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Marketing is considered one of the most important concepts in business organization today. It involves promotion, advertising and communication of  products and services to the potential customers (Silk,2006). The essay attemps to deliver activities from the marketing core. The essay highlights the concepts of marketing and how marketing mix can impact the overall profitability of the organisation. The essay is going to identify marketing strategy and how an effective marketing plan can be produced. The essay is also going to provide an overview on the micro / macro eviroments and tools and framework used to analyse these environments. The essay is goin to elaborate to use of digital marketing and how social media can enhance the communication mix.

SWOT analysis identifies the internal and external factors that affect a company’s competitiveness and success. Strengths are the positive  internal factors that contribute to a company’s competitiveness and success ( Zuhdi et al., 2020). For instance , Six Senses Hotels is recognized for its strong focus on sustainability and wellness, and has built a solid reputation for providing guests with top-quality amenities and execeptional service , making these its strengths (Yadnya et al., 2022).The brand has successfully created a unique market niche by offering customized experiences for health and wellness enthusiasts. In contrast, Moxy Hotels, with its affordable pricing, appeals to price-conscious travellers, particularly the younger generation (Minner and Nayak, 2019). The brand emphasizes guest well-being and adopts eco-friendly practices in providing top-quality, high-end services, which are its strengths (Tan and Wright, 2022).
Both Six Senses and Moxy Hotels have weaknesses that may impact their competitiveness in the hospitality industry. Six Senses faces challenges in expanding its brand due to its focus on a niche market, which limits its potential customer base (Silva, 2018). Additionally, the brand's high-end pricing may deter price-sensitive travellers. Moxy, on the other hand, has a weakness in its limited-service offerings, which may not meet the needs of guests seeking a more luxurious experience. Another weakness for Moxy is its limited global reach, as the brand operates mainly in Europe and North America. Addressing these weaknesses can help both brands remain competitive in the highly competitive hospitality market.
Despite the challenges facing the hospitality industry, both Six Senses and Moxy have opportunities to enhance their competitiveness. Six Senses has the opportunity to expand its presence in the growing wellness tourism market by targeting health-conscious travellers seeking unique, customized experiences. Additionally, the brand could explore opportunities to further integrate sustainable practices into its operations, including the use of renewable energy sources and eco-friendly building materials. Moxy, on the other hand, could benefit from leveraging technology to enhance the guest experience, such as implementing mobile check-in and keyless room entry. Furthermore, the brand could consider expanding its offerings to include more unique experiences and amenities to differentiate itself from other affordable hotel options.
In terms of opportunities, Six Senses could also consider expanding their marketing efforts to target a wider audience, such as families and older travellers. The brand could also explore developing unique experiences and activities for guests that align with their brand values of wellness, sustainability, and luxury. This could differentiate them from competitors and attract more discerning travellers who are willing to pay a premium for high-quality experiences.
As for Moxy, the brand could continue to focus on their target market of young and tech-savvy travellers, while also considering partnerships with popular technology companies or developing their own innovative technology solutions (De Korte, 2019). Additionally, they could explore expansion opportunities in new markets where there is a growing demand for affordable yet trendy accommodations. This could help them to further establish themselves as a leading brand in the hotel industry. Overall, both Six Senses and Moxy have unique strengths and opportunities that they can leverage to stay competitive and grow their businesses. By staying attuned to market trends and consumer preferences, they can continue to innovate and provide exceptional experiences for their guests.
Six Senses Hotels faces the threat of increased competition from other luxury wellness hotels, which may cause them to lose market share. Another threat for Six Senses Hotels is the potential for economic downturns and global crises, which can negatively impact travel and tourism (Baker, 2014). For Moxy Hotels, the threat of increased competition from budget hotel chains offering similar affordable pricing may lead to decreased profitability. The potential for geopolitical instability and natural disasters can also affect Moxy Hotels, as these events may disrupt travel and cause guests to cancel their bookings (Pereira, 2022). Both brands also face the threat of changing consumer preferences and expectations, as guests may shift towards alternative forms of accommodation or prioritize different aspects of their travel experience.
Marketing mix can be defined as a set of marketing tools used to promote products and services for enhancing profitability and establishing a communication among the consumers (Kenton, 2023). The 4P marketing mix is a framework used to develop effective marketing strategies by taking into account four key elements: product, price, promotion, and place (Singh, 2012). Based on their 4P marketing mix, Six Senses and Moxy Hotels employ different strategies to target their respective audiences. Six Senses focuses on the premium segment by offering high-end amenities, wellness programs, and eco-friendly practices (Hamdi, 2019). Their products are priced at a premium and are positioned to appeal to affluent travellers who value luxury and sustainability. Moxy, on the other hand, targets the budget-conscious millennial traveller by offering affordable pricing, chic design, and a vibrant social atmosphere (Pentescu, 2016). The brand emphasizes social media marketing and collaborations with influencers to create a buzz around their brand (Baysinger, 2015). In terms of product, Six Senses offers a customized and personalized experience, catering to guests' individual needs and preferences. They offer a range of wellness programs, such as yoga classes, detoxification programs, and healthy cuisine options. Moxy's product strategy is focused on creating a social and interactive experience for their guests, with innovative design and technology features in their rooms.
Six Senses and Moxy have different pricing strategies, with Six Senses positioning themselves at the high end of the market, and Moxy at the budget end. Six Senses' premium pricing strategy allows them to offer a more personalized experience and high-end amenities, while Moxy's budget pricing strategy enables them to attract price-conscious travellers without sacrificing the quality of their offerings. Finally, in terms of promotion, Six Senses relies on word-of-mouth and reputation for exceptional service and sustainability practices, while Moxy emphasizes social media marketing and influencer collaborations to create buzz around their brand. Both brands have unique marketing mix strategies that have allowed them to stand out in their respective markets. Based on website traffic data analysed from SimilarWeb, Six Senses and Moxy Hotels have different demographic target markets with Six Senses targeting mostly millennials aged 25-34 and Moxy also appealing to young adults aged 18-24. Six Senses website attracts a higher percentage of male users (See on appendix A), while Moxy's website attracts more females (See on appendix B). The data suggests that Six Senses' website has a wider range of audience interests, including travel and tourism, computers, adult, electronics and technology, and arts and entertainment. On the other hand, Moxy primarily attracts users interested in computers, electronics and technology, arts and entertainment, and hotels. Bounce rate refers to the percentage of users who leave the website after only visiting one page. In this context, the lower bounce rate for Six Senses indicates that their website attracts more engaged users who explore the site further, potentially leading to more conversions.
Based on the data analysis, Six Senses appears to have a wider target market among millennials, with a strong online presence and higher engagement rates (See on appendix C), while Moxy Hotels is positioned primarily as a hotel catering to young adults and millennials, with a strong online presence (See on appendix D). These insights can be applied to the marketing mix and situational analysis of the two brands, as their targeting strategy, segmentation, and positioning can be aligned with their product offerings, pricing, promotion, and place in the market. This can enable the brands to effectively reach their target audience and compete in the marketplace. In conclusion, the comparative analysis of Six Senses and Moxy Hotels marketing strategies and situational analysis revealed that both hotels have unique approaches to appeal to their target audience. Six Senses can be positioned as a hotel with a broad target market that appeals to millennials, a strong online presence and engaged users, while Moxy Hotels can be primarily positioned as a hotel serving the younger generation with a strong online presence. The data from the demographic and geographic segmentation of the target market and the analysis of online behaviour, bounce rates, and audience interests can be linked back to the marketing mix or situational analysis, which helps both brands to effectively reach their target audience and compete in the market. It is essential for hotels to have a clear marketing strategy and situational analysis to stay competitive in the industry. Overall, Six Senses and Moxy Hotels marketing strategies provide valuable insights for other hotels to develop effective targeting, positioning, and marketing strategies to meet the needs of their target audience.
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Appendix B: Demographic Segmentation of Moxy
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