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Introduction:
Marketing refers to the process of communicating, delivering, and creating value for the product and services. It also includes the promotion, selling, and distribution of the product. Through different marketing strategies and tools, a business organization informs its targeted customers of new products and services (Di Pietro & Pantano, 2020). Through this marketing strategy, an organization ensures customers' engagement with the product and with the brand. Communication with customers is the main characteristic of marketing. Now, Six Senses is a well know hospitality brand that provides accommodation services all over the world. It provides services throughout Europe, Vietnam, Thailand, and the Maldives. It provides luxury experiences to its targeted customers. On the other hand, the Moxy Hotel brand was introduced in 2014 by targeting the younger generation. It provides accommodation services at affordable prices. Now, this essay will discuss the marketing strategies and tools that are used by these two hotel brands and also compare the feedback after implementing their marketing strategies. 
Main Body:
The targeted customers of the Six Senses and Moxy Hotel brands are different from each other. Six Senses provides luxury experiences that are mainly focused on job holders and business professionals. On the other hand, the Moxy Hotel brand focuses on the young generations who wanted to have services at affordable prices. The 4 Ps of Six Senses hotels include the products which are the accommodation and spa services, the price which is luxury for this brand, the place that includes remote islands and mountain resorts, and for promotion, this hotel brand uses online advertising and social media marketing (Veglio, 2020). On the other hand, Moxy Hotels’ products are accommodation services for the young generations, the price is affordable for the customers, and the place also includes remote areas, for promoting this brand using media marketing. From the beginning, the Six Senses brand made a number of options to be different from its competitors. Such as, they focus on sustainability and wellness in their products. These services are eco-friendly and they are one of the famous hotel brands that follow sustainability practices through their services. On the other hand, the Moxy hotel brand, from 2014, focuses more on digital marketing to attract young tourists. Though Six Senses also focuses on social media marketing they invest a huge amount of money in the personalization and customization of their services. Six Senses hotel brand mainly famous for the luxury experiences they have provided from the beginning. On the other hand, the Moxy hotel brand offers experimental marketing to reach its customers. There promote their services as they are providing memorable experiences. Their marketing is based on technology and operates marketing strategies with the help of technology. But the Six Senses offers the services through strategic alliances with other partners (Cutura, 2019). Six Senses hotel partnered with the local fashion business on the other hand Moxy hotel partnered with local musicians and artists. In the beginning, Six Senses promotes their services by affiliating with other organizations and creating a fan-based customer for their products. But, in recent times they are focusing more on online and social media marketing. The Moxy hotel brand after starting its operations in 2014, focuses on online and social media marketing. Though they do have some affiliated marketing strategies their main focus is on social media marketing to attract young generations. 
Market positioning refers to the ways in which an organization makes itself different from its competitors. Through market positioning, an organization makes itself unique and creates a good image in the market. It is the way that an organization is perceived in the targeted customers' minds. Both of the hotel brand (Six Senses and Moxy Hotel Brand) has totally different targeted customers in the market (Jobber, and Ellis-Chadwick, 2020). Both of them have some unique specialty in the market to make them different from others. So, it can be said they are holding the position in the hospitality market. Now, to achieve this market position they have to focus on their specialized marketing strategies so that it becomes easier to implement and hold the market (D’Andrea et al., 2017). For example, Six Senses is famous for luxury experiences in hotel and spa services. Their services are eco-friendly and famous for following sustainable tourism policies. Their targeted customers are job holders, business professionals, or rich men who wanted luxury experiences (Ryan, 2012). That’s why they chose personalization marketing strategies. It offers services to its customers on which the customers can custom their services and have the real experiences they wanted to have. The Six Senses also use multichannel marketing strategies to inform the targeted customers about their services. Side by side they also affiliated with local fashion and travel companies to promote their services (Tzoulia, 2019). On the other hand, the market position of the Moxy Hotel brand is it offers services at affordable prices and wanted to an environment through which the customers can make their tour memorable. They are focusing on social media marketing as their main customers are the young generation. They have partnered with local artists and musicians to help the customers make a memorable tour. These are the marketing strategies that currently the Six Senses and Moxy Hotel use. 
The hospitality Industry faces a lot of issues in terms of promoting their services. They may face geopolitical issues, social issues, contemporary issues such as Covid-19, and sustainability issues to promote their services (Smith & Zook ZE, 2020). For example, Six Senses hotel brand is a hotel brand that provides luxurious accommodations and spa services to its customers. They also face social, sustainability, geopolitical, and contemporary issues. Though this brand is famous for its sustainability practices it also promotes its sustainability policies to its customers. They try to reduce the negative impacts of climate change. On the other hand, the Moxy Hotel brand also promotes sustainability practices and takes environment-friendly initiatives. They served effective energy-saving lighting and heating to their customers (Kotler, and Kartajaya, 2017). The Six Senses hotel brand is also a socially responsible brand that is committed to social welfare (Bowie, Buttle, Brookes, & Mariussen, 2017). Through this, they also achieve marketing benefits. They attack the targeted customers through CSR practices. Reducing social issues can be helpful. On the other hand, the Moxy Hotel brand offers diversity and inclusion to its employees and customers to promote the brand as a socially responsible industry (Kotler, Armstrong, Harris, and He, 2020). They also rise funds for social charities. For geopolitical issues, the Six Senses which have properties in different countries offer peace and harmony to the countries that are affected by conflict. On the other hand, the Moxy hotel brand offers new marketing strategies to remain in the market. They face international trade blocks and the economic conditions of other countries where they provide services. To mitigate this issue, the Moxy hotel brand offers cost advantages to the international market (Housden, 2008). Finally, in the Covid-19 pandemic, the Six Senses hotel ensures full safety and health-related fitness to its customers and employees. The Moxy Hotel brand also ensures health and safety for its customers to mitigate these contemporary issues. 
Marketing message refers to the line or lines through which it becomes easier to communicate with the targeted customers (Clow, & Baack, 2013). A marketing message includes the unique characteristics of a brand that will directly connect the customers and can build a relationship with the customers. Now, the marketing message of Six Senses includes holistic wellness, sustainability and luxury, personalized services, and local culture engagement. At the beginning of this brand, the marketing message was not the same as it is now. At that time it focuses on accommodation and spa services.  Through this message, they promote its services to its customers. As time changes and the behavior of the customers changes there increases the number of competitors in the market (Chaffey, and Ellis- Chadwick, 2019). Thus they have to influence the customers they provide these types of services to their customers as a marketing strategy. They promote these services as marketing messages through holistic channels and others. As the customer's behavior changes and the number of competitors increases in the market, Six Senses changes its marketing message over time (Ghauri, 2014). On the other hand, the marketing message of the Moxy Hotel brand is ‘A hotel for the Young and young at the heart’. This message is totally based on the young generations who are the targeted customers of this brand. Though there was a different marketing message at the beginning of this hotel brand right now they are focusing on the young generations. They communicate with their customers through social media marketing. 
Conclusion:
The act of promoting a product or service involves telling people about it, giving it to them, and adding value to it. Additionally, it covers the product's marketing, retailing, and distribution. A corporate organization educates its target clients on new goods and services using various marketing tactics and technologies. A business may guarantee that customers will engage with the brand and the product with this marketing technique. The primary attribute of marketing is consumer communication. Both of the hotel brand (Six Senses and Moxy Hotel Brand) has totally different targeted customers in the market. Both of them have some unique specialty in the market to make them different from others. So, it can be said they are holding the position in the hospitality market. The Six Senses hotel brand is also a socially responsible brand that is committed to social welfare. On the other hand, the Moxy Hotel brand offers diversity and inclusion to its employees and customers to promote the brand as a socially responsible industry.
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