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[bookmark: _heading=h.2et92p0]Introduction 
Marketing is extremely important because it helps the organiser to sell and promote their products to the marketing industry. The main aim of an organisation is to make profit and marketing is one of the most effective channels in order to reach their goals. This essay also offers detailed information related to Six Senses and Moxy hotel and the steps they have taken to bring sustainability. 

[bookmark: _heading=h.tyjcwt]Main Body 
Six Senses Hotels Resort Spas functions and operates 11 resorts and 12 spas in more than 20 countries all around the world with the brand name Six sense. Six sense offers quality services, luxurious hospitality and treatment to their customers (Yousaf et al., 2021). The organisation aims for sustainability and welcoming nature to become one of the leading hospitality brands (Ketter and Avraham, 2021).
Moxy is one of the most stylish, affordable hotel brands which is mainly designed in order to offer extremely luxurious services. The main goal of Moxy hotels is to provide everything their guests desire (Weinstein, 2022). 
SWOT Analysis of Six Senses Hotel & Resort;
One of the major strengths of Six Senses Hotel & Resort is their uniqueness of products and services which helps the organisation to be competitive in the marketing industry. One of the major weaknesses of Six Senses Hotel & Resort is their unclear selling propositions and very low online and social media understandings and presence which act as a major barrier for growth and productivity of their business (Han, 2020). Some of the major opportunities for Six Senses Hotel & Resorts are making the improvement in the online booking and flexibility in prices and expenses. Threats that Six Senses Hotel & Resort may face during their journey is the rise and expansion of Airbnb, which is widely popular in the current marketing industry. 
SWOT Analysis of Moxy Hotel;
One of the utmost strengths of Moxy Hotel is its Global Presences. The global operations not only help the organisation to increase their revenues but also maintain their standards in the industry. Moxy is basically marketed as the family focused business from the marketing position to the management which may act as the weakness of the organisation. The opportunity of the company is that Moxy Hotel needs to invest their quality time on the young generation people, who possess high potentiality to completely transform the image of the organisation. The company may face threats such as The Hospitality industry is highly competitive. Everyday new organisations emerge in the marketing industries with their own creative ideas which give severe challenges to the company. 
PEST Analysis of Six Senses Hotel & Resort and Moxy Hotel;
The Political factors include the prime challenges of Six Senses Hotel and Moxy hotel is the Political instability of the UK government. The fluctuation of policies will severely hamper the overall business of the organisation in multiple areas.  The Economic Factors include the Economic conditions like unemployment, recession, financial instability and Inflations hugely influence the performances of Six Senses Hotel and Moxy Hotel. When the economy is on the rise, people usually prefer the luxurious hotels bringing profit to them. The social factors of the company may relate to travellers and customers from different classes, backgrounds and age groups (Yetimoğlu and Uğurlu, 2020). The Technology Factors relates with the factors of Artificial Intelligence that plays a major role when it comes to increasing the productivity of the organisation. Implementation of Artificial intelligence can help the organisation to gather some important information. 
The marketing choices of Six Senses and Moxy hotel can be analysed by the 7Ps of the marketing mix. The marketing decisions for the products of Moxy hotel consists of various unique services relative to flights, reservations of hotels, packages of hotel, vacations and car rental services (Piuchan and Prachansit, 2019). On the other hand, Six Senses marketing decisions relating to products through the holistic approach where their main base is centred upon empathy towards the customers and offering best services.
Price is defined as the value for which the company provides their products or services to the customers. The pricing strategy of Moxy hotel includes premium pricing strategy; it refers to the strategy where the company sets the prices of the products artificially high to influence the favorable perception among the customers. On the other hand, the pricing strategy of Six Senses includes competitive pricing policy; it refers to the strategy where the company sets the prices of the products according to the prices set by their competitors.
Place refers to the place where the company can meet their targeted customers. Moxy is located in London. The hotel features a winery which puts the customers within a 15 minute Windsor castle drive. To inform their customers about the place and features of the hotel, their marketing choices of place relate with the idea of a free city guide of two to three short road trips. On the other hand, Six Senses is headquartered in Whiteley, where the location of the hotel provides their customers with features of an ecstatic ecosystem with dedicated restaurant and communal spaces (Pinto, 2022).
Six Senses hotel’s promotional activities were through social media marketing where they used different social media platforms to advertise their brands (Fahreza, 2019).                                       The marketing decisions of Moxy to promote their products, they started a campaign called the “30 stays 300 days” which outlined that each traveller will be provided with ten incredible stays in their hotels over the course of 300 days.  The similarweb software helps them to ascertain their marketing position in the industry (Refer to Appendix). Their hotels are equipped with sound-absorbing multi-layer technology that helps the customers to avoid the noise system and vibrations (Andi, 2021).
Physical evidence implies the experiences or tangible goods that attract the customers towards the company’s brand. Moxy hotel provides an economic and new lifestyle to the young generations (Andi, 2021). On the other hand, Six Senses hotels provide their customers with great and close beauty of nature. 
People are the groups who come in direct contact or touch with the company's targeted customers. Both Moxy hotel and Six Senses hotel have hired employees with the best experiences in the tourism industry. 
Process refers to the way the company offers their products to the customers. Moxy Hotel provides their clients or customers with well equipped hotel rooms that have walk-in shower, MUK bath amenities. Six Senses hotel provides their customers with a wide range of beauty and treatment, holistic wellness, and rejuvenation. 
Moxy hotel improved their engagement with the customers through their newly developed user-generated content which helps them to attract the attention of the millennial and engage their customers with the help of influencers (He et al., 2021). Their application “MLive” helps them to gain the instant feedback of their customers during their stay.
Six Senses hotel applies the traditional marketing strategy which means that they engage or communicate with their customers with the usage of offline media to attract the targeted customers (George, 2021). 
STP of Six Senses Hotel;
Being one of the well-known hotel companies, with lots of unique services and offerings provided to their customers, Six Senses follows the Demographic Segmentation in their business and organisation (Eskerod et al., 2019). The targeted customers of Six Senses hotel are from 18-24 years old. 
Positioning; the Six Senses hotels & resorts lie in high quality and low price categories. This means that the company offers high quality of services and products at lower price to the consumers in the markets (Refer to Appendix). 

STP of Moxy Hotel;
Moxy hotel & Resort can be discussed in relation to four segments like Luxurious hotels, upper middle-scale hotels, upper upscale hotels and upscale hotels. Moxy addresses the importance of the geographic segmentations and mainly focuses on such regions where engagement is very high (Amoako et al., 2021). Their targeted audiences are people from 30-50 years.
Positioning; the Moxy Hotel falls under High quality and High price categories which means that the organisation provides high quality products and services at a high price (Refer to Appendix). 
Six Senses Company applies Internet marketing strategy in order to promote their products and services in the National and International market. The Company promotes their products and services through social media. 
Moxy Hotel follows the Relationship marketing strategy in order to promote current relationships with their customers and build customer loyalty.
[bookmark: _heading=h.136d5ipy56i4]For Six Senses Hotel, sustainability means being environment friendly (Eskerod et al., 2019). Six Senses is now focusing on saving marine life such as green turtles, whale sharks, etc. (Mishra and Gupta, 2019). Moxy Hotel 2025 sustainability and social impact Goals and plans their path in order to make a positive and sustainable influence. Their goal is to support meaningful progress towards the United Nations Sustainable Development goals (Hojnik et al., 2019). 

[bookmark: _heading=h.4d34og8]Conclusion 
This essay has covered the information related to the Marketing essentials by showcasing two leading organisations Six Senses Resort and Moxy Hotels and their role towards sustainability in their organisations and environment. The essay also offers information related to current marketing strategies used by the two mentioned organisations and what changes they have brought for the betterment of the world, animals and human beings. 
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Figure No.1: Traffic and Engagement of Six Senses Hotel
(Source: Singh and Misra, 2022)
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Figure No.2: Traffic and Engagement of Moxy Hotel
(Source: Amoako et al., 2021)
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Figure No.3: Positioning of Six Senses Hotel
(Source: Created by the learner)
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Figure No.4: Positioning of Moxy Hotel
(Source: Created by the learner)
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