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Introduction
Effective marketing principles and practices are necessary for a sustainable and profitable business model. Effective marketing is critical to globalized organisations with a complex supply chain system that requires such principles to succeed (Kotler et al. 2020). Based on this understanding of the importance of marketing, this report aims to provide a critical evaluation of the marketing strategies applied by Six senses and Moxy, which are multinational brands recognized worldwide. The Six Senses Hotels Resorts Spas is a luxury hospitality brand that operates hotels, resorts, and spas worldwide (Six Senses, 2023). The brand is known for its focus on wellness, sustainability, and cultural authenticity and aims to offer guests a unique and enriching experience that incorporates all of the senses (Six Senses, 2023). The hotel brand also features spacious and comfortable accommodations for its customers. On the other hand, Moxy is a mid-scale hotel brand that offers a rather playful and stylish for budget-minded travelers. The design of Moxy Hotels is centered on convenience, affordability, and a dash of fun (Moxy, 2023). The accommodations include modern and fashionable guest rooms, common areas for interacting and working, and various features and amenities designed with young travelers in mind. The selection of these hotel brands is justified by their vast global network, which necessitates an understanding of how marketing can be applied at such a large scale.
Choice of marketing direction
A critical analysis of the choice of marketing direction between Six senses and moxy reveals differences in target audiences and value propositions from each brand. For instance, research indicates that Moxy Hotels cater to youthful, frugal tourists looking for reasonably priced lodging options with a dash of elegance and enjoyment. Moxy has concentrated its marketing efforts on social media and internet channels to target this population, utilizing websites like Instagram and Twitter to highlight the brand's distinct personality and appeal to a younger audience (Moxy, 2023). To connect with its target audience and set itself apart from more established budget hotel companies, the brand uses a light and humorous tone in its advertising and marketing materials (Ghauri, 2014). In contrast, Six senses have applied various approaches regarding its marketing strategy. For example, Luxury tourists looking for a wellness-focused, environmentally friendly, and culturally exciting vacation experience are the target market for Six Senses Hotels Resorts Spas (Six Senses, 2023). Six Senses has concentrated its marketing efforts on high-end print and digital media, including premier travel publications, lifestyle websites, specialized email campaigns, and live events to reach this group (Six Senses, 2023). The brand's marketing materials also highlight its dedication to sustainability and well-being, keeping up with a growing consumer trend that encourages them to look for more environmentally and socially responsible travel options.
The comparison of marketing directions undertaken by both hotel brands in recent years indicates differences in marketing strategies whereby each strategy has been implemented to effectively reach and appeal to target audiences, focusing on creating distinctive brand identities.

Current market position
An evaluation of Moxy's current market position reveals that the brand has a relatively strong market position in the international hospitality and tourism industry. For example, statistical analysis of Moxy reveals that the hotel has 33 locations in the united states as of 2023 (Moxy, 2023). From a global perspective, Moxy has 70 sites, indicating that the company has an extensive network of hotel chains (Moxy, 2023). Furthermore, the estimated annual revenue of the company is $259.6 million per year (Moxy, 2023). The statistical evidence indicates that the company has a significant market share in the hotel industry hence a potential indicator of practical marketing principles. On the other hand, a statistical analysis of Six senses reveals that the company operates 20 hotels in 17 countries and possesses an additional 34 properties in its portfolio (Six Senses, 2023). According to statistics on the annual revenue for Six senses, it was revealed that the company reported a yearly revenue of $283 million with a total of 2,542 employees (Six Senses, 2023). The critical analysis of the market position between these two hotel brands reveals that Six senses have a higher market share based on annual revenue than Moxy, indicating higher profitability. The fact that Six senses earn more yearly income than Moxy means a more effective marketing strategy since it generates more than the initial investment.
Current marketing strategies
 There are significant differences in marketing strategies applied by Moxy and Six senses, which have been implemented to appeal to target customers and differentiate themselves from competitors in the industry. For example, the first difference in marketing strategies between hotel brands is based on brand positioning (Ghauri, 2014). Moxy markets itself as a low-cost hotel chain that provides chic and entertaining lodgings emphasizing community and social interaction. Travelers seeking a cheap and distinctive hotel experience are drawn to the brand (Moxy, 2023). On the other side, Six Senses markets itself as a high-end wellness company that provides a distinctive and environmentally friendly luxury experience. Travelers seeking an upscale, wellness-focused hotel experience are drawn to the brand. 
However, there are also similarities in marketing strategies, such as using similar marketing channels. For instance, Moxy and Six Senses each use a combination of traditional and digital marketing channels to reach their target consumers. For example, Moxy reaches its target demographic of young travelers using social media, influencer marketing, and targeted digital advertising (Moxy, 2023). To attract its target market of affluent travelers, Six Senses uses a combination of traditional media, internet marketing, and experiential marketing (Jobber, 2020). Six Senses also emphasizes its website and online presence to market its brand and connect with tourists looking for luxury hotels online. Applying these marketing strategies by respective brands has been essential in appealing to target customers and improving brand positioning and market share.
Considerations regarding sustainability and green messaging
Energy and water conservation are a couple of the factors Moxy has taken into account when it comes to sustainability and the green message. To cut down on energy usage and carbon emissions, Moxy hotels have adopted energy-efficient systems and technology (Bilgihan, 2015). The company also uses low-flow showerheads, toilets, and other water-saving technologies to preserve water. Sustainable materials have also been applied as a consideration. Moxy hotels have managed to build and renovate its buildings using sustainable materials. For instance, the company built its hotels using recycled materials, low-VOC (volatile organic compound) paints and coatings, and other eco-friendly items (Bilgihan, 2015). To cut waste, conserve resources, and advance sustainability, Moxy hotels have introduced several green projects. Programs for recycling, composting, and the usage of eco-friendly cleaning supplies are some of these activities.
There are similarities in the sustainability and green messaging considerations between these two brands since six senses have also included measures to achieve the same. For example, analysis indicates that Six senses have applied eco-friendly operations such as energy efficiency systems and technology to demonstrate the brand's commitment to reducing its carbon footprint and minimizing adverse environmental impacts (Six senses, 2023). The brand has also included sustainability messaging in its marketing efforts, providing a competitive advantage over other brands in the market.
Brand positioning since covid-19
Like many other hotel businesses, Moxy Hotels has had to adjust to the shifting market circumstances since the COVID-19 epidemic (Jobber, 2020). The company, for instance, has enhanced safety and cleanliness protocols. To guarantee the health and safety of both visitors and employees, Moxy has improved its cleaning and safety practices. As part of this, high-touch areas are cleaned and disinfected more frequently, authorized disinfectants are used, and hand sanitizers are readily available all over the hotel (Moxy, 2023). The company has also introduced flexible booking policies to respond to growing uncertainty surrounding travel restrictions during the pandemic. Such activities have improved customer perceptions since they can make free cancellations or change booking data, increasing customer loyalty and satisfaction. There are also similarities observed in how Six senses have adapted its brand. For example, the brand has also introduced flexible booking services similar to Moxy while also creating virtual services that have allowed the brand to leverage existing technology to develop online check-ins and check-outs (Six senses, 2023). The analysis reveals similar response strategies by both brands toward covid-19.

Conclusion
In summary, the analysis indicates that both brands have applied relevant marketing strategies that have helped them appeal to their respective target audiences. However, there are differences in marketing strategies employed by these two brands, as seen in the analysis. For example, the significant differences lie in target audiences and brand positioning. Moxy has positioned itself as a mid-scale brand that targets budget-conscious travelers, while Six senses primarily target upscale customers. These differences have led to both brands taking different marketing directions and strategies. Despite these differences, there are also similarities observed in the marketing strategies, such as using traditional and digital marketing channels to increase brand awareness. Both brands have leveraged technology and social media to reach more potential customers. Furthermore, the brand positioning since covid-19 is similar since both enterprises have enacted policies to align with current requirements to prevent the spread of the virus. Despite the differences in marketing strategies, the research indicates both brands have applied effective marketing strategies.
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