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A premium hotel chain with a broad range of hotels and resorts operating globally is called Six Senses Hotels Resorts and Spas. It is famous for its commitment to sustainability and great services (Silva, 2018). On the other hand, Moxy Hotels, a relatively new hotel brand launched by Marriott International in 2014, targets millennial visitors with its cost-effective, entertaining, and fashionable amenities (Brudney, 2017). The brand focuses highly on technology to provide customers with an exceptional and customized experience (Carvalho and Pinto, 2018).
When assessing Six Senses Hotels Resorts and Spas, its strengths include its commitment to environmental responsibility and first-rate service (Silva, 2018). Nevertheless, its target market can be restricted by its high costs and premium positioning. Due to their limited ability to negotiate, suppliers are fine with the Six Senses brand. The Six Senses gains an edge in talks with suppliers because they are the only corporation helping local manufacturers in remote towns by running hotels and resorts there. Potential threats include customer behaviour changes and competition in the market for luxury hotels.
Moxy Hotels' strengths include its reasonable rates, reliance on technology, and chic style appealing to younger tourists (Bilgihan and Nejad, 2015). However, its modest size and low brand awareness are weaknesses. Targeting business travellers and entering new areas are major opportunities for the brand to expand. Threats come from altered customer behaviour and increased competition in the market for low-cost hotels.
Political factors for Six Senses Hotels Resorts and Spas include any major geopolitical threats in the locations where they function, as well as governmental laws in the fields of sustainability and wellness. Customer spending patterns in the market for luxury hotels and any modifications to buying habits are economic issues to be taken into account. Social considerations include the expanding wellness movement and the demand for eco-friendly travel. The hotel brand must keep up with technological developments in the hospitality sector and sustainability and wellness practices. Governmental controls, the safeguarding of intellectual copyright, and laws that protect consumers are all legal factors. Environmental considerations include fostering sustainability and lowering their carbon impact.
Political concerns for Moxy Hotels include the possibility of terrorism in the region they serve. Economic crises like inflation eventually affect tourism, and have an impact on the Moxy hotel. The expanding tourist industry worldwide is one of the social factors. Travellers who want to avoid future problems may reserve their rooms in advance at Moxy Hotels due to technical factors. The likelihood of rising minimum wages, and increasing labour costs is a legal concern for Moxy Hotels. Increased electricity prices brought on by initiatives to reduce greenhouse emissions by restricting the use of coal in power plants might have a long-term environmental impact on Moxy hotels.
The Similarweb analysis tool offers helpful information about a company's internet presence and web analytics (Baumel and Kane, 2018). Similarweb can provide website traffic sources for Six Senses Hotels Resorts and Spas, including sponsored content, recommendations, and search engine optimization (Vyas, 2019). It may also provide details about their web advertising initiatives. For Moxy Hotels to effectively understand and connect with its targeted audience, Similarweb can give information on the websites and social media platforms that Moxy's primary audience visits further refer appendix 1 and 2 which shows six senses wesite is more efficient at targeting consumers.
SOSTAC, which stands for Situation Analysis, Objectives, Strategy, Tactics, Action, and Control, is a promotional planning and evaluation structure. A SOSTAC evaluation for Six Senses Hotels Resorts and Spas would assess the industry's trends, establish goals for the brand's growth, and create plans to attain those goals. SOSTAC analysis for Moxy Hotels emphasises attracting the price-conscious younger traveller market and setting the brand apart from rivals. The goals are driving growth, boosting brand awareness, and enhancing the visitor experience.
Six Senses may hold a position of difference in the market by providing visitors with a distinctive and holistic experience. A Bowman's study for Moxy Hotels would look at their competitiveness in the market for low-cost lodging, affordability, technological capability, and appealing aesthetic designs. Based on this assessment, Moxy may hold a position of pricing or speciality difference, providing visitors with a distinctive and reasonably priced experience.
The 4 Ps and 3 Ps are marketing mix models used to assess a company's marketing plan and initiatives (George, 2021). The three Ps are people, process, and physical proof, whereas the four are product, price, place, and promotion.
For Six Senses Hotels Resorts and Spas, the four Ps are Product: Six Senses is a well-known luxury brand that provides distinctive goods and services, including extravagant resorts and five-star hotels (Chala, 2017). Price: Because of its exceptional services, its pricing approach is premium. Place: Six Senses has operations in several nations worldwide. Promotion: Six Senses uses technology, including its website, social media accounts, and focused advertising efforts, to market its brand (Sousa et al., 2021). 
The four Ps of Moxy Hotels is: Product: Moxy brand offers appealing design to younger tourists  (Kavaliauskas). Price: focusing on the younger travellers who choose beautiful locations at reasonable prices. Place: Moxy runs hotels in several cities, focusing on metropolitan regions. Promotion: Moxy occasionally runs an ad campaign in their key locations through the Amadeus GDS so that every time guests use the platform, they will see an ad for Moxy Hotels. 
The personnel and workers in charge of providing visitors with the brand experience would be referred to as People in terms of the 3 Ps for Six Senses hotels. To provide exceptional performance, Six Senses makes efforts to recruit highly trained personnel. Processes rely on software and computerized systems to offer reliable and high-quality service. The term physical evidence alludes to the actual setting of the hotels and resorts, and the Six Senses hotel ensures that it has a magnificent and exquisite appearance. On the other hand, Moxy hotels use energetic, lively youth to engage guests. Technology and manual check-ins are also used during the process. Moxy Hotels prioritize attractive aesthetics and chic designs when it comes to physical appearance.
Both have different target audiences and market segments. The wealthy and those who can afford pricey services are the primary target market for Six Senses Hotels. It is vital when it comes to the high-quality services it offers. People who value personalized attention, comfort, and a sense of place are drawn to this brand. The target market for Six Senses consists of wealthy people, parents, newlyweds, and business travellers who are prepared to spend top dollar for excellent service and a distinctive, immersive experience. To grow its company, the Six Senses brand often employs new sites, such as remote regions.
The Moxy Hotels attract younger travellers searching for inexpensive hotels with varied market segmentation. Budget-conscious, single travellers, teenagers, and working professionals searching for a reasonable and distinctive hotel experience make up the target market for Moxy (George, 2021).
The positioning techniques for the Six Senses and Moxy hotels are different, with Six Senses being positioned as a fancy hotel and Moxy being promoted as a low-cost hotel. While Moxy is geared towards youth travellers and distinguishes itself via technology, fashionable design, and reasonable prices, Six Senses distinguishes itself by sustainability, comfort, and outstanding service (Stombelli, 2020). Both businesses strive to give their customers a personalized experience but in distinct manners.
Using their marketing communication tactics, Six Senses and Moxy both apply various techniques to connect with their target audience. Moxy caters to millennials who are cost-conscious using online technologies like digital networking, web marketing, and targeted digital marketing (Guo, 2021). Six Senses targets wealthy tourists through high-end media like luxury publications, celebrities and famous influencers on social media, and email marketing (Backaler, 2018). In order to showcase their products to potential customers and business experts, both businesses often go to international exhibitions and festivals.
Six Senses and Moxy using it in their marketing strategies, have increased the importance of social media and digital marketing in the hotel sector (Formina, 2020). Despite this, traditional forms of marketing and promotion, such as print publications and live events, are still essential for raising corporate reputation and connecting with certain target audiences. Both traditional and digital approaches may reach a wide range of individuals and offer a multi-channel strategy to reach a more significant number of potential visitors.
Developments in technology, personalization, and eco-friendly procedures characterize recent changes in the hotel industry. As tourists become more aware of the environmental effects of their vacation, sustainable tourism has increased. Due to this change, upscale accommodations like Six Senses have made sustainability, health, and eco-friendly practices a priority in their offerings and marketing plans. Comparable to this, low-cost lodgings like Moxy are using sustainable practices in their management to appeal to tourists who care about the environment. In the hotel sector, the importance of sustainability is growing.
First of all, to adjust to the altering demands of the target group, it is vital to continue researching and studying the shifting market dynamics and customer behaviour. A further suggestion is to increase spending on digital marketing initiatives like digital networking and search engine optimization to reach more people and increase reservations. The firms might stand out from rivals and draw in eco-conscious visitors by enlarging connections with travel influencers and including sustainable practices in marketing campaigns. Lastly, ongoing campaign review and strategy modification are essential for growth.
In conclusion, Six Senses and Moxy, two hotel brands, respond to their different target markets by providing unique experiences consistent with their branding and advertising strategies. They are staying on top of the most recent developments in the sector by merging sustainability and technology. On the other hand, there is always space for development.
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