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INTRODUCTION 
In today's highly competitive business landscape, effective marketing strategies play a pivotal role in shaping the success and reputation of multinational hotel brands. This essay aims to explore and compare the marketing methods and strategies employed by two prominent players in the hospitality industry: Six Senses and Moxy. By delving into the distinctive approaches utilized by these brands, we can gain insights into their target markets, positioning strategies, and the overall impact on their business growth.
Six Senses is widely recognized for its luxurious and sustainable properties, focusing on wellness, sustainability, and personalized experiences {Stombelli, 2020 #2}. Founded in 1995, the brand has expanded its presence to diverse destinations across the globe, catering to affluent travelers seeking tranquility and rejuvenation (Yozukmaz & Topaloğlu, 2016){Stombelli, 2020 #2}{Stombelli, 2020 #2}{Stombelli, 2020 #2}{Stombelli, 2020 #2}.
Moxy Hotels is a relatively newer brand, established in 2014, with a distinct target market. Moxy embodies a contemporary, playful, and affordable concept, primarily catering to the preferences of millennial and Gen Z travelers seeking a vibrant and socially connected experience. The brand's emphasis on affordability, design, and community-driven spaces has resonated strongly with younger generations (Cherapanukorn & Focken, 2014).
It is assumed that Moxy Hotels will employ marketing strategies that appeal to younger generations, leveraging social media platforms, influencer collaborations, and experiential marketing techniques. It is expected that Six Senses, targeting a wealthier and older demographic, will focus on sophisticated branding, personalized customer service, and strategic partnerships to create a sense of exclusivity and indulgence. 
This essay will compare and contrast the marketing methods and strategies employed by Six Senses and Moxy Hotels to gain a comprehensive understanding of how these brands successfully capture their target markets and achieve sustainable growth in the dynamic hospitality industry.
Situational Analysis 
To gain a comprehensive understanding of the internal and external factors influencing the marketing methods and strategies of Six Senses and Moxy Hotels, a SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) is conducted to examine the internal landscape and a PESTLE analysis (Political, Economic, Sociocultural, Technological, Legal, and Environmental) provides the external environment they operate in. 
Based on the comparisons of these analyses, several insights can be derived regarding the marketing methods and strategies of Six Senses and Moxy Hotels. 
Six Senses targets affluent travelers seeking luxury and wellness experiences, emphasizing sustainability and personalized service (David, Creek, & David, 2019), whereas Moxy Hotels caters to budget-conscious millennial and Gen Z travelers, focusing on trendy design, affordability, and vibrant social spaces. Six Senses faces intense competition from other luxury hotel brands, while Moxy Hotels operates in a highly competitive affordable hotel segment (Piuchan & Prachansit, 2019){Carvalho, 2018 #7}{Carvalho, 2018 #7}.
Six Senses differentiates itself through its sustainable luxury positioning, emphasizing wellness, environmental conservation, and exclusive experiences. Moxy Hotels stands out by offering affordable accommodations with stylish design, community-driven spaces, and a lively atmosphere. Both brands aim to enhance customer experiences, but Six Senses prioritizes personalized service, while Moxy focuses on creating social and interactive environments (Ritala, Baiyere, Hughes, & Kraus, 2021).
Six Senses faces challenges in expanding its reach due to premium pricing and limited properties, but has opportunities to capitalize on the growing demand for sustainable luxury experiences. Moxy Hotels has opportunities for expansion into new markets and leveraging social media and influencer collaborations, but faces the challenge of maintaining brand consistency and attracting diverse customer segments (Stombelli, 2020).
Both brands recognize the importance of technology in their marketing strategies, such as online platforms, digital marketing, and guest experience enhancement. Six Senses places a strong emphasis on environmental sustainability, while Moxy Hotels also acknowledges the importance of eco-conscious practices, albeit to a lesser extent (Silva, 2018).
The Marketing Mix 
Both Six Senses and Moxy Hotels can be examined through the lens of the 7 Ps framework, which includes Product, Price, Place, Promotion, People, Process, and Physical Evidence. While there are notable differences between the two brands, there are also some similarities in certain aspects of their marketing strategies.
In terms of Product, Six Senses offers luxurious accommodations, wellness-focused amenities, personalized services, and unique experiences. On the other hand, Moxy Hotels positions itself as a stylish and affordable option, with its product offering including trendy accommodations, communal spaces, and a vibrant atmosphere. The primary difference lies in the level of luxury and exclusivity offered by Six Senses compared to the trendy and budget-friendly approach of Moxy Hotels (Sousa, Magalhães, & Soares, 2021).
Regarding Price, Six Senses adopts a premium pricing strategy to align with its luxurious positioning, targeting affluent travelers willing to pay for exceptional experiences. In contrast, Moxy Hotels implements a more competitive and affordable pricing strategy to appeal to budget-conscious travelers, particularly the younger generations. The difference in pricing reflects the varying target markets and positioning of the two brands (Shankar et al., 2021).
Place refers to the physical locations where the brands operate. Six Senses strategically selects exclusive destinations known for their natural beauty and serenity. Moxy Hotels, on the other hand, targets urban locations in popular travel destinations, focusing on accessibility and convenience for its target market. The difference in place selection highlights the distinct preferences and needs of their respective target customers (Аль-Алави, 2021).
Promotion strategies also differ between Six Senses and Moxy Hotels. Six Senses emphasizes sustainability, wellness, and exclusivity in its promotional efforts. In contrast, Moxy Hotels engages with its target market through social media channels, influencer collaborations, and experiential marketing. The promotional strategies align with the target market preferences and the brand images they aim to cultivate (Rennes, Santini, & Jönsson, 2022).
People play a crucial role in both brands' strategies, although with some variations. Six Senses places a strong emphasis on highly trained staff known as "Experience Makers" who deliver personalized service and exceptional guest experiences. Moxy Hotels focuses on creating a friendly and approachable environment where staff contribute to the energetic and social atmosphere. The difference lies in the desired guest-staff interactions and the atmosphere each brand seeks to foster(Banyeva et al., 2023).
Process refers to the methods and procedures employed in delivering the brand experience. Six Senses prioritizes a seamless and personalized guest experience from the moment of booking to departure, aiming to create a luxurious and hassle-free journey for its guests. Moxy Hotels, on the other hand, emphasizes efficiency, self-service options, and a streamlined experience to cater to the preferences of tech-savvy travelers. The differences in process align with the distinct positioning and target markets of the two brands (Tsurkan & Yurina, 2022).
Lastly, Physical Evidence encompasses the tangible elements that contribute to the overall brand experience. Six Senses focuses on creating an atmosphere of luxury and tranquility, featuring well-designed and sustainable properties in stunning natural surroundings. The physical evidence reinforces the brand's image of exclusivity and sustainability. Moxy Hotels, in contrast, emphasizes contemporary design, vibrant and communal spaces, creating a modern and energetic ambiance. The physical evidence reflects the brand's trendy and social positioning (George, 2021).
The assumptions regarding the target markets and brand strategies of both Six Senses and Moxy Hotels are largely confirmed, as the brands' approaches align with the expectations and preferences of their respective target customers.
Segmentation, Targeting and Positioning 
Customer Segments
Six Senses primarily targets affluent travelers who prioritize luxury, wellness, and sustainability in their travel experiences. The brand caters to high-net-worth individuals and the older generation seeking exclusive and personalized services. These customers value premium accommodations, wellness amenities, and unique experiences in serene and natural environments (Camilleri, 2018).
Moxy Hotels, on the other hand, focuses on a different customer segment. The brand targets younger generations, particularly millennials and Gen-Z, who are price-conscious and seek a trendy, social, and vibrant hotel experience. These customers value stylish design, affordability, and a lively atmosphere where they can connect with like-minded travelers (Piuchan & Prachansit, 2019).
Targeting Strategies
Six Senses employs a targeting strategy that emphasizes exclusivity, luxury, and sustainability. The brand positions itself as a provider of premium experiences, appealing to affluent travelers who value wellness and environmental conservation. Six Senses aims to create a sense of indulgence, offering personalized service, unique activities, and eco-friendly practices to attract and retain their target customers (Narayanan & Das, 2021).
Moxy Hotels adopts a targeting strategy that focuses on affordability, trendy design, and social engagement. The brand aims to create a community-driven atmosphere, appealing to younger travelers who seek an affordable yet stylish hotel experience. Moxy Hotels leverages social media, influencer collaborations, and experiential marketing to connect with their target audience and foster a sense of community (Sousa et al., 2021).
Positioning
Six Senses positions itself as a luxury and wellness brand, targeting the upper end of the market. Its unique selling points include sustainability, personalized service, and exclusive experiences. Within the luxury segment, Six Senses strives to differentiate itself through its commitment to wellness and environmental conservation (Melović, Jocović, Dabić, Vulić, & Dudic, 2020). Moxy Hotels positions itself as a trendy and affordable brand, targeting the mid-range budget-conscious market. Its key differentiators are stylish design, social spaces, and a lively atmosphere. Moxy Hotels aims to create a sense of fun, community, and connectedness among its guests. Within the affordable hotel segment, Moxy differentiates itself by offering a unique blend of style, affordability, and social experiences (Banyeva et al., 2023).
It is evident that the positioning strategies of both brands differ significantly. Six Senses aims to capture the luxury and wellness segment, whereas Moxy Hotels targets the budget-conscious, younger generations. 
Conclusion
The analysis confirmed the initial assumption that Moxy Hotels targets younger generations while Six Senses caters to the wealthy older generations. Through a comparison of their marketing methods and strategies, several key points were discovered. Six Senses focuses on luxury, wellness, and sustainability, appealing to affluent travelers, while Moxy Hotels emphasizes affordability, trendiness, and creating a social atmosphere for budget-conscious, younger guests. The analysis highlighted differences in target markets, pricing, customer experience, and brand positioning. 
Areas for future study include evaluating the effectiveness of these strategies and exploring evolving industry trends such as technology and increasing demand for sustainable practices. Overall, this analysis provides valuable insights into the marketing approaches of Six Senses and Moxy Hotels, serving as a foundation for further research and informing marketing strategies in the hospitality industry.
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