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Introduction
Marketing is an important aspect since it helps to provide products and services to customers by organisation using marketing strategies that create awareness and attract customers (Kotler et al, 2015). Marketing also involves developing new products and services in the market and ensuring that the products have different product lifecycle to attract more customers. This essay aims at discussing a comparison of the marketing methods of two multinational hotel brands in UK. This essay will discuss Six Senses hotels and Moxy hotels through comparing their marketing strategies using situational analysis. The essay also discusses marketing mix of the products, use of segmentation targeting and positioning as well as marketing communications with their target audiences. 
Situational analysis of Moxy and Six Senses hotel
VRIO analysis
Valuable
Six senses brand image is unique and ensures that it engages in social responsibility actions and makes them transparent which attracts more customers in seeking the products and services of the hotel. Moxy hotel on the other hand ensures that it has build on reckoned brand through having a direct interaction with its customers and providing a brand equity in the market that has led to attracting more customers in the market. Six senses hotel has ensured that it carries out more innovative strategies which have helped the hotel to offer quality and better products and services in the market while Six Senses hotel has had successful innovations that have made the company to be effective in lowering its operational costs and achieving more economies of scale. 
Rare 
Six senses hotel has ensured that it operates within the global market which has led to its establishment in different countries and has been able to expand consumer base and earn more revenue through multiple regions.  This has helped Six Senses hotel to be able to increase its financial strength as customers within the global market reach out to its services. On the hand, Moxy hotel has been able to to carry out global heritage and increase its experience within the market which has increased its problem-solving skills within the market. The innovation carried out with Moxy hotel has led to higher competitiveness which has increased its competitive advantage in the market. 
Inimitable 
Six senses hotel offers high quality products to its consumers that have been sourced of the brand appeal which has led to increased demand from the customers. This has led to the hotel attracting more customers and having repeat purchases of the product that the hotel offers thus increasing consumption of Six senses’ products and services. On the hand Moxy has inimitable resources that are of high quality and have a specific prediction that has led to the hotel operating as a multinational hotel across the global. Consumers can easily reach out to the hotel through accessing the products and services across the countries it operates in. 
Organisation 
Moxy enjoys its financial strength in addition to its brand strength through exploring opportunities that increases development of new products development and launches within the market. This has led to increased number of customers and allowing the company to evaluate potential mergers and acquisitions which has increased its competitive advantage. On the hand, Six Senses hotel has increased its competitive advantage through adapting the technological integration that maintains effectivity and efficiency in its various business processes and operations. 
Marketing mix of Moxy and Six Senses hotel
According to Thabit and Raewf, (2018) marketing mix refers to combination of products, pricing, places and promotions a business organisation uses to differentiate itself from the competition within the market. 
Products 
A product is a set of tangible and intangible attributes in which a consumer accepts and is willing to pay for in order to be able to satisfy their needs and wants (Perreault, 2018). Six Senses Hotels offers spacious rooms and amenities that attracts more customers such as spas, sauna, Jacuzzi and doctor-on-demand services to its consumers. This product attracts more consumers within the market increasing the hotel’s profit margin. Moxy Hotel is a hotel that offers spacious rooms to its customers with facilities such as WIFI, television screens and in-room safe. This has led to customers reaching the hotel in order to enjoy its services. 
Price 
Price is any amount that is changed for a commodity by the consumer within the market and it is the cost incurred buy a customer while acquiring products and services from a business organisation in the market (Gopinath, 2015). Moxy hotel uses premium pricing as its customers are of high class since the hotel operates as a multinational hotel across the global. The hotel ensures that it uses high class pricing which attracts expensive customers thus meeting the demands and needs of the customers. Moxy on the other hand applies both cost-based and customer-based pricing strategy to price its products and services in the market and targets high class customers. 
Place 
According to Malpas (2018) place refers to a proper distribution and availability of a company’s products to the consumers at a convenient location that can be accessed by every consumer at the right time. Six senses hotel has ensured that it establishes itself in urban localities and closer to islands and airports as it targets tourists as its customers. The hotel has ensured that creates high class products that attracts tourists of high class and is easily accessible. On the hand, Moxy hotel is located near a variety of tourist attractions like museum and airports that attracts guests in satisfying their needs. 
Promotion 
Promotion refers top every activity that an organisation undertakes to communicate and promote its products to the target customers (Maulani, 2017). Six senses hotel makes use of personal selling through training its employees so that they can offer a great experience to its customers who are of high class. The hotel also gives promotions to frequently visited consumers and those that have purchased products and services that are higher than £35000. On the hand, Moxy hotel depends mainly on advertisements as a way of promoting its products to its customers and creating awareness to the them in the market. 
Segmentation, targeting and positioning of Moxy and Six Senses Hotel
The STP model is an important aspect when creating marketing communications plans as it helps business organisations to prioritise propositions and develop personalised ands relevant information to engage with target audience (Andaleeb, 2016). 
Segmentation
Market segmentation is a strategy that is used to divide a brand’s total addressable market shares into smaller groups (Leisch, Dolnicar and Grun, 2018). Market segmentation is important since a business is able to carry out analysis of its customers and identify the common characteristics within the market. Companies segment their customers based on various characteristics such as geographical and demographic segments. Both Moxy and Six Senses hotel targets high class customers who have high demands from the organisations due to high lifestyles. Both the hotels have ensured that they locate the hotels at geographical locations that is accessible top them easily thus attracting more consumers. 
Targeting 
Targeting is the process of creating value and designing a product that is suitable for a specific segment within the market (Bala and Verma, 2018). Both the hotels have ensured that they divide the consumers into high- and low-class customers tin order to find most attractive segment that can easily be attractive to the consumers. Moxy hotel has segmented itself within the UK market depending on different types of market segments including geographic and demographic which have led to attracting more customers across the world. Six Senses hotels has ensured that it targets customers with high class demands across the world through segmenting lifestyles and meeting specific needs from the customers. 
Positioning 
Both the hotels have ensured that they position themselves in geographical locations that are easily accessible to the customers. The hotels have ensured that they position its products and services using the marketing mix which has attracted more customers. For geographic al segment, the Moxy hotel has used promotions to develop its products and services attracting more customers while for Six Senses hotel it has developed effective products that meets the high class demands of the customers. 
Marketing communications
Marketing communication refers to the information and media that business organisations uses to communicate with target markets (Batra and Keller, 2016). Marketing communications includes traditional advertising, direct marketing, social marketing among others. Moxy hotel has developed different marketing communication in order to reach more customers within the market. The hotel uses advertisement to promote its products and services. This has led to increased awareness within the market as the advertisements are carried out on Televisions, social media and on billboards. The hotel has also engaged into social marketing using various social media like Instagram, Facebook and Twitter to communicate to its customers. Moxy hotel has 116K followers on Instagram, 257K followers on Facebook and 2.5K followers on Twitter who act as consumers. This has helped to attract more customers as it carries its advertisement on the platforms. On the hand, Six Senses has 7.5K followers on Twitter, 207K followers on Instagram and 231K followers on Facebook (Six Senses, 2023). This has helped the companies to be able to market the products and services offered to the customers through the social platforms. Six Senses hotel also uses traditional advertisement through advertising its products and services on newspapers, other print ads and television advertisements which attracts more customers. 
Conclusion
Marketing is an essential component that helps to promotes products ands services to customers. Every organisation should embrace marketing since it helps to increase brand awareness to the consumers.  It helps an organisation to strategically set goals and objectives within a given time and realise the potential and existing opportunities in the market, which it could utilise to improve its performance results. Moxy and Six Senses hotels have ensured that they use marketing strategies to increase its brand to the customers. The essay has been able to develop a strategic discussion on how the two hotels carries out is operation through different marketing methods. Both the hotels also apply marketing communication to increase their effectiveness in reaching target audience.
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Customers
Segmentation and targeting

Market Segmenta
The hotel targets these travellers who are looking for and Targeting
affordable and fun hotel experience. The hotel also targets
‘younger demographic who are interested in fun, value
design and are interested in socialising.

The hotel targets customers aged 25 to 40 who value
affordability, convenience, socialising and fun experiences.
The hotel uses social media platforms to target audience and
build brand awareness (Kim and Lee, 2020).

Mid-range income carners who have value experience over
luxury.

Active and adventurous individuals who have high lifestyles
and enjoy exploring new cities and local culture.
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Strategy

Moxy Hotel’s value proposition is to ensure that it
provides affordable and stylish accommodations to its
consumers which caters to a new generation of traveller.

+ The hotel differentiates itself from others through the
designing and style as it has implemented modern designs
that attracts consumers.

+ The value proposition for the company which entails ! ,‘,:‘
sustainable travel through offering eco-friendly amenities o
and services will be communicated through social media o
platforms.

+ The hotel brand has established Instagram, Facebook,
twitter and YouTube channel that will be used to
communicate this value proposition.
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* New customers

* Increased profit margins
* Brand perception
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Conclusion
CONCLUSION * The plan has incorporated a range of

‘ ’ ’ marketing channels and an analysis on both
’ the micro and macro environment.

* The marketing plan has also provided a Gantt
chart to show the scheduled marketing plan for
the campaign.

* The marketing plan has also evaluated the
measurement of success that will be carried

out in order to identify increased profits,
customer retention and brand perception.
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Introduction

* Marketing plan is a strategic roadmap
that provides an analysis of the market,
target audience, competition and a clear
set of actions, goals and objectives that an
organisation focuses on to achieve

« This marketing plan aims at evaluating a
marketing opportunity for Moxy hotel to
focus on sustainable travel through
promoting sustainability and offering
eco-friendly amenities and services.
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Situation Analysis

Strengihs
Unique brand positioning.

Strategic locations increasing accessibily of the
hotels

‘Wellestablished hospitality company that runs and
maintain the hotel brand (De Korte, Bosman and
Blomme, 201,

‘Strong online existence connecting with target
audience and brand awareness

“Opportuniies
‘Opening more hotels i different locations increases
the brand expausivity

Partuering with local businesses wil ncrease the.
abilty of hotelto offer new unique experiences to
guests

Offering a varit

of amenities and food

Weaknesses
Limited room amenities

Limited food and beverage options to customers
Lack of brand awareness reducing the hotel chains
globally




