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The two hotel brands Moxy and Six Senses are being compared to understand the marketing strategies. The discussion would draw the marketing mix, Segmentation, Target and Positioning models with their communication strategies for the target audience. The marketing strategies developed by the respective brands would be analyzed, and the recommendations for contemporary concerns would be addressed. Moxy started its work in 2014 and has developed properties that attract a particular category of people for their hotel stay in the city centres. Six Senses has developed its properties in exotic locations at the heart of mother nature. The offerings here are environment-friendly properties to enjoy in the lap of nature. The strategies for the two brands are being done to understand the strategy and thus recommend ways to improve. 
The business managers use various organizational performance measures to develop a situational analysis for the brand. This is the external and internal analysis for a business to get an idea of its operating environment. The company may use any method or model to perform this, like Porter's 5 Forces, 5C, and SWOT analysis tools (Jobber and Ellis-Chadwick, 2020). Moxy has developed its business as an affordable, stylish, and playful brand designed to cater to all guest needs while reducing the amenities they don’t need. The brand has around 60 properties across North America, Europe and the Asia Pacific, giving people a different convention for hotel stays in Urban city centres. On the other hand, Six Senses has developed its hotels with unique offers that provide exceptional guest experiences in remote and exquisite locations like majestic mountains, coral reefs, deep valleys etc. The brand offers the guests a friendly stay in environmentally responsible and socially aware ways that give them personal well-being and care for the planet in one plater (Bowie et al., 2021). 
Thus, the situational analysis for the brand is done with Porter's 5 Force Model, suggesting that the business of Moxy and Six Senses has the threat of new entrants. The business has developed its offerings in distinct ways with its style of service and experience for the guests. The threat of new businesses coming into their market is a threat but is not a major threat as the business has its unique ways. The bargaining power of the buyers influences the ways the businesses perform (Kotler et al., 2020). The businesses may have a time when the guests have many offers from other properties. The buyers have the upper hand where the business must give the offerings for a lesser sum. The suppliers may have the upper hand if the company has a secondary source for gathering its supplies. Moxy and Six Senses have their suppliers well lined up for the best bargains for their needs for the operations. Moxy has a threat of substitutes as the design of the services is different. Six Senses don’t have the threat of substitutes as its unique offerings in unique locations make it surpass such threat.
Therefore, Moxy has a very well-designed approach for the audience; however, its services may have substitutes in locations like Urban centres. Hence, Moxy has developed marketing strategies that appeal to a particular audience in the city limits. This may threaten the business due to the substitutes the market may offer. Six Senses is fine as it has developed its offerings in remote locations where the guests have lesser choices in terms of substitutes. Moxy has developed offerings that have playfulness for the guests staying at the property, while Six Senses gives the comfort of nature for the guests to enjoy (Kozlenkova et al., 2021). 
The Marketing Mix of the two brands suggests that the use of the 4Ps like Product, price, placement, and promotion were well done by both businesses (Chaffey and Ellis- Chadwick, 2019). The brand of Moxy has developed products that suites the city audience who wish to have an excellent playful experience in this process. Six Senses have a product that appeals to people who love to stay close to nature and its various gifts. The brands have a price that appeals to a broad audience, whereas Moxy has good local pricing based on the economy it is in. Six Senses has developed pricing that has international appeal for its offerings. The brand serves a client base who are willing to pay for the best hence the pricing. Thus the pricing of the two brands has its unique appeal for the clients it opts for. Placement of Moxy to a wide variety of clients on a city stay (Grewal et al., 2020). The services produced are playful to give the guests a unique stay experience. Six Senses offers its properties to people looking for natural exotic locations for their stay. The promotions for Moxy are done via various urban activities to let the people know about its presence in the city. The brand is based out of a few cities, which makes its offerings unique for city stayers to experience. Six Senses uses media related to nature and tourism, like media advertisements, for its promotions. The brand also has awards for its services which is an added advantage for its brand reputation that it uses for its promotions (Glenister, 2021). 
Therefore, Six Senses has its marketing mix to attract clients who wish to be close to nature in an environmentally friendly and socially responsible way. These people are willing to pay a premium for their stay at these properties. Hence, the business has used the products to develop the price for its services and placed it to the audience it wishes to cater to across the globe. This has helped the business to reach a broader audience to maintain focus on what matters for its placement and promotions. Moxy has used the marketing mix to develop its presence in urban centres and let people know about it. It has used competitive pricing to attract the audience to its services. The brand has used the city centres for its promotion and various channels that keep clients informed about its benefits (Schiniotakis and Divini, 2020). 
The brand has used Segmentation, Targeting and Positioning to develop the marketing mix and reach its target audience (George, 2021). The brand Six Senses has unique offerings that people are willing to pay for, which has developed the segment for the business to target and develop its communications to reach them. The brand has developed an audio-visual presentation of its offerings for the clients to see what it is paying. The brand did use social media and such media to reach its target market (Sheth, 2021). Similarly, Moxy has developed and promoted its offerings via social media and modern-day media choices. The brand has targeted the people coming for the city stay and has used word of mouth as a promotional media choice. Moxy uses its services to make people have memories who would promote them within their peer groups to attract guests for the brand. Therefore, each brand's marketing strategies are well-defined and developed for its target audience. Moxy targets the city audience with its services and competitive pricing, while Six Senses uses the location to charge for its services and attract environmentally concerned clients (Urmila, Astuti and Triyuni, 2023). 
Six Senses is recommended to be more careful with its environmental issues as its location is exotic. Any harm caused to nature would bring shame to the brand. On the other hand, Moxy should develop ways to get over the slowdown of city stayers post Covid-19 pandemic lockdowns. It must build its services to counter the slowdown and attract more clients. This contemporary issue that the hotel business faces added to the Russia-Ukraine conflict needs to be resolved and the brand needs to attract more guests towards itself (Kumar, Shankar, and Aljohani, 2020). 
The strategic analysis of the two hotel brands Moxy and Six Senses, suggests that the brands have unique marketing strategies. The brands attract a different set of guests; Moxy attracts city visitors with exceptional services and competitive pricing, while Six Senses attracts people who are willing to pay for the unique location that the brand offers. Six Senses was suggested to be more careful with its natural assets to keep up its reputation with the guests and Moxy has to develop promotions to attract guests to counter the post-Covid-19 slow-down. Hence, the brands have unique clients and hence the promotions and placements of the two are different as well. 
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