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	“Broadly defined, marketing is a social and managerial process by which individuals and organisations obtain what they need and want through creating and exchanging value with others. In a narrower business context, marketing involves building profitable, value-laden exchange relationships with customers.” Kotler, P., Armstrong, G., Harris, L. and He, H. (2020, p. 35)
A significant brand is at the heart of any successful business, it means what people link to more than any product and this gain is a massive tribute to all hosts and owners all over the world, on how they continue to give loyal guests remarkable experiences that help them revive mentally, physically, and spiritually. 
Six Senses has been generally identified for initiating the early benchmarks in the hospitality industry, being a large 5 stars hotel chain with exotic locations all over the world specialized in remote, extremely promoting sustainability culture and rejuvenation.
The Moxy brand is economy lifestyle brand, with a design-led, modest range brand with a modern and chic personality. It is also an affordable and stylish hotel brand designed to give guests everything they want and nothing they don't.
 	Regarding the SWOT analysis for Six Senses the main direction is to help people reconnect with themselves and the world around them on a charming island resort, or urban hotel. The strength is creating moments of connection with condition that guests are looking for an exceptional experience and not just a great product. As weaknesses for Six Senses is the high-cost price due to quality of services and products, budget limitation.
The strengths, obviously the top first one is Moxy’s unique idea in style and design, being the first on this new market. The economic stability is provided, being under Marriott and sponsor by Ikea, within others. The weaknesses might be the confusion of the concept, or unclear objective. They offer a non-stop party lifestyle, but they want to be a hotel where people go to rest. Which shows a lack of conventional hotel service that are usually provided (no reception desk).
Progressively people took decisions in favour of sustainable hotels excluding classical hotel industries. As an advantage for Six Senses being one of the first in the whole industry who took steps towards sustainability. This was a big opportunity and impact of eco-tourism using training and employment of local people, investment, certain trends of sustainability growing the average life of human being, raise the quality of work and reduce the costs. 
Regarding the fact that Moxy is almost new in the market, the opportunity is the future of Moxy. The opportunity is to continue what they are doing, being certainly successful, in the course of time, it could become a new market.
Lastly, speaking about threats, being new in the market doesn’t mean is going to be forever, there are already a few competitors pursuing the same lane as Moxy. Along with the fact of being a new type of 3-star hotel, in addition of being part of Marriott, makes a huge confusion for the frequent customers of the big chain. That can be a frustration as Moxy doesn’t grant the Marriott standards.
Regarding PESTEL analysis, a strong influence represents the political factors use on the long-term sustainability and profitability of Six Senses. Strong political stability contributes for a durable and friendly business environment on market growth trends.  The organizational performance is influenced by economic development of a country. Spreading economies offer wide-ranging increase opportunities to the Six Senses. Social factors that influence both brands are demographic trends like aging population and migration trends. The accelerated technological advancement and technological dispersion across the globe have highlight the importance of accepting technological factors along the strategic decision-making process. Use of social media has turn into a modern business environment.  Six Senses has been recognized in the prestigious Aspires 2021 Awards for ‘Sustainable Practice of the Year’, the brand’s commitment to environmental and social responsibility. Each of their property has an organic garden, that provides for kitchen resort fresh herbs, fruits and vegetables, and as well as a variety of ingredients for spa.  An important issue is data protection due to consumers privacy and security concerns.  Furthermore, there are laws to set the maximum price and guarantee a certain quality standard protecting the consumers from fraudulent marketing claims.
Referring to marketing mix, the most important tool of Six Senses is high quality of products/services. From exotic resorts and spas to private clubs, luxurious residences, urban adventures, developments are innovative, sustainable, and representative of the unique and outstanding beauty of their location. Every property in there is special and distinctive with an individual personality. The premium prices have also allowed Six Senses to keep significantly high profits and a persistent business growth. They also offer discounts for being a loyal customer or discounts for the new launch of the product for a given period. The places it has strong importance on the placement of products being directly related to accessibility for consumers, this can be online travel agents or their own website. 
“Social media is not just a marketing tool. It is, effectively, a new way of running a business. Its re-quires a new company culture, which in turn requires company-wide support, systems and incentives.” Smith PR & Zook ZE (2020, p. 9)
Six Senses and Moxy has chosen influencers, making promotional efforts social media like Facebook and Instagram, advertising to spread the word regarding the services.  Advertising is good for raising awareness and reaching new audiences.  One of the marketing strategies that Moxy has launched on social media is successfully influencers campaigns. Rather that choosing a list of celebrities, the Moxy concluded they can obtain better results on investment by working with influencers. 
 Six Senses is targeting people development and people building, ensuring that all employees have regular training sessions for skill development also the focal point is management and organizational skills. The physical evidence is also important in the marketing mix and decisive for Six Senses, atmosphere makes the customers feel comfortable, relaxed so they can interact with, enjoying products and services they offer. 
The product that Moxy is offering is a bit different than Six Senses, making them unique by a chic, modern, and edgy personality, offering guests fun way of spending their time. The rooms are equipped with a walk-in shower, an open wall closet, public space equipped with games; Moxy rooms also features pet friendly. One of the similarities when it comes about these two brands is that they are unique in products that they offer even if they are in totally different location.   Moxy is the new “economy lifestyle” offering affordable prices without feeling cheap, comparing to Six Senses which are premium prices. 
 	The idea of hospitality over service is that they want to be welcomed and help themselves; the Moxy guests knows that the best service is self-service, making them different from Six Senses. One of the most unique aspects in how Moxy operate is the staff model because they have Crew, instead of front desk, bar tenders and concierge and the Crew is responsible for checking in and out, mixing drinks. To reduce staffing cost while still delivering personal service, Moxy has proven to be an effective way with this staffing model.
Market segmentation essentially represent a division of the market into smaller groups in association to their geographic, socio-demographic, and behavioural characteristics. Both brands are targeting Millennials because they disposed to be extremely very curious, open-minded, always interested in getting new experiences. Six Senses harmonize for couples, as they design perfect romantic atmosphere and tranquillity, privacy to reach full relaxation, couples prefer the resort to celebrate anniversaries weddings and other important events and love nature. Moxy instead is targeting those Millennials who are more eccentric, love parties and fun. The geographic segmentation is a segmentation of the market into regions, nations and states. The top five markets for Six Senses are the UK, China, Austria, Germany, France, and the USA. Generally, Chinese, Americans and Central Asians tend to travel with families, which target another segment group. Moxy has North America on top, followed by Germany, France, and UK.
To conclude, more and more people making decisions in favour of their needs, excluding classical hotel industries. The perspectives of both brands in the industry, as well as hotel and resort, are expected to reveal the expectation of quality as well as the methods that they expect to be the strongest in terms of marketing.  Trying constantly to strive for innovations, keeps up with the latest tendencies allows a company to create an identity that can bring them up to new level from their competitors.
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