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Six senses and Moxy are renowned multinational hotel chains with unique characteristics that has higher customer values (Johnson and Vanetti, 2005). Offering high-end hospitality services to the customer allows to focus on the sustainability and wellness of Six Senses. Making sure proper focus with the stunning locations allows to make sure effective sustainability and wellness. Collaboration with the stunning nature, culture, and wellness practices allows to make sure proper fulfilment of the target among customers. Moxy is high class hotel brand that allows to target a the younger and more tech focused travellers. Fostering the sense of community and social interaction allows to maintain contemporary design and high-tech facilities among consumers. There are various aspects that are focused on this essay to identify the distinct approaches and seeking hospitality and commitment of Six senses and Moxy to providing memorable experiences to guests.

Whitla et al. (2007) cited that both Six Senses and Moxy have made significant changes to marketing approach in recent years. Six Senses and Moxy follows effective marketing techniques that allows to make sure proper direction in the market. Six Senses has always made effective position in the market that made a high-end luxury brand. However, various sustainability practices and making sure proper environmental practices allowed to position themselves in the chain hotel. In 2018, Six Senses was acquired by the Intercontinental Hotel Group (IHG), there has been made various exposure that made access in higher range. Various branding approaches has been followed in the sustainability approaches in the brand development activities of Six Senses that increased customer satisfaction. Showcasing exceptional properties in stunning locations around the world allowed to enhance customer satisfaction. Leonidou et al. (2015) argued that marketing efforts of Six Senses made partnerships with luxury travel agents, PR events, and social media campaigns that highlight commitment to sustainability. focusing on the sustainability practices of Six Senses made unique brand value among customers. In contrast, Moxy has taken a different approach to marketing to increase customer satisfaction. Launched in 2014 by Marriott International, Moxy mainly targets customer to manage and enhance overall customer satisfaction activities. Marketing activities approached by Moxy hotel allows to engage with the customers and create a strong social media presence and target younger travellers through influencer marketing. Adoption of the unique design through proper approaches allows Moxy hotel to manage with contemporary and innovative designs that appeal to a younger demographic. Various marketing campaigns are followed by Moxy hotel that allows to create effective collaboration with the customers. Adequate marketing activities and focusing on the customer makes strong sense of community and social media interaction with the guests. Besides effective community and social media interaction through various activities and design bring guests together. In addition, Yu et al. (2014) argued that Moxy made partnership focuses on the popular lifestyle through brand development and local communities thorough artists and other activities that made unique and memorable experience for guests. Moxy has targeted younger travellers through social media and innovative design, creating a sense of community and social interaction. Adopting the changes allowed Moxy hotel to develop effective competition and wider market segmentation practices. 

Brookes and Roper (2010) cited that Six Senses and Moxy are two multinational hotel chains and adopt different market positions within the hospitality industry. Both Six Senses and Moxy have developed distinct market positions within the hospitality industry, targeting different customer segments with unique brand values and experiences. Six Senses is a luxury hotel brand that targets high-end travellers that allows to focus on the local culture, nature and wellness practices in the right aspect. making sure adequate environment sustainability activities of Six senses allows to make sure customers are getting proper facilities and manage all the areas. Martorell et al. (2013) argued that Six Senses hotel makes effective environment practices that allows to made effective commitment in the tourism practices. There are different practices that are followed by Six Senses to enhance sustainability practices and increases responsibility among tourists. Effective hotel chain development practices followed by Six Senses hotel allows to manage responsible practices in the society. Besides, Six Senses hotel constantly develop strategies that allows to manage adequate practices that combines the wellness and luxury. Moreover, Martin and Isozaki (2013) argued that stunning practices of Six Senses through selection of adequate areas allows to manage the best practices and authenticity that allows to increase customer wellbeing. In contrast, Moxy is a playful and affordable hotel brand that targets younger and more tech-savvy travellers. Focusing on the customers to manage and develop different activities allows to design and manage overall performance among customers. Constant development on the customers through managing overall design and practices mainly seeks for the community development. In addition, Moxy hotel seeks for the effective community practices that allows to seek for the development and high-end practices that are essential for the customers. Development of fun and trendy hotel brand allowed Moxy hotel to seek for the unique and memorable experience. Constant management practices and offering affordable and trendy accommodation options for younger travellers allows to manage in the right aspect (Romero and Tejada, 2020). Six Senses targets luxury travellers seeking sustainability and wellness, Moxy targets younger travellers seeking a fun and social hotel experience at an affordable price point.

Six Senses and Moxy adopts different marketing strategies to reach target customers and create brand awareness (Rodtook and Altinay, 2013). Both Six Senses and Moxy utilize digital marketing strategies, such as social media and content marketing, to reach target customers and create brand awareness. Six Senses' marketing strategy is cantered around its brand values of sustainability and wellness. Utilisation of social media platforms, such as Instagram and Facebook, allows to highlight and focus on the sustainability activities. Managing adequate practices through highlighting the activities through commitment to sustainability allows to manage practices and marketing strategies. Aung (2000) cited that Six Senses also partners with luxury travel agents to promote its properties and target high-end travellers. Constant practices and utilisation of the content marketing activities and promotional aspects through initiatives allows to reduce carbon footprint and protect the environment. Utilisation of adequate practices and offering marketing activities through unique wellness experiences to guests increases overall customer satisfaction. For instance, yoga and meditation classes, spa treatments, and outdoor activities are mostly focused by Six Senses allows to manage diverse activities and create community development practices. On the other hand, Moxy's marketing strategy focuses on creating a sense of community and social interaction. Various social media platforms utilisation allows Moxy hotel to manage and adopt the business practices in the right aspects. Cunill (2006) argued that managing performance and seeking overall development activities followed by the Moxy hotel allows to engage with its target audience and promote unique design and amenities. Social media influencers of Moxy hotel allows to promote different activities to manage effective brand development activities. Moxy also uses influencer marketing to target younger travellers and promote its trendy brand image. In addition, Moxy utilizes experiential marketing by hosting events and activities that encourage guests to interact with each other and create a social experience. Chen (2019) argued that Moxy hotel partnered with lifestyle brands and local artists to create a unique and memorable experience for its guests. Furthermore, Moxy focuses on creating a fun and social experience for its guests. 

Both Six Senses and Moxy have made considerations within marketing regarding sustainability and green messaging. Xia et al. (2020) argued that consumers are increasingly aware of the impact of environmental actions and both hotels are looking for brands that share values. Six Senses has established itself as a leader in sustainable hospitality and made sustainability a core element of marketing messaging. Making sure proper identification of different areas through promoting the commitment to sustainability and eco-conscious practices allowed Six Senses to constantly manage activities in the right direction. For instance, Implementation of different activities and focusing on the range of sustainable initiatives across its properties, such as using renewable energy sources, reducing waste, and promoting responsible tourism helped to manage and coordinate. Mykola et al. (2020) cited that Six Senses also encourages guests to participate in sustainability efforts, such as by participating in beach clean-ups or using sustainable products. Moxy has also made efforts to incorporate sustainability and green messaging within its marketing campaigns. Sánchez-Casado et al. (2019) argued that promoting commitment to sustainability through various initiatives, such as reducing waste, conserving water, and sourcing locally helps Moxy hotel to manage performance in the right aspect. For example, some Moxy hotels use reclaimed materials in design, and the brand has implemented energy-saving measures in its properties. Moxy has also partnered with various sustainability-focused organizations to promote eco-conscious practices and raise awareness among its guests. By promoting sustainability initiatives and eco-friendly practices allowed Moxy hotel to appeal on growing segment of environmentally conscious travellers. Additionally, incorporating sustainable practices within Moxy hotel operations can also help reduce costs and improve efficiency.

In conclusion, Six Senses and Moxy are two multinational hotel chains that have made various attributes to increase marketing strategies in the right direction. Focusing on the target market and reach target audience and promote brand image. Six Senses focuses on promoting sustainability and wellness on the other hand, Moxy prioritizes creating a sense of community and social interaction. Constant development of the efforts and incorporate sustainability and green messaging within marketing campaigns, both hotel making adequate practices in the tourism industry. Adequate marketing activities of sustainable practices, Six Seasons and Moxy hotel allows to differentiate marketing policies to increase competitiveness of social and environmental practices. 
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