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             Six Senses Hotel and Moxy Hotel are the two hotel chains that have been chosen. One of the main reasons for selecting these two hotel chains is that they are doing quite well in their industry sector and that a lot of information is available in the case of both hotels.
Moxy nHotels nis nMarriott's nnewest nbrand, nwith nthe nfirst nhotel nopening nin nSeptember n2014 nin nMilan, nItaly. nMoxy nHotels nare nintended nto nappeal nto nthe nrapidly ngrowing nnext-generation ntraveller. nThe nbrand ncombines nmodern, nstylish ndesign, napproachable nservice, ncutting-edge ntechnology, nand, nmost nimportantly, na nreasonable nprice n(Debenham, n2019).
Moxy nHotels nprovides nguests nwith nan nexperience. nVisitors ncan ncustomise na ndigital navatar nwith na nvariety nof nhairstyles, nclothing, nand naccessories nbefore checking in. The avatars are visible through a smartphone ncamera, nallowing nusers nto ntake nphotos nthat ncombine ncomputer-generated noverlays nwith ntheir nhotel's nreal-world nsurroundings. nThe nexperience nis naccessed nby nscanning na nQR ncode nat ncheck-in, nwhich nunlocks nchallenges nthat nencourage nguests nto nexplore nvarious nareas nof ntheir nhotel.
The nSix nSense nis na nlarge n5* nstar nluxury nhotel nchain nthat nspecialises nin nremote, nexotic nlocations nall nover nthe nworld, npromoting na nculture nof nsustainability nand nrejuvenation. nIt noffers nluxury nhospitality nand ntourism nservices nin nThailand nand nother nmajor ncountries n(Sandvik, nand net.al., n2011).
The norganization's nofferings nrange nfrom nCon nDao nin nVietnam nto nthe nworld-famous nFrench nski nresort nCourchevel. nSix nSenses nResidences nhave nsince nbecome navailable nfor npurchase nin nadditional nlocations nsuch nas nFiji, nSeychelles, nIbiza, nand nTurkey, nwith nmany nmore non nthe nway nin nAustria, nSwitzerland, nLondon, nBelize, nand nGrenada.
Six nSense nand nMoxy nHotels naddress nthe nneed nfor ngeographic nsegmentation nby nopening nhotels nrepresenting nvarious nbrands nin nvarious nworld nregions nand ncities nbecause nMarriott nhotels noperate nin nover n100 ncountries nand nMoxy nHotel noperates nin nThailand nand nmany nother nlocations n(Sandvik, nand net.al., n2011). n
Income, nmarital nstatus, nand noccupation nare ntaken ninto naccount nwhen nproposing ndemographic nsegmentation nfor nMoxy nand nSix nSense, nrather nthan nage nand ngender.
The nreason nfor nthis nis nthat nMoxy nhotels nare nstrictly nclassified nbased non ntheir nstatus. nFrom nhere, nvarious nsegments nserve nthe nneeds nof ncustomers nsuch nas nhigh-income nindividuals nand nbusinessmen; nseasoned ntravellers nand nsingles; nmarried ncouples; nfamilies; nand nemployees nworking nin nforeign ncountries n(Debenham, n2019). nInterests, nopinions, nand nattitudes nare nthe ncriteria naddressed nwith nthe npsychographic nsegmentation nof nMoxy nHotels nResorts nand nSix nSense. n
By nsegmenting nthe nmarket, nMoxy nand nSix nSense nhighlight nboth nthe nrole nof nthe nhotel nor nresort's nstatus nand nits nability nto nrespond nto nthe nneeds nand ninterests nof the customer. Behavioural segmentation is typically realised through nreferences nto nfactors nsuch nas nproposed npromotions, nrewards, nand nbenefits, nas nwell nas nloyalty nprogrammes nand nproposed nservice nprovision nschemes n(Ioannides, nand nProfessor, n2012). n
Moxy nHotels nplaces na nhigh nvalue non nproviding nexceptional nservices, ndistinctive ndesigns, nand nunforgettable nexperiences. n
Moxy nand nSix nSense nhotels nproposed ndiscount nand nloyalty nprogrammes nto nmeet nthe nneeds nof nvarious ncustomer nsegments nand nimprove ntheir nperception nof nthe nservices nprovided. nThe npositioning nof nMoxy nHotel nand nSix nSense nin nthe nglobal nhospitality nmarket nis nheavily nreliant non nthe ncompany's nmanagers' neffective nsegmentation nstrategy.
AR ncontent, nwhich nis na nkey nfeature nof nphoto-messaging napps nlike nSnapchat nand nlocation-based nmobile ngames nlike nPokémon nGo, nis nlikely nto nbe nfamiliar nto nMoxy's ntarget nconsumers. nYounger nconsumers nalso nplay nmore nvideo ngames, nwhich nserve nas nan nimportant ngateway nto nthe nmetaverse nand nrelated nAR nexperiences n(Debenham, n2019).
 nSix nSense nresort nchain nhighly nemphasizes nthe nimportance nof nclientele nlike nfamilies nand nthe nMillenial ngroup nin ntheir nbusiness, ntherefore nclearly ndefining ntheir ntarget nmarket nin nsocio-demographic nterms. nMillennials nare nvery nimportant nto nSix nSenses. n
After ndistinguishing nthe ntarget ngroups, nwe ncan ncharacterize nthe nmarketing nstrategy, ndesigned nfor nMillennials, nfamilies, nand ncouples. nAccording nto nthe noffers, nvalues, nand ntarget ngroups nof nthe nhotel, ntheir nstrategy nrefers nto ndifferentiated nand nconcentrated n(Niche) nmarketing.
Millennials nare nextremely nopen-minded, ninquisitive, ninfluenced nby nsustainability, nalways nlooking nfor nnew nexperiences, nand nseeking nintellectual ndevelopment. nSix nSenses nexamines nyoung npeople's ntendencies nand noffers nrelated nservices n(Debenham, n2019). nGuests nat nSix nSenses nVietnam ncan nvisit na nlocal nlobster nfarm, nchoose ntheir nlobsters, nand nbring nthem nback nfor nthe nchef nto nprepare. nIt's nan ninteresting nexperience nthat nbenefits nlocal nfishermen. nFurthermore, nthey nare ndevoting nsignificant nresources nto ndeveloping nsustainability ncampaigns nthat nare nappealing nto nMillenials.
Families nand ncouples nbehave nsimilarly nand nhave nsimilar nvacation nexpectations. nIn ngeneral, nboth nare nlooking nfor na ncalm, nquiet nlocation nwhere nthey ncan nfully nrelax nwhile nalso nhaving na nvariety nof nactivities navailable n(Ryan, nHuimin, nand nChon, n2010). nFor nexample, nfor nfamilies nwith nchildren, nthe nsuggestion nis nto nhave nfamily nbarbecues nplanned nby nyour nbutler nand nprepared nby nour nresort nchef nor nto ntake ncooking nclasses nor nwatch na nmovie nunder nthe nstars. nThey noffer na nvariety nof nactivities nfor ncouples, nwith na nfocus non nSPA npackages nand ndining noptions.
The nyoung, nfun-loving ntraveller nwho nis nlooking nfor nan naffordable nyet nstylish nplace nto nstay nis nthe ntarget nmarket nfor nMarriott’s nnew nlifestyle/boutique nhotel nMoxy. nThe nnew nhotel nbrand nwas ndesigned nto nattract npeople nwho nwant nmore nthan na nroom nto nsleep in. This group of travellers tends to be cost-conscious and demanding at the same time while trying to stay socially connected.
The brand's nlow nprices, nstylish namenities, nand ntechnological naccommodations nentice n"fun nhunters," nas nMarriott nrefers nto nits nnew ntarget nmarket n(Ryan, nHuimin, nand nChon, n2010). nMoxy nis, nin nfact, nan nexperience! nThe namusing ndesigns, npictures, nand naccessories ncreate nan natmosphere nthat npeople nwant nto nremember. nThey nwant nto nphotograph ntheir nmemories nand nshare nthem nwith nthe nrest nof nthe nworld. nThis nsingle nimage nis ntheir nway nof nremembering ntheir nexperience. nWhile nmost ntravellers nphotograph ntheir nfood, nMoxy nmakes nthem nwant nto nphotograph nthe nhotel.
And nwhat nbetter nway nto nmarket nthan nfor nyour nguests nto nshare ntheir nexperiences non nsocial nmedia? nMoxy's ndigital nguestbook nis nthe nplace nfor neveryone nto nshare ntheir nInstagram nstories nand nlet nothers nknow nwhat's ngoing non. nUnlike ntraditional nhotels, nwhich nhave nplain, nartless nlobbies nand nbedrooms, nMoxy nis nall nabout nproviding nan nauthentic, nunfiltered nguest nexperience. nEverything nis ngeared ntowards na ndemographic nobsessed nwith nbeautiful nimages nand nsocial nmedia. nWhile nother nhotels nspend nmillions nof ndollars non nmarketing, nMoxy nuses na nfree nmarketing nplatform nthat nreaches npeople nall nover nthe nworld.
Marketing nMix
	
	Six nSense nHotel
	Moxy nHotel n

	

Product
	Six nSense nHotel noffers ndifferent ntypes nof nservices, nlike naccommodation nservices; nfood nand nbeverage; na nnew nexperience nlike nfishing nlobsters; noutside nactivities nlike nbarbecue, ncinema; ncookery nclass. n n
	Moxy nHotel nis nMarriott's nnewest nbrand nand noffers naccommodation nservices; nfood nand nbeverage; nand nsocial nservices; n
 n




	

Pricing
	Six nSense nhas ndifferent npricing nstrategies nand nprovides ncustomers nwith ndifferent noptions. n
	Moxy’s nproduct nprices nfollow na ncompetitive nstrategy nin nwhich nthey nvary nin nresponse nto nchanges nin nthe nsituation nand ncompetitor nbehaviour.

	

Place
	Six nSenses noperates n20 nhotels nand nresorts nin n17 ncountries nand nhas nsigned na nfurther n34 nproperties ninto nthe ndevelopment npipeline.
Six nSenses noperates nin nThailand nand nother nmajor ncountries. n
	Moxy nHotel nis nMarriott's nnewest nbrand. nThe nMarriott nhas na npresence nin nover n100 ncountries naround nthe nworld, nand nits nhotels ncan nbe nfound nin na nvariety nof nlocations nthroughout nthe ncity, nsuch nas nnear nairports, nhighways, nand ncentral nmarkets. n

	


Promotion
	The nhotel nspends na nlot nof nmoney non nadvertising nin nplaces nlike noutdoors, nradio, nprint, ndigital, nand nsocial nmedia.

	In nthe ncase nof nMoxy, nthe npromotion nand nadvertising nof nthe nbrand nand nservices noffered nare nmade nby ncustomers n– nMoxy ndigital nguestbook nis nthe nsource nfor neverybody nto npost ntheir nstories non nInstagram nand nlet nothers nknow nwhat’s ngoing non.





	People
	Six nSense nhotels nand nrestaurants nemploy napproximately n5,000 npeople n
Every nyear, nthe ncompany noffers nthousands nof napprenticeships nand nwork nplacements nto nyoung npeople, ndemonstrating nits ncommitment nto ncorporate nsocial nresponsibility.
	Moxy nHotel nemploys nover n600 npeople nworldwide. nThe nstaff nthat ndelivers nthe nservices nis nvery nimportant nto ngain nthe ntrust nof nthe ncustomers, nwhich nis nwhy nMoxy's nstaff nis nconsistently ntrained nand nmotivated nto ndeliver noutstanding nservices nthat nexceed nthe nexpectations nof ncustomers.

	



Process
	Booking na nroom nat nSix nSense nis na nsimple nprocess. nCustomers ncan nsearch nfor ntheir npreferred nlocation non nthe nhotel's nwebsite/app. nWhen nthey nbook na nroom, nthe nhotel nsends nthem nthe ncheck-in ninformation. nThe nentire nprocess ntakes nplace nonline, nbut ncustomers ncan nalso nbook nby nphone.
	Moxy’s nhas nseveral nbusiness nprocesses nin nplace nto nensure nthat ncustomers nreceive nquality ncustomer nservice, nhave nefficient nbookings, nand nhave na ncomfortable nstay. nMoxy nuses na ntransparent nprocess nthat nis nvery neasy nto nsee, njudge, nand noperate, nand nis nuser-friendly, nright nfrom nthe nonline nbooking nof nrooms nto nthe ncheck-in nand ncheck-out.

	

Physical nEvidence
	During nthe nturndown nservice nof neach nvilla, na nstainless-steel nstraw nand nits ncleaning nbrush nare nplaced nin nthe nroom nfor nguests nto ntake nhome. nThese nstraws nwere ncustom-made nfor nSix nSenses nand neach none nhas nan nengraving nreading: n“Six nSenses nPlastic nFree nby n2022”.

	Moxy nhotel nbuildings nand nresorts nare nthe ncompany's nmost nvisible nphysical nevidence. nTowels, nbooklets, npens, nsoaps, nand nother nphysical nobjects nof nthe nMarriott/Marriott nbrand nare nalso navailable. n


Source: nRyan, nHuimin, nand nChon, n(2010)
            The ncontemporary nissues nmainly nthe ntourism nindustry nface nare nterrorism, nthe ncost nof ntravel nand nepidemics nand npandemics, nand nnow nRussia n– nUkraine nconflict. n nThese nare nsome nof nthe nfactors nwhich nare naffecting nthe ntravel nand ntourism nindustry nand npeople nare nfacing nto ntravel nthe nworld. nBecause nof nthe nongoing nconflict nin nUkraine, njet nfuel nprices nhave nskyrocketed, nmaking nair ntravel nand npackage nvacations nmore nexpensive.
Terrorism nis nthe nfear nof nthe nworst nand nthe nmost ndangerous activities which are violent and in an unauthorized and unofficial nmanner. nTerrorist nmay nnot naffect ntourism nfor na nlong nperiod nbut nit naffects nthe nperception nor nthe nopinion nof nthe npeople nin na nmanner nthat nthey navoid ntravelling nand nvisiting nthe nplace n(Debenham, n2019). n
The nother nfactor nor nthe nissue nwhich nthe ntourism nand nthe nhotel nindustry nface nis nthe ncost nof ntravelling nand nthe nhotel nas nwell. nToday nthe ncompetition nin nevery nsector nhas nincreased nthe ncost nand nthe nexpectation nof nthe npeople nrelated nto ntourism, ntravel nand nhotel nindustry nhas nincreased n(Hall, n2011).
 nThe ncustomers nor nthe ntourist nsearch nfor nthe nbest nquality nand nthe nmaximum ncustomer nsatisfaction nas na nresult nthe nservices nget ncostly. n
The ntourism nsector nor nthe nhotel nindustry nhas nalso ngot naffected nby nthe ndiseases nthat nare naffecting nthe nworld. nTourists nare nin nsearch nof nrelaxation nand nto nspend nquality ntime nvisit nto ndifferent nparts nof nthe nworld nbut nthese ndiseases nor nsome nkind nof nunhealthy nenvironment nreduces nthe nwillingness nof nthe ntourists nto ntravel.
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