groups, the study will characterise the marketing strategies of Six Sense and Moxy Hotel. As per the target groups, offers, and values of the Hotel, their policy refers to concentrated and differentiated marketing. Six Sense Hotel are putting effort into making sustainable campaigns that are more attractive to their target population, such as Millennials. Moreover, Six Sense Hotel has introduced a new website encompassing 18 hotels and resorts. The end result strengthens the commitment of the brand to interact in innovative methods with travel partners, inspiration-seekers, and guests. The website was created with advanced technology and promoted with creative content. This help to attract customers by enhancing the core values, positioning, and vision of the brand (Six Senses, 2019). The below graph indicates the use of marketing channels by Six Sense:
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Figure 5: Marketing Channel Distribution
While Moxy Hotel creates content that is user-generated to attract the attention of its target customers, the social media marketing of Moxy Hotel is not the same as other hotels. Social media assist the brand in attracting a large number of customers (GlobalTrend, 2018). With this line of communication, they can assist in understanding customers better. Also, they can treat customers with personalised care. Further, Moxy also creates apps for inspiration. It is because customers need an app that makes their experience hassle-free (Nozdreva and Churakova, 2021). Hence, the marketing strategy of Moxy lies between campaigns, videos, apps, and social media platforms. The graph depicts the marketing channels used by Moxy Hotel to promote its services. 
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Figure 6: Marketing Channels Distribution
According to Font and McCabe (2017), sustainability marketing work as it encourages the core standards that are valued by business and stakeholder. These are human health, social equality, environmental wellness, fair trade, resource security etc. Consequently, makes the promotion strategies of the company that is still dominated by the old style of promotion. It is observed that Six Senses is highly committed to maintaining sustainable and environmental operations. They have introduced a sustainable campaign to promote the idea of sustainability to their guests. The brand has started its journey towards a plastic-free future by promoting stainless steel straws as a villa amenity, demonstrating its promises to the goal of the company of being plastic-free in 2022 (IHG, 2019). In addition to this, the brand is making smart use of land topography, renewable building materials and orientation to make spaces that are alive and vibrant. Also, Six Senses serves as a change-maker and keeps a commitment of leadership to society, wellness, sustainability, crafted experience, and emotional hospitality that are infused with a touch of originality (Six Senses, 2022). 
On the other hand, Moxy got an award of impressive sustainability certificate LEED platinum. It was a success of Moxy hotel in better and more sustainable building. The green buildings of Moxy Hotel enable to work and live in a sustainable manner (Core, 2021). In addition, the brand has a higher obligation to function responsibly with its developing worldwide presence. They are functioning to reduce the environmental impact, operate and create sustainable hotels and sources accountably while incorporating sustainability all over the value chain and reducing climate-related issues. Further, Moxy Hotel reduces its environmental footprint by managing water use and managing energy, decreasing carbon emissions and raising the use of renewable energy. The brand is operating in 4 SDGs goals, which are 6,7,8,12, and 13 (Marriott, 2019). 
Moxy is redefining the services with mobile in the middle, allowing members of its program to involve in real-time messages with employees before, after, or during a visit. They have shifted towards mobile messaging to assist their guests in interacting with their desires throughout their stay. However, the mobile request is incorporated into the app of Moxy, allowing customers to communicate with the Hotel. Customers find it a personalised experience as it is incorporated with all other features of the mobile app, for instance, room-ready alerts and check out (Tode, 2017). At the same time, Six Sense Hotel communicate through an online platform. However, provided the mismatch among the perception of the brand by brand by web and hotel visitors, the hotel is required to induce the main essence of the experience and bring it to customer life all over online communication. Also, the brand has launched an app that allows customers to experience the alluring world of the Hotel. This application also helps customers to search the properties and book their next adventure. 
[bookmark: _Toc126155530]Conclusion 
It is concluded from the above analysis that marketing is crucial for hotels in a competitive working atmosphere. It assists the business in attaining the needed goals and enhances the profits and income of the Hotel. Therefore, the study has compared two multinational hotels: Six Senses and Moxy Brands. Both these hotels demonstrated unique marketing in terms of digitalisation and sustainability. The marketing strategies of both hotels made them prominent in the eyes of their target customers. 
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