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[bookmark: _Toc127048718]Introduction
There are currently two hotel chains which are constantly growing in popularity within the hospitality sector. These two retail giants are called Six Senses and Moxy, respectively. Moxy hotels, which are part of Marriott International's portfolio, offer trendy, reasonably priced lodging ideal for today's young professionals. The Six Senses hotel chain is known for its high standards in service and amenities, as well as its emphasis on environmental sustainability and wellness for its guests. In this report, we'll examine the origins of both companies, the demographics of their ideal customers, the advertising approaches they employ, their stances on the future of technology and the hospitality industry, the most recognizable properties owned by each, and the progressive and eco-friendly policies they promote.
[bookmark: _Toc127048719]Main Body
With its origins in 1995, Six Senses now calls the Thai city of Bangkok home to its corporate headquarters. The establishment of the hotel chain had as its primary goal the encouragement of environmentally friendly and healthful lifestyles on the part of its guests. Its hotels are known for their high standards of luxury without compromising the local ecosystems. Six Senses caters to wealthy clients who are seeking a one-of-a-kind adventure.
But Moxy, a hotel brand owned by Marriott International since its inception in 2013, is a different story altogether. The hotel chain is making a concerted effort to attract young professionals by providing them with stylish yet reasonably-priced lodging. The hotels have been designed with a sleek, contemporary aesthetic, with a focus on encouraging guests to mingle through both technological and physical means. Moxy hotels provide a fun and relaxed atmosphere for guests, making them a great choice for vacationers in search of a low-stress hotel. 
Six Senses' marketing approach is grounded in the values of sustainability and whole-person care. The hotel group, which was founded on the idea that human beings and other forms of life can live side by side without causing harm to either, has always placed a premium on encouraging eco-friendly practices among its staff and patrons (Dathe et al., 2022). It's possible to interpret this as a nod to the company's roots. The firm takes pride in its commitment to using eco-friendly practices, such as sourcing materials from nearby sources, developing effective waste management systems, and cutting energy usage. In addition to helping conserve natural resources, these initiatives hope to help people feel more at one with the natural world. Six Senses takes great pride in being able to offer guests an authentic, nature-based experience.
Six Senses has invested heavily in the creation of wellness programs and associated facilities in addition to its commitment to environmental conservation. The hotel chain has repositioned itself to serve as a provider of all-encompassing wellness experiences, catering to the specific requirements of each individual guest (Enz, 2012). Experiences like these are designed specifically with the hotel chain's guests in mind. Six Senses spas feature an extensive menu of services meant to rejuvenate not only the body but the mind as well. These therapies incorporate traditional Asian medical practices. In addition, there are wellness classes available to guests, and these can include anything from physical exercise to yoga to meditation. These sessions are meant to be both a means to an end, allowing guests to unwind and maintain a healthy lifestyle (O’Fallon and Rutherford, 2012).
Moxy has also adopted technology to enhance its guests' experience. The goal was to improve customer care. The hotel chain now offers mobile check-in, so guests can use their phones to check-in. The hotels also offer free high-speed Wi-Fi, essential for today's always-online millennials (Kang et al., 2020). Social media has helped Moxy reach its target audience and achieve its business goals (its target audience). On Instagram, the hotel chain shows off its modern decor.
Both Six Senses and Moxy have created products that meet their target markets' needs in addition to focusing on technology. Both initiatives aim to serve a specific consumer niche with specific needs and tastes. These customers' needs have driven product development at these companies (Okumus et al., 2019b). To provide the best care, Six Senses has created many wellness programs. We hope to meet each resort guest's needs with these activities. The chain's hotels offer a personalized wellness assessment to help guests identify their needs in this area. Six Senses also customized wellness programs for each guest.
Although Six Senses and Moxy's marketing strategies couldn't be more different from one another, they've both been successful at drawing in the customers they need to thrive. Both Moxy and Six Senses have found success catering to younger travellers in search of an entertaining and reasonably priced hotel, with the former catering to those who value authenticity and the latter to those who care about the environment (Lee and Kotler, 2019). 
Both Six Senses and Moxy, two competing beverage brands, have used creative advertising to attract young people, who make up a large portion of their target audience. To boost sales, of course.
To better meet the needs of its clientele, Six Senses has embraced technological advancements. This improves Six Senses' ability to serve its customers (Kasavana, 2023). The hotel chain has created a mobile app that serves as a portal to the hotel's website, allowing users to research their stay, book rooms, and even order room service. The app provides its users with supplementary data about their immediate surroundings, such as listings of nearby eateries, events, and tourist attractions. The Six Senses wellness programs are constantly evolving, and one way they've found to better serve their customers is by incorporating technological advancements (Dhunna and Dixit, 2011). For example, the store offers sleep analysis services alongside other health monitoring options that make use of wearable technology.
Moxy uses technology to improve customer service. To improve customer service. Mobile check-in allows guests to check in without visiting the front desk. For today's always-online millennials, hotels offer free high-speed Wi-Fi (Kang et al., 2020). Moxy uses social media to reach its audience and achieve its business goals (its target audience). The hotel chain posts photos of its modern decor on Instagram.
Six Senses and Moxy have focused on technological advancements and product customization to meet their target markets' needs. Both initiatives target a niche market with specific needs and tastes. New product development has focused on meeting these customers' needs (Okumus et al., 2019b). Six Senses has many wellness programs to provide the best care. These activities aim to meet each resort guest's needs. Each hotel in the chain offers a personalized wellness assessment to help guests identify their wellness needs. Six Senses also offers personalized wellness programs.
To increase its chances of success, Moxy, on the other hand, has made it a priority to meet the social needs of the customers it seeks to attract. The hotel chain offers its guests a wide range of social events and activities like game nights and happy hours to foster an environment that is fun and relaxing for everyone (Looy, 2022). All the hotels were designed to be more than just places to sleep; they are also hubs for meeting new people and striking up conversations.
Both Six Senses and Moxy, two competing hotel brands, have used creative advertising to attract young people, who make up a large portion of their target audience. To boost sales, of course. By embracing technological developments and customizing their services to the specific needs and preferences of their target demographics, these hotel chains have been able to differentiate themselves in a competitive industry and cultivate a loyal customer following. Because of this, they've been able to gain an edge over rivals and win the devotion of their target audience (Brown, Kunto and Benjamin, 2012).  
Six Senses also emphasizes the customer's brand impression in its advertising. Their goal is to give guests an unforgettable experience that goes beyond the typical B&B stay. Luxury, sustainability, wellness, and community will be combined in the company's immersive experience. In order to protect the environment, Six Senses hotels have organic gardens, wellness centres, and sustainability programs. Instagram, Facebook, and Twitter are Six Senses' social media platforms for digital marketing (Thaichon and Quach, 2023). They promote their businesses, interact with fans, and promote eco-friendly initiatives on these channels. Six Senses' website is also mobile-friendly (Chaffey and Ellis-Chadwick, 2019).
However, Marriott International's Moxy Hotels target younger travellers looking for stylish but affordable hotels. Online and social media promotion are Moxy's new marketing strategy. Instagram, Twitter, and Facebook will be used to target the company's audience. Moxy Hotels is proud of its innovative design and "playful and vibrant" style. By stocking lobby areas with arcade games, board games, and other entertainment, the hotel chain has succeeded in making guests' stays memorable. Additionally, the company offers mobile check-in, which simplifies the process for guests.
[bookmark: _Toc127048720]Moxy has reduced its carbon footprint by installing energy-efficient lighting and water-saving fixtures. This shows their commitment to sustainability. Clean the World, a nonprofit that collects and recycles hotels' used soap and other hygiene products, works with the company. Like Six Senses and Moxy Hotels, their advertising campaigns target their target demographics. Six Senses emphasizes eco-friendliness and health and wellness, while Moxy's affordable, on-trend aesthetic attracts younger, trendier customers. Consumers are increasingly concerned about environmental impact, so both companies have implemented sustainability programs and initiatives (Vouk, 2022)
Conclusion
In conclusion, Six Senses and Moxy have different hospitality strategies. Six Senses emphasizes luxury, sustainability, and wellness, while Moxy is a millennial lifestyle brand. Both companies use targeted marketing. Sustainability and wellness have made Six Senses a luxury hotel leader. Moxy's technology, affordability, and socializing appeal to younger consumers. Hotel chains are also reducing their environmental impact with innovative practices. Six Senses and Moxy have stood out in the competitive hotel industry with their unique branding, marketing, and focus on sustainability and innovation.
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