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INTRODUCTION

Over the past 20 years the Hospitality business has changed radically due to the Evolution  of the Technology and changing customer behaviour, which have in turn changed in how most of the hoteliers conduct their business around the globe, they are so several key changes in the past decades and most of this changes have helped the hotels to enhance their products and services trying to attract more guests and constantly creating new opportunities for expansion. 
One of these key changes is the availability of innovative technology and certainly the expansion in the Internet world of new Marketing researching tools that lately created an enormous pressure on room rates in the hotel industry in general.
Unfortunately, in the other side, nowadays the world is facing a big challenge such as recent labour shortages, inflation, cost of living, geopolitical concerns, Innovative technology, and recently natural disasters, mainly the changes of the industry combined with the increases of cost operation and hight level of intensity of competition created an enormous twist in the industry.

















MAIN BODY
Today technology and Digitalisation as already  mentioned before changed enormously the Global Markets around the world , and certainly had a massive impact into the Hospitality and Hotel Industry, for example twenty years ago it was unthinkable for the guests to arrive in the middle of the night and go straight to their rooms without going through the main reception or uploading a picture on the main screen of the Hotel specially reserved for the guest to share in different platforms and social networks  available , but today there is a vast of Technologic services implemented in most the hotels around the world that made it happen.
Marriott Group launched Moxy in partnership with Swedish furniture Company Ikea in 2013, (see reference 6), was developed to respond at the changing needs as mentioned before, of the future generation of travellers, the discovery of this new tailored experience made this Brand so appealing to the Customers, creating more possibilities to embrace a completely new type of clientele. Unlike many other budgets Hotel that usually are on the same category and that have short or limited facilities, in somehow Moxy hotels have integrated their services combining a modern with an alternative style of comfort and with an enormous affordability and a strong community atmosphere also as the swot analysis shows, is that  being attached to the Mother Brand is eventually gives to this type of hotels  an enormous strength that can make an incredible difference when this brand is competing with other hotels from the same category.
[bookmark: _Int_ltMR7W6O]Moxy Hotels are using lots of technology to attract and improve their customers overall experience, it is a modern brand concept that completely blowed away any customer experience integrating lots of innovative ideas in the Hotel Marketing and experience overall. The Hotels as a brand are not clearly settled between three different Stars Categories, which means customers could have a bit of an issue to identify them as a 3 or 4 stars-class hotel perhaps even if is classified as a high price brand due to the legacy to the mother brand. (See reference 7).
Moxy as a brand have completely innovated the way customer are staying at the hotel introducing a completely new concept in the Market, a bit Awkard for some people probably to understand as they have integrated a various lack of conventional hotel services that normally is provided in a hotels, such a not reception desks and so on , it can be a bit scary for some type of customers point of view that have an old style of vision of the Hotel industry. (Reference 8)







The brand’s offers affordable prices, modern amenities and technical accommodations that  attract the guests, the rooms are small but amazingly comfortable and stylish featuring large flat screen TV’s USB outlets, and high-speed WIFI, the main lobby or living room is the main centre point  and heart of the hotels (See Reference 1).Moxy certainly gives the customer a sense of control over their hotel experience so guests can create and feel more comfortable at their staying being able to customize the experience to fit the needs ,while in the Six senses resorts and Hotel Residences Customers can feel the care and the enormous effort that at once create a memorable experience at 360 degrees towards the service they provide to their targeted guest.
Moxy calls its target customers Fun-Hunter or Party-Hunters but at the same time it is to be considered that is still an hotel which people go there to rest and relax. The combination of modern stylish designs, wall paints and a huge affordability is the perfect combination for the  hotels in the metropolitan locations to create an atmosphere that people want to keep and remember, therefore  the future and the innovation of the market could lead to a vary possible treats such as continuation of the economy recession or more online alternatives also Moxy  brand it might  be highly affected in the future due to the development of new technologies for energy efficiency and sustainability that it might considerably affect the brand operating overall costs even if the hotels are prefabricated in a factory and assembled on site, drastically reducing building cost for developers.
The Brand wants to capture the  memories in a photo to share with the entire world, while most of the travellers takes pictures of their Food Moxy makes them want to take picture of the hotel modern style of hotel ,the organisation is  positioned to compete against brands such as Ibis, Holiday Inn Express, Citizen M Hotels, Motel One, Hampton by Hilton, this is just to have an idea of the type of competitors on their way.










As part of IHG Family Six Senses Hotels are very well known in the world and awarded as the Top Hotel Brand and one of the best groups with a globally recognised reputation for wellness and sustainability. (See Reference 12-14 ).
The Brand select companies and rely on guest type that are authentic, their main target are specific type of clientele completely different than a vibrant and alternative Moxy type of customers, see how the demographic figures from Similar Web shows (Appendix 2) , this brand have developed and constructed a strong and solid ties with the locals communities  and surrounding areas, the establishments offer large vast of hight quality service such as fine dining with top awarded chefs and deconstructed or personalised menus for a room service with a choice of a personal butler, Picinics, breath-taking locations as well as a variety of activities, workshops, Spa activities, cooking classes and many other services, so we can say that definitely Six Senses Marketing strategy concept is purely focalising their visions towards the heart of each Family that’s the main message on social networks and advertising campaign. The advertisement and communication channels used are in somehow remarkably similar between these 2 brands as we can see from similar web that the channels used are Direct and Organic Search as a primary business and social targeting. (See appendix 10).
Six Senses  have asset certainly a light business model compering to other brands , with a wide geographical presence into specific areas of the globe integrating focus on priority markets, implementing the marketing with a strategic partnership to expand the Brand portfolio, when it comes to sustainability Six Senses took its leading role with the Plastic free resorts and lately involved in a massive project called “Earth Lab” where each properties highlight their concrete effort on reduce consumption, produce locally and support communities and ecosystems. 
The main and realistic Weakness for this Hotels is that are definitely not an economic hotel brand, on the issue of wellness for all, Neil Jacobs explained that Six Senses is not inexpensive, and the industry has done a bad job at making wellness affordable. However, it seems that the parent IHG are moving towards that direction and are keen to focus on wellness across their portfolio, creating other wellness brands for their hotel brands”. Michopoulou. (2019). “The future of global hospitality: What is going to really matter?” - Neil Jacobs, the CEO of Six Senses Hotel Resorts Spas. International Journal of Spa and Wellness, 2(3), 171–172. 





Top competitors are hotels groups such as Four Season, Mandarin Oriental, The Ritz Carlton, St Regis and many other hotels groups that offer the similar experience and high clientele services, the main treat for an Organisation of this calibre is the sharing economy in the hotel business, unprecedented events leading to market instability and of course the increased of dependencies on intermediaries.
Six Senses have opportunities in the future is to be fragmented in the hotel market on the Market and to certainly must implement a facilitated technologic booking procedures can help the brand to embrace a different category of guest.(See Reference 13)





Conclusion

This two establishments are definitely not competing against  each other even though are using  some of the same channels of communication on the internet such a social  media platforms direct and undirect research and strong advertisement campaign  (See Appendix 5-7 ) there is a huge  diversity on services and experiences in general between this two marketing strategy, Six sense Brand  are more focusing in wellness relaxed environments and  peculiarly selecting the type of customers while Moxy is an Hotel that spend their main effort on creating something completely new in the industry embracing new generation of clientele, therefore if the Market is reactive to their actions in five years' time this marketing strategy will be a bigger part of the Hospitality Industry and we will be going to see an arrival of many competitors very soon since they have created a completely new market leaving behind the classic and old style shoes of the Hotel Industry.
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