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A marketing strategy is an extensive plan to achieve a specific goal of a company. This goal can be achieved by understanding the requirements of the customers and creating a specific sustainable advantage for the company. Marketing strategies encompass a huge subcategory of aspects that help in understanding who the customers are and what kind of channels can the company use to reach and retain those customers (Almeida, Ramires and Marinho, 2022). 
	
This paper is going to evaluate the marketing strategies of two  hotels named Six Senses and Moxy, evaluating  the differences and similarities in their marketing strategies and how the strategies have changed overtime.

Six Senses began in the year 1995 and started to be recognised as the pioneer of sustainable practices in the hospitality industry. The company demonstrated the fact that proper responsibility could be taken for the environment and still there would not be any compromise for high end facilities (Andriany, et al 2022).
 
Vision and mission of Six Senses was to help people reconnect with each other and the world around them. This brand was created from the belief that in order to live, people have to connect with each other and it can be through little things as well as bigger and more meaningful aspects of life. The main motto of this company is to make people experience organic connection that could awaken their senses and make them feel alive and loved. Moxy hotels is under the family of Marriott hotel brand. This company has always upscaled and improved the traditional hospitality experiences for the millennial minded traveller. This hotel was developed by 3H group hotels and is an experimental brand. The main motto of the company is to make people have fun and have a stress free holiday (Andriany, et al 2022). 

They also offer a new fashion of travelling with free spirited environment and carefree experience. They have a very unique culture and process of customer service. The main focus is on building and delivering an organic and memorable fun experience for all clients. The employees who are also known as crew members partake in all fun activities such as singing karaoke or serving customised drinks (Aripova, 2022).

Moxy hotels debuted in 2014 September hey with the opening in Milan. The hotel has a boutique concept for the next generation traveller and is an innovative brand that combines minimalistic design with friendly service at an affordable price. Each and every room has high end technology and the hotel company aims to surprise all the travellers with a fun filled experience (Weinstein, 2022).  

Six Senses have a unique marketing strategy and the different aspects of demographics country and customer retention tactics are given below:
The target countries of Six Senses hotel is mainly United States with 22.53%, United Kingdom with 11.97%, India with 5.24% and Germany along with Australia with 4.89 percent and 4.68%. The audience composition and the age distribution are from 18 to 44 years of age. So, it is clear that this brand of hotels targets a younger generation of the audience and customer. According to the gender distribution, 45.73% are female and 54.27% are male. The top categories of marketing that the hotel uses asocial media networks, advertisements in online streaming platforms and TV, marketplace and search engines.

Six Senses operates 20 hotels in 17 countries and also has signed 34 more properties into their development projects (Tan and Wright, 2022). This chain of hotels maintains a proper commitment to leadership and the sense of community along with sustainability and emotional hospitality. The Six Senses residences offer all unique facilities of a luxurious resort life while also retaining customizable and personal touches. It also makes sure that all facilities are sustainable and environmentally friendly (Banyeva et al, 2023). 

Six Senses uses social media as well as advertisements for their marketing strategies along with having sustainable practices. The marketing messages given by this hotel to their customers is about a sense of community and also a sense of responsibility to the environment (Aripova, 2022).

Moxy hotels mainly targets very young and adventures group of travellers as the customer base. The main goal of the hotel is to make the customers have the time of their life and give them a party vibe. The top countries where the hotel operates is United States with 41.30%, United Kingdom with 13.40%, Germany with 5.66%, Austria with 4.95% and Australia with 3.46%. The main age distribution is from 18 to 35 because the hotel mostly caters to adventurous customers who want an enjoyable time more than relaxing time (Shrivastava, et al 2022).  

The main way of advertisement and marketing used by the company is through search engines, newsletters and through email and advertisements on streaming platforms (Salahaldin,  2023).

The main marketing strategy of Moxy hotels includes the fact that it caters to the appetite for adventure. All the customers get a welcome drink and the employees who are known as the Crew members level the energy up by playing Jenga and karaoke as well as party in the luxurious lounge (Chen et al 2023). 

Another point of marketing is speedy WI fi along with an open bar. They also believe in a true and authentic sense of marketing and they also have a unique bar/market in the lobby of the hotel. This is for the customers who love backpacking and travelling and are not looking for a relaxing vacation but vacation that will help them explore. The sustainable aspects of the hotel include eco-friendly skin care and bath products  and saving electricity. They also have new hotel buildings in Europe that are pre-fabricated inside a factory and assembled on site which helps in reducing the building costs for developer (Banyeva et al, 2023).

The main similarities and differences between the two  marketing strategies of the hotels are:
Six Senses is for customers who are looking for a time of relaxation and want to experience the luxury inside a hotel. Moxy hotels is for adventure seeking customers who are here for a good time and probably are in a fun-loving party mode.
The main similarity between the two hotel companies is that, they both use sustainable products in their customer service. Another similarity is the age group for both hotels which is mostly catering to younger people (Pourabedin, Mahony and Pryce,  2022). 

The difference between the to hotels is that Six Senses uses social media marketing while Moxy uses newsletters and email (Chen et al 2023).

The main marketing message given by Moxy hotels is a millennial driven hotel experience. The customers get the best time of their life with a reasonable price range. The hotel brand also caters to art enthusiasts and have conceptual art installations inside the building. The style is very modern and sleek with the main customer base being millennials. The main attraction of the hotel is the open bar and the party atmosphere. The hotel has a one-of-a-kind DJ booth along with theme parties (Kandampully, Bilgihan and Li, 2022). 

Six Senses hotel is more luxurious and has an aesthetic setting which will give the customers a sense of peace and calm. The focus of the hotel is to give the customers an out of ordinary experience with organic gardening, cooking workshops and flying yoga as well as relaxing spa treatments (Khalayleh and Al-Hawary 2022). This hotel for people who want to experience a meditative  time and want a time of self-relaxation. Moxy on the other hand caters to people who want to have a party and exciting time (Park and Kang, 2022). 

The main recommendations for Six Senses would be to increase their advertisements with emails and newsletters. Another recommendation is to also have an enjoyable party experience along with the spa and the relaxing workshops. A recommendation for Moxy would be to  have more sustainable aspects in the hotel and also increased the wardrobe space along with the space of the hotel rooms for  more comfort and relaxation.  Moxy hotels has a playful affordable and a stylish atmosphere with customers getting everything that they want (Michael and Fusté‐Forné,  2022). 


They break all the conventional rules of staying in a hotel and give the most carefree and enjoyable time to the customers. Six Senses  is more relaxed and good for self-realization along with a meditative time because it is away from the hustle and bustle of daily life.
In conclusion, both the hotels have an innovative marketing strategy along with exposure to social media and advertisements. Both hotels also take part in sustainable practices with the products that they give to the customers. Six Senses is concentrated more on making their customers relaxed and peaceful. Moxy is inclined towards giving their customers a carefree and stress free time with a party atmosphere. The main recommendation for Six Senses would be to have a more carefree atmosphere along with the relaxations that they provide. The recommendation for Moxy is to have a better accommodation of wardrobe and bigger sizes of rooms. Both the hotels have an innovative form of marketing strategy that attracts a younger stratum of the audience. Both hotels also connect to their customers in an organic way and believe in the sense of community and togetherness. The main marketing message is given by both the hotels is to  make their customers happy and  provide  an affordable and luxurious living. 
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