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[bookmark: _Toc125822186]Introduction
Hotel business has become more charming and attractive day by day. Many hotel brands easily catch up on the market by providing some lucrative services through their business (Jessica, J., 2022). Tourist spots and the tourism industry makes the business more highlight in today's world. In this report we have chosen two different hotels for describing their marketing strategy and how they work to remain themselves in the market. We have chosen Hotel six senses and Moxy for providing necessary information about their marketing segmentation, strategy and how they cope up with the market with green business. 
[bookmark: _Toc125822187]Description of hotels
Hotel six senses
Hotel six senses established its journey from 1995. It has hotel services and resort services. It always has a promise to reach beyond the destination. They always try to provide some services which make them different from others. They always maintain the rules of guests are always right (Horner, S. and Swarbrooke) . They always try to provide eco friendly based services and be sustainable with culture. They maintain a good cultural balance in every country. Now they are providing them through 22 hotels in different countries and Maldives remains in number 1 service providing the country as their business. 
Hotel Moxy
Moxy is a trendy hotel brand which provides quality services to their guest . Is it designed to offer to their guest services as desire for. It provides a luxury service and it is much more affordable for their clients. Moxy hotel started first in Milan in 2014 its service. First it starts its business as a partnership with a furniture brand IKEA (Banerjee, R., 2022). Now Moxy has more than 70 locations of hotels in 3 different countries. It holds their business in North America, Asia Pacific, and Europe. Aswell they newly started bar service which is showing to be very popular. 
In this report we are going to discuss both of these hotels marketing process.

[bookmark: _Toc125822188]Marketing mix
Marketing mix is a general condition of marketing process where it represents as a function or a model for the business institutions (Jessica, J., 2022) . We can also represents it as a important specific tools which is necessary and known as the target marketing components. These target marketing components are defined as 7P. 
The elements or 7P's of marketing mix
This 7P is a framework by McCarthy. This marketing mix has become attractive tools for decision making
The 7P’s are given below:
1. Product
2. Price
3. Place
4. Promotion
5. People
6. Packaging 
7. Process
Product: Product is interconnected with earning customer happiness level and it also represents a great sight of marketing process. The people are not describing marketing as telling and selling. Marketing mainly practices to satisfy the customers (Jessica, J., 2022 ) . Service is something which represents a company’s identity.  A profitable  product like these two hotels can easily create a customer based in the market. Hotel six senses and Moxy provides services as their products. 
Price: The title price indicates the value of the service. The price can be different on the basis of service cost and the living cost of people. The price and cost both are directly connected with each other. If the cost of their services falls then the price will also fall. As a consequence if the service cost arises then the price of the service will also arises. Price and demand can also have different links. They varying differences. When the price increases the demand of the service falls but when the price decreases the demand of the service will increase. So before making any decisions hotel management need to judge it carefully. 
Place:  Location is the most common and organized thing before opening up any business. Products also have some categories not every product is preferable for everyone. It is different by gender, age and income. Hotel six senses and hotel Moxy have their customers based location and they try to provide their services with the base of culture (Banerjee, R., 2022) . Placement makes this differently and become  easy for the managers to take decisions.
Promotion: Promotion is important fort success for every company institutions. The more promotion a company  will be done for its service the more popular the company and the service will be throughout the people. By the help of  promotion people come to know about the product and they can attract the product (Jessica, J., 2022). After launching any new product the main target of every business is the popularity and acceptance of the product. With the help of promotion customers come to know about the product and they become interested in buying that product. This promotion also creates public relations between companies and people. 
People: People are the basic elements of hotel business. Hotel business is based on their satisfaction level of customers. Market is very high in recent days. So hotel six senses and Moxy need to serve their customers as they are always right.
Packaging: Packaging of some service doesn’t always refer the outer package of the product. For service providing business packaging means serve some lucrative service towards your customers. Hotel six senses and Moxy always use this strategy to maintain their packaging system.
Process: Here process represented the way and the system a company like six senses and Moxy use to maintain their customers in proper way. 
[bookmark: _Toc125822189]Market segmentation & position 
We have segmented the market based on their sustainability. The segmentation is:
Demographic: Hotel six senses and Moxy have highly recommended demographic transitions. But if we notice we can see hotel six senses have a large number of resorts which are natural based. Tourists and guests easily attract by seeing its natural beauty. The hotel has six senses established 10 attractive tourist resorts in 10 different countries (Horner, S. and Swarbrooke ). It not only includes their work inside the country but also provides its business services outside the country. Hotel Moxy is also demographically strong. It also represents three different countries with their best services.
[bookmark: _Toc125822190]Market positioning: 
Market positioning refers to targeting the market where the company or business organizations will go to provide their services and whom they will be going to serve. So if we notice we can easily get the fact that Hotel six senses have targeted these types of segmentation for providing their services:
1. Diversification of business
2. Attract new customers. 
3. Provide some lucrative and attractive services which are different from others. 
4. Have a great deal with the customers.
5. Much more affordable than the costing price.
6. Have different services on the basis of different levels of customers demand. 
For hotel Moxy they also have some segmentation. They are given below:
1. Attractive decorations and services.
2. Budget friendly
3. Eco based services
4. Green business policy
5. Have different types of packages. 



[bookmark: _Toc125822191]Creating customers value 
In this whole report we have discussed the marketing process and marketing segmentation. We have shown two different hotels one is six senses and another is Moxy. They both have different marketing strategies but in a sane way because they both provide the same kinds of services. Though the marketing strategy for both of them was the same (Banerjee, R., 2022) .  As a beginner in the market Moxy has a lot of  opportunities to grow and needs to work out for the improvement. On the other hand Hotel six senses have a developed strategy and are strong based in the international market. So the whole report shows both of these hotels marketing management. Customer’s value and satisfaction level will increase in their upcoming period they are hoping for. 
[bookmark: _Toc125822192]Conclusion
Hotel management in the current world as a business organization is much more attractive than any other business organization (Banerjee, R., 2022) . The hotel management process is not as seen as other business. It has some difficulties in their marketing. The report is about two different hotels and their marketing strategy. So in the end it should be noted that both hotels need some upgrades in their strategy so that they can cope up with the upcoming market rivals. 
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