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Introduction
In the extremely competitive hospitality sector of today, hotels must have a well-defined marketing plan to distinguish themselves and attract their target market. Six Senses and Moxy Hotels are two industry-famous companies that offer distinctive products and experiences to its visitors. In this paper, we will investigate how these two businesses target and interact with their audiences and compare their marketing methods.
By evaluating their marketing mix, segmentation, targeting, and positioning, as well as their marketing communication, we will be able to determine the similarities and contrasts between their marketing strategies. In addition, we will give marketing enhancement ideas for both brands. This paper aims to give insights into Six Senses and Moxy Hotels' marketing tactics and how they can continue to effectively reach and attract their target audience.
Background
Six Senses
Six Senses is a premium hospitality company that manages resorts, spas, and apartments in some of the world's most beautiful and unique locations. Since its inception in 1995, the company has earned a reputation for providing great service, innovative wellness products, and a dedication to sustainability and local culture (Pakpahan et al., 2022).
However, Six Senses does not operate any hotels or resorts in the United Kingdom at the present time. However, the brand has a significant presence in other regions of Europe, such as Spain, Portugal, France, and Greece, as well as in a number of sites in Asia, the Middle East, and Africa.
Moxy
Marriott International owns Moxy Hotels. Moxy Hotels opened in 2014 to provide travellers inexpensive and stylish accommodations. The brand targets tech-savvy, budget-conscious travellers seeking an inexpensive, dynamic hotel experience.
London, Manchester, and Edinburgh have several Moxy Hotels. The brand's UK hotels provide exquisite, affordable accommodations and a variety of services and amenities to attract its target market (Carvalho & Pinto, 2018). UK Moxy Hotels are ideally located and close to local attractions and transit.
Moxy Hotels in the UK also provide modern and functional guest rooms, a stimulating social environment, and a variety of services and facilities to improve the guest experience (Carvalho & Pinto, 2018). There are pubs, gyms, and high-speed Internet.
Marketing Mix Of Six Senses And Moxy
Attributes
Six Senses
Moxy
Product
The product options of the brand include lodging, spa and wellness services, eating, and recreational activities. Six Senses is noted for its emphasis on wellness and sustainability, and its resorts provide a variety of amenities and experiences that reflect these ideals (George, 2021).
Moxy Hotels provides tourists with budget-friendly and fashionable rooms. The facilities of the brand are aimed to appeal to tech-savvy and budget-conscious tourists by providing modern and practical guest rooms, dynamic communal areas, and a variety of services and amenities intended to enhance the guest experience (Pakpahan et al., 2022).
Price
Six Senses is a luxury brand that provides luxurious accommodations and activities at a premium price. As a result, its prices are at the top end of the market, reflecting the superior quality of its products and the luxurious experience it offers.
Moxy Hotels is positioned as a budget-friendly hotel brand, giving its target clientele cheap lodgings. The brand's pricing is competitive and aimed to cater to budget-conscious guests seeking a stylish and economical hotel stay.
Place
The properties of the company are located in some of the world's most beautiful and unique locales, and are intended to complement their environment and local cultures. Six Senses resorts are often only accessible by air or water and are frequently situated in isolated locations, affording visitors a sense of isolation and privacy (George, 2021).
Moxy Hotels operates in cities around the United Kingdom, including as London, Manchester, and Edinburgh. Typically, the properties of this brand are situated in central areas, offering convenient access to local attractions and transit (Michopoulou, 2019) .
Promotion
Six Senses promotes its brand and properties using a variety of marketing and communication methods. This includes internet marketing, social media, public relations, and direct marketing. In addition to trade exhibits and events, the brand collaborates with travel agencies and tour operators to reach its target market.
Moxy Hotels employs many marketing platforms to promote its brand and reach its intended audience. Included in this category are digital marketing, social media, public relations, and trade exhibits and events.




Segmentation Targeting Positioning Of Six Senses And Moxy

Six Senses
Moxy
Segmentation
Six Senses separates their market based on demographics, region, lifestyle, and psychographics, among other aspects. The brand's target market consists of affluent tourists seeking a luxurious and environmentally conscious hospitality experience.
Moxy Hotels segments its market on the basis of the demographic, psychographic, and geographic features of its target market. The company caters to tech-savvy, budget-conscious tourists seeking a cheap and attractive hotel stay (Lim & Ok, 2022).
Targeting
Six Senses focuses its marketing efforts on these affluent tourists in search of an exceptional and opulent hospitality experience. Individuals interested in wellness, sustainability, and cultural immersion who are prepared to pay for a premium experience represent the brand's target market (Lim & Ok, 2022) .
Moxy Hotels targets budget-conscious tourists in search of a vibrant and energising hotel experience. The brand targets to youthful, tech-savvy tourists in search of fashionable, budget-friendly lodgings who appreciate convenience, comfort, and a social atmosphere.
Positioning
The company distinguishes itself from its rivals by emphasising wellness, sustainability, and local culture, and by offering properties in some of the world's most beautiful and unusual locales. Six Senses’ marketing activities are geared on establishing a deep emotional connection with its target audience and establishing the company as the premier luxury and environmentally conscious hotel brand (Wood, 2020).
Moxy Hotels advertises itself as a budget-friendly and fashionable hotel brand, providing travellers with economical and unique lodgings. The brand is intended to appeal to budget-conscious guests who appreciate the latest in technology, design, and fashion, and who seek an economical and dynamic hotel experience.

Marketing Communication With Their Audiences
Both Six Senses and Moxy have a similar approach of marketing communication with their audiences
Digital Marketing
Six Senses targets its consumers via email, social media, and its website. Email marketing informs customers of promotions and special deals, while the brand's website and social media platforms promote its properties' beauty and elegance (Bojanic) .
Moxy Hotels advertises via its website, social media, and email. The brand's website advertises its hotels, services, and amenities and lets traveller’s book. Moxy Hotels promotes its brand on Facebook, Instagram, and Twitter.
Public Relations
Six Senses utilises PR to acquire media coverage and grow its brand. The brand promotes its hotels, health offers, sustainability, and local culture through travel and leisure media.
Moxy Hotels employs PR to promote brand awareness and media attention (Melissen, 2019) . Press releases, events, and other communications promote the brand's products and services and build favourable connections with the media and other stakeholders.
Trade Exhibitions and Events
Six Senses promotes its brand and reaches its target audience at travel and tourism fairs. These events allow the company to promote its hotels and wellness programmes to travel agencies, tour operators, and journalists (Lim & Ok, 2022).
Moxy Hotels promotes its brand and target audience through trade shows and events. These events allow the company to demonstrate its products and services and interact with its target audience in person.
Similarity And Differences Of The Marketing Strategy Of Both Six Senses And Moxy
Six Senses and Moxy Hotels are hospitality companies with separate audiences and marketing methods. They also share several marketing tactics.
Similarities
	•	Both companies use their websites and social media to advertise and reach their target demographic.
	•	Targeted advertising promotes both brands.
	•	Both brands employ PR and events to create brand recognition and media attention.
	•	Both businesses emphasise great service and experiences in their marketing.
Differences
	•	Target Audience: Six Senses targets premium tourists seeking an upmarket, sustainable, and holistic hotel experience, whereas Moxy Hotels targets budget-conscious travellers seeking a vibrant, dynamic hotel experience.
	•	Marketing Mix: Six Senses offers luxurious facilities and services, whereas Moxy Hotels offers affordable, trendy lodgings.
	•	Brand Image: Six Senses is a premium brand that promotes sustainability and wellbeing, whereas Moxy Hotels is a budget-friendly, modern hotel brand for tech-savvy guests.
	•	Moxy Hotels has a more relaxed and dynamic marketing communication style than Six Senses.
Recommendation
Current market trends and competition suggest the following for Six Senses and Moxy Hotels:
Six Senses
	•	Enhance sustainability efforts: Six Senses is recognised for its focus on sustainability and wellbeing; therefore, I suggest the business include more eco-friendly methods and promote them in its marketing.
	•	Expand its UK footprint: Six Senses has a small presence in the UK; therefore, I advocate developing more hotels in popular tourist destinations.
	•	Offer customised experiences: Luxury tourists want bespoke wellness programmes and concierge services; therefore, Six Senses should offer them.
Moxy
	•	Leverage technology: Moxy Hotels targets tech-savvy tourists, therefore I advocate using technology to make services more convenient and efficient. Moxy Hotels might provide keyless entry and digital check-in/check-out.
	•	Expand its UK footprint: Like Six Senses, Moxy Hotels has a limited UK presence, therefore I advocate building additional locations in popular tourist destinations.
	•	Offer local experiences: Budget-conscious tourists like cultural activities, local food, and cultural events, thus Moxy Hotels could offer more of them.
Conclusion
In conclusion, Six Senses and Moxy Hotels are well-known hotel brands that cater to diverse demographics. Six Senses targets premium tourists seeking an upmarket, sustainable, and holistic hotel experience, whereas Moxy Hotels targets budget-conscious guests seeking excitement and energy.
Six Senses offers luxurious facilities and services, while Moxy Hotels offers budget-friendly and modern lodgings. Both businesses utilise targeted advertising and PR to promote their brands online.
Both businesses have substantial internet presences and employ targeted advertising, but their target audiences, marketing mixes, brand images, and marketing communications differ.
I suggested Six Senses and Moxy Hotels improve their marketing tactics and reach their target demographic based on market developments and competition.
Six Senses and Moxy Hotels, two well-known hospitality companies, have set their target demographic and marketing strategies and continue to adapt to market changes.
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