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1.0 Introduction

For last decade hospitality industry has expanded and evolved extremely having important role in global marketing. As to say the hotels are extremely competitive and they need to differentiate themselves from each another to attract customers. This essay will be compered two popular hotels brands: a budget hotel, Moxy and a luxury hotel, Six Sense. Moxy brand started in 2014 in Milan being part of Marriot hotels family and IKEA as an associate, expending very fast in Europe, Central Asia and North America. In another hand Six Sense resort born in 1995 in Bangkok, Thailand with small steps and big ambition. On this essay will compare the marketing methods of two hotels brands utilizing credible sources and research.

2.0 Main body

According to C. Inkson and L. Minnaert (2012, p 344) marketing is a complex, dynamic, creative and innovative process that seeks to influence customers behaviour. Adding situation analyses for Moxy and Six Sense hotels, their positions are very strong in the market and the services differentiating very much from position of the hotel as destination, the quality of the service, the luxury and unique experiences they offer. In view of analysing the market, Moxy hotels have direct competitors as: Holiday Inn Express, Ibis, Motel One. On another hand, one of the biggest rivals of Six Sense hotels are: Four Season hotel, Ritz Carlton hotel and Mandarin Oriental hotel, that is to say: the important relationship between customers and service is crucial because the customers and their behaviour are the key. Also, the budget and luxury brands are focussed on offering a professional service, attention to details and confidence to their customer’s needs. An important aspect for the two brands is to know exactly their position in the market and the customers they attract, as a business and where to improve their weaknesses which can be constructive for the business and also can affect the image of the hotels. As a fact they can face unpredictable situations as unhappy customers, bad Tripadvisor reviews, staff retention issues, bad service and facing miscommunications can drastically affect the business. That can be the most common situation in  the hospitality industry, as to say it is mandatory for Moxy Hotels and Six Sense hotels to perform their best service and offer second chances to the guests with attractive complimentary items and services if necessary. As a marketing strategy Six Sense and Moxy hotels are using all the platforms to promote their brand. Moreover, the strategy of Moxy hotels to attract new customers it is to offer ability to the budget customers, flexibility, affordable rooms, styling and great experiences and using online platforms as: Tv advertisements, social media presence and articles to connect with the customers and provide fun and lovely atmosphere focusing on middle age guests and families with children. In another hand, Six Sense hotels are following online platforms, articles and travel agents as a strategy to deliver a unique and extraordinary wellness experience what cannot be found in other luxury hotels, focusing on charismatic locations, honeymoon packages and healthy fresh dishes from their own produce. In the industry it is extremely important to be permanently connected with the all public not just potential guests using all the opportunities to promote the brand creating high standards for customers and competitors with new concept ideas and interesting activities. As an example: Moxy brand was selected in the top 10 best hotels on UK in 2022 as per the ‘’ The Guardian’’, activities online, created campaign celebrate inclusivity with virtual space in Asian hotels and they are expanded very fast in the industry. In another hand, Six Sense create wellness retreats, spa’s including 24K Gold facial, opportunity to cultivate their own products and be connected with the beauty of nature and working with local businesses and also have connections with travel agents keeping close to potential costumers. As to say, both brands have a strong position in marketing communication promoting very well their services using all the platforms available. Moreover, Moxy and Six Sense hotels are following a variety of channels to locate potential guest by using one of the most popular platform Booking.com, social media with advertisement, Facebook, Twitter, Instagram by maintaining activities and events. As per the following articles, the vision of the future for Moxy and Six Sense hotels looks promising with high expectations. As an example: The article New Orlando City Business (Jan 24,2017), Moxy programming ‘’push guest limits, local flavours and energy of the city’’. Also, Six Sense hotels has confidence in the new opportunity in Abu Dhabi opening a new hotel as chief executive officer Neil Jacobs mention on the article, extensive program nutrition and life style weight management. Moxy and Six Sense hotels keep evidence on the business platform helping them to see exactly where to improve on their hotels. Following ‘’Competitive Research’’ website to analyse Moxy and Six Sense for last three months like outgoing traffic as: Tripadvisor, Instagram.com, Kaplankay.com. Total competitive traffic share for Six Sense 66,75% and Moxy 33,25%. Total referral visit traffic, Six Sense has 71,12% and Moxy has 28%. Audience interest: Google, YouTube, Facebook search over view Six Sense 56,7% K and Moxy 12,5% K. Demographic age distribution Six Sense 25-34 age 35%, 40-60 age female, 52,69% male and 40-60 age 47,31%. Competitive traffic by countries: Six Sense has over 69,6% comparing with Moxy under 20%. As can be seen, it is huge difference between the two hotels analysing similarity web. For the last year the hospitality industry suffered many changes due to the situation in Ukraine affecting the industry and not only. It is a sensitive time for market and economy suffering changes according the inflations and the political crises in special in Europe. As a difficult time for hospitality industry is very important for Moxy and Six Sense hotels to have strong sustainability to survive the crisis as saving energy, reducing costs, taxations, preserve water, preventing the climate changing, minimizing waste, sourcing local and organic food for their restaurants. Both hotels have made efforts to incorporate sustainable practices into their operations based on their brand positioning and target market. Both hotels Moxy and Six Sense have made efforts to address social issues as diversity and inclusion. The hospitality industry including Moxy and Six Sense hotels can be affected by geopolitical issues such as: visa regulations, political changes and the currency rate. That can see the result of the market instability what affected the industry. In the contemporary landscape Moxy and Six Sense are facing new challenges related to sustainability and technology. Adapting to made the changes needs of customers as example: Moxy hotels has implemented a mobile check-in while Six Sense hotels has an app to access a personalized wellness program service. The marketing message to the public and not just for potential customers is very clear and differentiate from a bouget hotel to luxury one. As per Vicky Poulos says ‘’ Moxy hotels are on mission to reinvent traditional hospitality with lively communal space and energetic crew helping Fun Hunting guests enjoying themselves’’. In another hand Six Sense hotel are focused on promoting sustainability, spa, wellness, natural activities and unique experience. Both brands have in important role in hospitality industry and are keeping growing fast as a businesses. Marketing channel schedule for Moxy hotels is to expand very fast and increase customers all around the world with professional services focusing on customers to improve their marketing efforts. In another hand Six Sense hotels are focused to open more luxury locations, treatments and therapy inspire by nature, well nutrition food, collaborating with small businesses and producers as example: local tea, sea food, herbs. For the business to succeed is mandatory to be in continue development and evolution to increase the success. 


3.0 Conclusion
In conclusion, both brands, Moxy hotels and Six Sense hotels, have a strong marketing strategy and tailored to their audience. In essence there are opportunities for budget and luxury brands to improve customer numbers. Monitoring and evaluating their marketing efforts and constantly making adjustments, both hotels can remain competitive in the hospitality industry. Moxy hotels and Six Sense hotels are enjoying real success with a strong popularity specially on social media. Not to mention that their future looks very promising and ambitious. 
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5.0 Appendices 
Currently Moxy hotels are 134 locations: Asia are 16, Australia and Pacific 1, Europe 83 and America 34 and continuous to expend very fast. Next destination they will expend in New York, Glasgow, Amiens, Paris East and Pompei. In another hand Six Sense hotels resort has 20 luxury locations in all around the world. Their next destination to expend will be France, Spain, Switzerland (Crans - Montana), Turkey. 

		 
