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The luxury hotel industry has seen a great deal of growth and innovation over the years with many new and well-established players vying for dominance in this competitive market. Two of the most prominent players in this industry are Six Sense and Moxy hotels, two multinational hotel brands that are known for their unique approach to hospitality.
Six Sense is a multinational hotel brand that run in the luxury market and Moxy on the other hand is budget hotel market, both brands have unique marketing strategies that help them to attract and keep customers.
[bookmark: _Int_Z9JhohNe]Six Sense is a luxury hotel brand that focus on sustainability and wellness brand’s marketing strategies is focused around promoting its eco-friendly and wellness focused amenities as organic gardens, spa treatments and yoga classes. "Of course, hospitality is never just about a place to stay. “We want our places and spaces to help you reconnect and explore what it means to be mentally, physically, spiritually and emotionally happy."” (“Luxury Resorts, Spa Escapes - Six Senses About Us”)
NEIL JACOBS, CHIEF EXECUTIVE OFFICER.
The logo of Six Senses features the brand name in a modern sans-serif font and stylized leaf, symbolising the brand's focus on wellness, Enviromental sustainability, and connection with nature. Six Senses also places a strong value on personalised services with each hotel having is peculiar experience helping guests planning their stay, the brand’s target market is primarily affluent travellers who are willing to pay for a premium experience, this includes both business and leisure travellers, as well as families couples and single travellers. The brands also appeal to travellers who value community involvement and local culture. To reach this target market, Six Senses uses a mix of digital and traditional marketing techniques to promote its brand. The brand recognises the importance of reaching potential guests through a variety of channels and has implemented a comprehensive marketing strategy that uses the strengths of both: digital and traditional marketing methods, including social media a valuable tool for Six Senses to reach target market and promote the brand. Trough social media, Six Senses can display unique offerings, such as wellness programs and sustainable practices and create a sense of community and connections within the audience.
Email marketing is another effective tool for Six Senses to reach his target market and build relationships with guests by sending target and personalised messages to guests.
In addition to digital marketing Six Senses also use print advertising such as magazines and travel guides to reach its target market this traditional marketing method allows the brand to reach potentials guests who may not be active on social media or internet. 
Six Sense run in various locations around the world, including Europe, Asia, Middle East, Pacific, and America. The brands global presence allows guests to experience its offerings in a various of locations offering a diversity of experiences and memories. 
Moxy, on the other hand is a budget brand hotel that target the millennial traveller, the brand’s marketing strategy is focused on creating and fun stylish affordable experience. The brand’s marketing strategies are designed to appeal the young’s tech-savvy travellers who are looking for a unique and affordable stay. The Moxy hotel logo features the brand name in a bold sans-serif font with a playful,colorful graphic element that represent the brand’s fun and energetic personality
Some of the key marketing used by Moxy are: Digital Marketing, Experiential marketing, Collaborations and Personalisation.
Moxy heavily relies on digital marketing channels to reach the target audience. This includes social media, email marketing and search engine optimisation. 
Moxy focuses on creating memorable experiences for guests through its unique brand personality and playful design. This includes offering interactive and creative amenities, such, as games rooms and social spaces, to enhance the guest experience. Moxy hotels has been making efforts to improve eco-friendliness and sustainability practice, examples of their initiative in this area are energy efficiency, waste reducing and recycling, water conservation, sustainably sourced materials.
Moxy often partners with local brands, artists and musicians to create unique and immersive experiences for guests. This helps to differentiate the brand from the competitors and add a local flavour to its offerings.
Moxy uses data and technology to personalise the offerings and marketing efforts to individual guests. This includes using guest’s preferences and data to suggest activities and experiences tailored to each guest’s interests.
Moxy ‘s marketing strategies are to create and attract new customers to its target audience and to create a fun, delightful affordable and memorable travel experience.
The brand has multiple locations around the world with a growing presence in Europe, Asia and America
 Despite their differences in target market and brand identity Six Senses and Moxy Hotels have several similarities. Both brands are part of larger multinational hotel groups, with Six Senses being part of the Small Luxury Hotels of the World and Moxy being subsidiary of Marriot International. This means that both brands have access to the resources and ability of these larger organizations, including marketing and distribution channels, technology platforms, and supply chain management. In recent years, several changes have been made in the hospitality industry due contemporary issues and changes in the business environment. Some of the key changes that have affected both hotels are:
Increased focus on sustainability and eco-friendly both Six Sense and Moxy have responded to growing concerns about sustainability by implementing environmentally friendly practice in their operations and marketing themselves as eco-friendly brands
Change in consumer behaviour with the rise of social media and travel-focused websites, consumers are becoming more informed and selective about their travel choices. In response, hotels are focusing on creating unique experiences and building strong brand reputations to stand out in the crowded marketplace.
Economic factors-The recent economic downturn has had a significant impact on the hospitality industry. Hotel have had to be more cost-conscious and adjust their pricing strategies to remain competitive.
In response to this contemporary issues and changes in the business environment both Six Sense and Moxy have made changes to their marketing strategies, operations and offerings. These changes have been made to stay relevant in a rapidly evolving industry and continue to supply exceptional experiences for their guests. Both brands are also focused on supplying memorable experiences to guests. Six Senses does this through its emphasis on: wellness, creativity and local culture, while Moxy aims to supply a fun and social experience for guests. In both cases, the brands are looking to create a connection with guests that goes beyond just a place to stay and aims to create a sense of community and belonging. In terms of cuisine, both Six Sense and Moxy offers delicious and innovative dining options, displaying local and seasonal ingredients. The restaurants at both hotels are also designed to offer guests a comfortable atmosphere, making dinning a true sensory experience. Both Six Senses and Moxy use of technology to enhance the guest experience. This includes mobile check in, room controls and other digital services that are designed to make the guest experience more seamless and efficient. By using technology, both brands can provide guests with more control and convenience, and to deliver on their promises of a memorable and enjoyable experience.
In the end, Six Senses and Moxy are two distinct brands that offer unique and complementary experiences to their customers, Six Senses is focused on wellness and sustainability, offering guests a holistic and rejuvenating escape from the stress of everyday life. The brand uses a combination of traditional marketing techniques, to reach target market, and their properties are found globally. On the other hand, Moxy is a more budget-conscious that targets a younger, more adventurous traveller. Moxy hotels are designed to be fun, energetic and affordable, with a focus on modern amenities and social experiences
Both brands provide their guests with exceptional hospitality and memorable experiences. While they have different target markets on focus on distinct aspects of hospitality, both Six Sense and Moxy hotels offers high-quality accommodations, great service and a welcoming atmosphere. Whether guests are looking for a relaxing wellness retreat or and affordable and stylish hotel experiences. Six Senses and Moxy hotels are well-equipped to deliver.
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