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[bookmark: _Toc116920853]Introduction 
Marketing strategy is a extremely important segments of a successful company and the business exemplary other brands follow. Year after year, the hospitality industry has learned many marketing strategies to meet demand as suitably as possible. Therefore, the purpose of this essay is to broadly track the marketing strategies of the Six Senses and Moxy brands and compare his two capable brands in the hospitality industry. As a key point of some marketing strategies, this essay can highlight the propensity of hotel brands towards sustainable ecological practices that raise high standards in this area without having a significant pessimistic impact on the services provided to their customers. It then identifies differences and similarities through the spectrum of marketing strategies used and identifies possible avenues for scaling and growing this business model.
Main Body
In discussing the proximity and discrepancy arising from the marketing strategies of the two dominant brands in the hotel sector, from the point of perspective of the similarities, the two brands are positioned in various geographical areas and offer entire trust to their customers. It should be noted that The most adventurous excursion. Another commonality at brand aligned is that both hotels are able to follow on their powerful history of customer fidelity and that the service packages offered are above all enhanced luxury and innovation constructed exclusively for the target group. It is the fact that he is known for his original ideas. After 2020, the hotel industry faces many high impact challenges such as the Covid-19 pandemic, the armed incident in Ukraine, etc., as only brands with innovative marketing strategies remain in the game. Can mention a  recession turned out to be a major risk factor.
Marketing mix
Product: The two big hotel brands analyzed offer services based on demand and supply, as well as attracting new customers by creating innovative services for various target groups (Shi & Nualnoom, 2022). Six Senses was founded in 1995 with the purpose of promoting the essential practice of fine dining. From glamorous resorts and spas to exclusive clubs and luxury mansions, existing developments are contemporary, sustainable and represent the unique and unique charm of this place. Each of our unique portfolios has its own perception of life, exclusive and amazing (Chala, 2017). Created for the blooming at heart, Moxy build nonconformity, acceptance and imagination as its central attractions. The bedrooms are limited but deeply intelligent, contribution dynamic social spaces with bold plug-and-play simulation. The Moxy know-how is passionately thought out and genially executed. Innovation is customer-centric, so Gen Y leisure travelers have developed a new business hotel (MOXY) and business type Gen Y has developed a new design-driven hotel brand (AC Hotels) (Sima, 2016).
Price: Room charges at Six Senses are deeply vulnerable on demand and season. This means that discounted rates are available even for rooms reserved early (Jaeger and Pahiyiannakis 2020). Six Senses manages to set the price level according to the promotional packages it brings to its customers, as well as according to the high standards offered and the exclusivity and special charm. For example, for Six Senses Samui in Thailand, up to 25% discount is offered for a minimum stay of 4 nights. The Moxy brand offers a lively image that combines elegant industrial design and sociable services at an affordable price per acre plus various promotional offers so that guests can save space and take advantage of experiences. Created for the young at heart, Moxy above all celebrates innovation, the interest in experiencing new things and originality (Bilgihan and Nejad, 2015).
Place: From the heart of the most popular cities to the most isolated locations, Six Senses presents a considerable portfolio with a large hotels and resorts number, delighting even the most demanding customers with the locations and services offered (Silva, 2018). Six Senses offers exclusive destination: Israel, Fiji, France, Vietnam, Italy, Thailand and others. Reinvention, non-conformism, enthusiasm and innovation are the key words that best describe the Moxy hotel brand that can be found globally through the impressive portfolio it owns (approx. 134 hotels) mostly in Europe and North Americ. Therefore, Moxy resides in: France, Germany, Denmark, Netherlands, Romania, USA, UK, Canada, Japan, Mainland China, Hong Kong, Macau, Taiwan, Indonesia, South Korea.

Promotion: Six Senses manages to organize activities with large groups of clients. Although this brand uses websites for each hotel and resort, it is present on all social media platforms such as Instagram, Facebook. Offering discounts, promotional packages such as extended stays, this brand has created events where renewable sources, such as wood, adobe, mud and thatch (Serradas, 2022)  is the star of the stay . For example, named after the forest in which it is located, Six Senses Vana aims to protect and nurture, providing space to discover and flourish. Services such as Ayurveda, Yoga, Tibetan Medicine and Natural Healing Therapies along with rich daily movement schedule, deep commitment and personalized support offer customers unique experiences. For example, self-worship is reflected in advertising, with hotels recently ordering original guides written by locals and chains creating property collections (Brutney, 2017).
Nowadays, innovative methods of product promotion have emerged, such as influencer marketing. Being attracted to the way of spending the lives of other people, such as celebrities and experts in the field and even their friends, a the strong influence coming from your own preferences and suggestions (Schiniotakis and Divini, 2020).  Moxy enjoys great promotion especially on social media platforms, where the challenges brought to clients along with the image of the most famous influencers bring non-conformism into full popularity. Moxy Hotels and YouTube star Taryn Southern released the "Do Not Disturb" video series that represents the biggest promotional impact among the new generation (Schiniotakis and Divini, 2020). Special offers from Moxy Hotel could be found on the website www.moxy-hotels.marriott.com where we can find “Home game” based on the choice of the best promotional package depending on the season, it only takes place for properties from the U.S., Canada, Caribbean and Latin America, “stay and play” which promotes settle in and save on 5+ consecutive nights  and is available at participating properties in the U.S., Canada, Caribbean and Latin America only.
In terms of segmentation, targeting and positioning marketing strategies, Six Senses analyzes each element of market penetration in detail and manages to make its brands known in various locations, from big cities to the most exotic locations.A global challenge for city hotel development is the “new business rules” in the hospitality industry, especially the perception of innovation in city hotels is essential for survival (Stoyanova, 2017). The best practices of the concept of corporate social responsibility CSR from luxury hotel groups operate predominantly in Asia, and this aspect can be seen in the popularity of the hotel brand (Cherapanukorn and Focken, 2014). In the same terms, the hospitality sector is very suitable for example for sensory marketing applications, and the tourism industry represents the field that encompasses all the assets for this type of marketing, although it is not popular among hotels to use this approach in their marketing policies (Yozukmaz and Topaloğlu, 2016). Both analyzed hotels offer a "guest room experience", which indicates to what extent hoteliers can use this advantage, including marketing their product to the needs and desires of the clientele (Ogle, 2009). I can say in terms of the target audience of the services offered, Six Senses can mention different places that know how to connect with a wide range of customers who want a luxurious and exclusive experience and who are willing to offer many services and  money for this kind of service. A key premise for fulfilling competitiveness in the tourism market, the company is managed by the principles of sustainable development (Jovanović, 2019).
Starting with the year 2020, a series of major challenges appeared for the hotel industry and especially for the two hotels, Six Senses and Moxy, which through the lens of the target group and the positioning, the felt impact was a considerable one. Thus, the restrictions imposed by the Covid-19 virus destabilized the strategies of the two hotels for a short period of time. Overcoming this global event, shortly after the war in Ukraine, it represented a major threat especially for the hotels in that area and the surrounding area. With a limitation of the negative effects that the war has on the Six Senses and Moxy brand, we can say that at the moment the global crisis is the main disturbing factor. Looking at the service provided, taking into account incremental and radical innovations, which are critical in periods of market turbulence, the hotel industry manages to recover after difficult periods subject to disruptive factors  (Sampaio and Regio, 2022).

Conclusion 
Although both hotel brands are affected by the same macroeconomic disruptors, it can be concluded that in the case of Six Senses and the Moxy brand, the marketing strategies implemented are viable. From a marketing mix perspective, the two hotel brands are seen as providers of luxury services offering unique stays through the variety of activities performed. What his two analyzed hotels have in common is the fact that they are committed to eco-friendly activities, including recently constructed buildings and outbuildings built from renewable materials.
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