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Introduction 

Marketing strategies represent one of the most essential segments that will lead the business to the heights of success, becoming a business model to be followed by other brands. Over time, the hotel industry has known a series of marketing strategies to meet the demand in the most satisfactory way possible. Therefore, the purpose of this essay is represented by the comparison of two strong brands in the hotel field, broadly following the marketing strategies applied to the Six Senses and Moxy brands. During the essay we will be able to distinguish as key points of several marketing strategies the inclination of the hotel brand towards sustainable green activities, which do not present a primarily negative impact on the services offered to clients or the high standards in the field.
Main Body

Discussing the similarities and differences resulting from the marketing strategies of the two important brands in the hotel sector, it is worth noting that from the point of view of similarities, the two brands are located in several geographic areas, offering customers full confidence in the most adventurous trips . Another similarity at the brand level is represented by the fact that both hotels have a significant history in customer loyalty and the service packages offered are known especially for the increased comfort as well as for the innovative ideas created especially for the target groups.

Marketing mix

Product: Mainly the two big hotel brands offer services based on demand and supply from a strategic point of view (Shi & Nualnoom, 2022).  Both hotels analyzed offer a "guest room experience" that supports guest satisfaction, thus creating a fierce competition between existing brands (Ogle, 2009). Six Senses was founded in 1995 with a mission to promote responsible practices in fine dining. From exotic resorts and spas to private clubs and luxury residences, existing developments are innovative, sustainable and represent the unique and distinctive beauty of the place. Each unit in the unique portfolio is special, even amazing, with its own interpretation of life (Wang and Chung, 2015). 

Innovation is customer-oriented, thus the Gen Y leisure traveller with a new budget hotel (MOXY) and the Gen-Y business type with a new design-focused hotel brand (AC Hotels) (Sima, 2016).  Created for the young at heart, Moxy establishes non-conformity, open-mindedness and originality as the main attraction. Although it features small bedrooms, they are extremely smart, offering vibrant social spaces with bold plug and play programming, the Moxy experience is seriously considered and playfully executed.

Price: In terms of prices  Six Senses is offering special offers per season, for example for 14 night in Paris will be 15% savings throughout the season except over peak weeks, only 10% prepayment is required at the time of booking. On the other hand, Moxy offers exclusive, non-conformist, unique services especially for millennials  (Bilgihan and Nejad 2015) whose energy and desire to spend brings added value to this brand through multiple unique experiences, large groups of people.

Place:  Six Senses has in its portfolio multiple hotels and resorts, these being located in the most sought-after locations, including the most exclusive locations (Silva, 2018). Offering great experience, Six Senses rooms reflecting a sense of place and sensitivity for the local environment with locations like Bhutan, Cambodia, China, India, Indonesia, Israel, Fiji, France, Maldives, Oman, Portugal, Thailand, Vietnam, Italy. Moxy owns an impressive portfolio of hotels and resorts on almost every continent. Currently, there are 134 hotels and resorts, offering customers unforgettable memories in spectaculars locations such as: Italy, Japan, Indonesia, China and Hong Kong, Taiwan, France, Netherlands, United Kingdom and so on. 

Promotion: From the point of view of promotion, Six Senses relies on group activities. Although this brand uses websites, it is present on all social media platforms. For example, since 2014 operating as Vana, the strong philosophy and loyalty of Vanavasi customers contribute to maintaining full interest and respect for farming, traditional wisdom and nature  (Serradas, 2022). This hotel innovation proved to be highly appreciated by customers on Instagram. For example, the veneration of the self is also translated into promotion, nowadays hotels order original guides written by locals, while chains create collections of properties (Brudney, 2017).

Social media provides a means to communicate and influence consumer purchasing decisions. Nowadays the growth of social networks has attracted the attention of consumers who alarmingly move away more and more from traditional ways of promotion (Schiniotakis and Divini, 2020). Similar to the other hotel brands, Moxy wants to make its mark in the lifestyle of its customers by offering unique deals. Special offers from Moxy Hotel could be found on the website www.moxy-hotels.marriott.com where we can find “Home game”, “stay and play” and “work hard, play hard”. As we have already become accustomed to, Moxy is intensely active on social networks, the most visible being Instagram, lately the posting of content by influencers with the Moxy tag and hashtag has become a trend. 

Entering the segmentation, targeting and positioning marketing strategies we can say that Six Senses analyzes in detail every element of market penetration, managing to make its brand known in various locations, from metropolises to the most exotic locations. The key global challenges affecting the development of urban hotels include the "new business rules" in the hospitality industry, and the concept of innovation in city hotels in particular is a must for survival (Stoyanova, 2017). Hotels are realizing that the key to keeping customer coming back is to offer exclusive adventures you won't find in any place else (Chala, 2017). Similarly, the hospitality industry, for example, is well suited for sensory marketing applications. The tourism industry represents an area that encompasses all the benefits of this type of marketing, but it's not common for hotels to use this approach in marketing policy(Yozukmaz and Topaloğlu, 2016). From the point of view of the target group targeted by the services offered, we can mention that the variety of places Six Senses knows how to make a wide range of customers loyal, the customers who want luxury, exclusive experiences and who are willing to offer a lot of money for these types of services. Starting from the important premises for achieving competitiveness on the tourism market, businesses are guided by the principles of sustainable development (Jovanovic, 2019). Some researchers believe that the three-way interactive effects of corporate social responsibility (CSR), green human resource management (GHRM) and responsible leadership on performance lead the business model to favourable values necessary for the prosperity of the hotel industry (He et. al, 2021).
In the last 2 years, the hotel industry faced a series of external factors that negatively influenced the daily activity, affecting the organizational hierarchy and the profits of the hotels, even of the big hotel brands. One of the most significant global disruptive events of the last decade is the Covid-19 pandemic, which has brought with it a series of significant restrictions and which have left their mark on the hotel sector, highlighting the weaknesses of this industry. Immediately post-pandemic, a new threat appears - the war in Ukraine, which instils fears among clients, who primarily reduce vacations. nowadays, the main concern at the international level is to avoid an economic collapse due to the major events stated previously.

Under the threat of the war in Ukraine, at the national level mainly there were a series of measures to prevent any incidents resulting from armed interventions. For example, a series of measures at the national level such as the restriction of free movement outside the border, especially for the neighbouring countries of Russia and Ukraine under the threat of unforeseen events generated by the risk of war. The recommendations announced by the government of each neighbouring state, such as avoiding travel near the risk area or travelling in strict necessity. Obviously, the number of customers staying in the hotels and resorts of our brands showed a drastic decrease, especially in the first 3 months after the event.

From a macroeconomic point of view, it is considered that all previous events leave their mark not only on the economic condition of the respective state, but also on the behaviour of customers depending on the products and services available on the market at the time of the request. This last aspect is essentially the most disruptive factor for the hotel industry, as it is necessary to rethink the business strategy, which leads to innovations based on the needs and wishes of customers.

Conclusion 

We can conclude that the two analyzed hotel brands are similar in their field of activity and in their creditworthiness on the market in the eyes of customers. Both Sei Senses and Moxy offer luxury services, owning hotels and resorts in several countries around the world. From the point of view of the marketing mix, the biggest difference can be seen in the number of locations owned, as well as in the choice of the target group. The two compared brands use similar promotion tools: advertisements based on similar searches on the browser and social media such as Instagram and Facebook represent the best strategy of the moment. 
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