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Six Senses is a luxury hotel and resort brand, founded in 1995 and based in Thailand (Andaleeb, 2016). The brand operates properties in various locations around the world, including Europe, Asia, and the Middle East. Six Senses is known for its focus on sustainable tourism, wellness, and local culture, offering guests a unique and immersive experience. Moxy Hotels, on the other hand, is a modern and affordable hotel brand, owned by Marriott International. Launched in 2014, Moxy Hotels caters to the younger, tech-savvy traveller, offering stylish and functional rooms, social spaces, and a fun and energetic atmosphere (Blythe et al., 2018). The brand currently operates properties in Europe and the United States, with plans for expansion into other markets. Unlike Six Senses, Moxy Hotels' focus is on affordability and accessibility, while still providing guests with a memorable and enjoyable stay.
This essay will compare the marketing strategies of two multinational hotel brands, Six Senses and Moxy Hotel. Both brands are well-known in the hospitality industry and have adopted different marketing approaches. This essay will overview each brand's marketing mix and segmentation, targeting, and positioning strategies. It will also focus on marketing communications with its target audiences. Additionally, the essay will analyse their approach to sustainability, social, geopolitical, and contemporary issues, as well as the impact of their marketing strategies on their customers. Finally, this essay will make recommendations to improve their current marketing strategies.
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Marketing Mix: The marketing mix is essential to any successful marketing strategy and comprises the 4Ps: product, price, place, and promotion. Six Senses and Moxy Hotels are two luxury hotel chains that have become increasingly popular in recent years. Both offer their guests a unique and luxurious experience and employ various marketing strategies to reach their target markets (Andaleeb, 2016). The primary marketing mix for Six Senses Hotels consists of product, price, promotion, place, and process. Six Senses hotels offer a wide range of amenities and services designed to provide guests with the utmost luxury and comfort. The pricing of their rooms is competitive, and they offer a variety of promotions and discounts to attract more customers. Furthermore, their global presence ensures that their hotels are conveniently located for travellers. Lastly, their process involves ensuring their guests have an enjoyable stay by providing excellent customer service. 
Moxy Hotels uses a marketing mix of product, price, promotion, place, and process. However, their product offering is slightly different. The brand focuses on providing its guests with a unique and exciting experience, offering a trendy and modern atmosphere. Their rooms are affordable, and they offer various promotions and discounts to attract more guests. Their hotels are strategically located in multiple cities worldwide, making them accessible to travellers (Blythe et al., 2018). Finally, they ensure their guests have a great experience by providing excellent customer service. Six Senses and Moxy Hotels employ effective marketing strategies to reach their target customers. They offer a unique experience that appeals to their target market, and their pricing is competitive. Furthermore, they employ various promotions and discounts to attract more customers, and their hotels are conveniently located. Finally, they provide excellent customer service to ensure their guests enjoy their stay.
Segmentation, Targeting, and Positioning: Segmentation, targeting, and positioning are essential components of any marketing strategy. Segmentation divides a large market into smaller, more groups of customers with similar characteristics (Finne and Grönroos, 2017). Six Senses has adopted a segmentation strategy targeting customers with a high disposable income. The brand targets customers looking for a luxurious and exclusive experience and positions itself as an upscale hotel. On the other hand, Moxy has adopted a segmentation strategy that focuses on targeting customers looking for an affordable and energetic experience. The brand targets customers looking for fun and modern expertise and positions itself as a budget hotel (Išoraitė, 2016). 
Six Senses and Moxy Hotels are two luxury brands that offer guests a unique travel experience. Six Senses is a high-end luxury brand that satisfies wealthy travellers. It offers guests a luxurious escape to some of the world's most colourful locations. Six Senses emphasises providing guests with an experience focusing on nature, wellness, and innovation. Six Senses is positioned as a brand that offers a unique combination of luxury, relaxation, and adventure. Six Senses' target market includes affluent travellers looking for a unique and luxurious experience. Six Senses markets itself to those looking for a personalised and memorable experience and a retreat from the hustle and bustle of modern life (Morgan et al., 2019). 
Moxy Hotels is a more affordable luxury brand. It is aimed at the younger traveller looking for a stylish and modern hotel experience. Moxy Hotels offers a unique combination of design, comfort, and affordability (Morgan et al., 2019). The target market for Moxy Hotels includes young travellers looking for stylish and affordable accommodation options. This consists of those who are looking for a modern and unique hotel experience, as well as those who are looking for a fun and vibrant atmosphere. The segmentation, targeting and positioning strategies of Six Senses and Moxy Hotels has enabled them to offer a unique and memorable experience to their guests. Both brands have successfully differentiated themselves from their competitors by focusing on providing a unique and tailored experience to their target market (Olivia and Nurfebiaraning, 2019).
Simmilarweb is a web analytics tool that can measure a website’s performance. Six Senses and Moxy both have a strong presence on Simmilarweb. Six Senses has a higher overall website traffic than Moxy, with more visitors coming from organic search and direct traffic (Sulistyo, 2021). Six sense globally ranks 103,217 in Simmilarweb. The hotel also has higher engagement levels, with visitors spending more time on the website and viewing more pages. On the other hand, Moxy has a higher overall website traffic than Six Senses, with more visitors coming from social media and referral traffic. The hotel also has higher engagement levels, with visitors spending more time on the website and viewing more pages. Total visits in Moxy are 256.1k in Simmilarweb (Paniandi et al., 2018).
Marketing Communications: Marketing communications are an essential element of any marketing strategy. Six Senses has adopted a marketing communications strategy that uses traditional and digital channels to reach customers. The brand focuses on using print and television media, as well as social media, on advertising its services and amenities. Additionally, Six Senses utilises email and SMS campaigns to reach potential customers. On the other hand, Moxy has adopted a marketing communications strategy that focuses on using digital channels to reach potential customers. The brand uses social media, email, and SMS campaigns to advertise its amenities (Setiono, 2019). 
Marketing Messages: Six Senses has adopted a marketing message focusing on providing a luxurious and exclusive experience. The brand emphasises the high quality of its services and amenities and its commitment to delivering a superior customer experience. On the other hand, Moxy has adopted a marketing message that focuses on providing a fun and energetic experience. The brand highlights its commitment to providing affordable and modern expertise and underscores its commitment to providing a unique customer experience (Panjaitan et al., 2019). 
Impact of Marketing Strategies: The impact of each brand's marketing strategies is an important consideration. Six Senses has seen an increase in customer loyalty and satisfaction due to its focus on providing high-quality services and amenities. Additionally, the brand has seen an increase in revenue due to its emphasis on giving promotions and discounts to customers. On the other hand, Moxy has seen an increase in customer loyalty and satisfaction due to its focus on providing an affordable and modern experience. Additionally, the brand has seen an increase in revenue due to its emphasis on giving promotions and discounts to customers (Wijaya and Sirine, 2016).
Sustainability/Social/Geopolitical/Contemporary Issues: Sustainability, social, geopolitical, and contemporary issues are important considerations for any brand. Six Senses has adopted a sustainability strategy that focuses on reducing its environmental impact. The brand uses energy-efficient appliances and recycling materials to reduce its carbon footprint.  Six Senses has implemented initiatives, such as providing employment opportunities for local communities. Moxy has adopted a sustainability strategy that focuses on reducing its environmental impact. The brand uses energy-efficient appliances and recycling materials to reduce its carbon footprint. Moxy has implemented initiatives to provide employment opportunities for local communities (Rowley, 2016). 
Six Senses is a luxury hotel brand that attempts to express the spirit of sustainability. Six Senses uses digital marketing channels to reach its target audiences. This includes creating content for social media channels like Facebook, Twitter, Instagram, and YouTube. The company also runs targeted ads on digital channels to reach customers. Besides digital marketing, Six Senses also uses traditional media such as print and television (Rowley, 2016).
Recommendations: To improve the current marketing strategies, Six Senses and Moxy have to focus on utilising more digital channels to reach potential customers. The brands must focus on providing more exclusive offers and promotions to customers and using more sustainable practices to reduce their environmental impact. Furthermore, both brands should focus on providing more unique customer experiences and emphasising their commitment to social responsibility. Finally, both brands should focus on delivering more personalised marketing messages to customers, which will help build customer loyalty and satisfaction (Pappas, 2016).

[bookmark: _Toc126260762]Conclusion 
In conclusion, Six Senses and Moxy are two multinational hotel brands with different marketing strategies. Six Senses has a more traditional marketing approach, using traditional media and digital media to reach its target audience. Moxy has a modern system using social media, influencer marketing, and online advertising to reach its target audience. The two hotels also have different segmentation, targeting, and positioning strategies. Six Senses targets rich customers who enjoy luxury experiences, whereas Moxy targets young, adventurous customers. Both hotels have a strong presence on Simmilarweb, with Six Senses having higher overall website traffic and Moxy having higher engagement levels. 
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