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This research will explain and examine a theoretical framework for understanding the nature, strategic marketing traits, and unique market-capturing attempts of two universally known hotel brands: Six Senses and Moxy. Marketing is critical in the hotel sector, and Six Senses and Moxy are two of the most opulent hotels. Six Senses and Moxy, two internationally famous hotel brands, have different approaches to recruiting, influencing, interacting with, and sustaining their target market. They employ integrated marketing communication processes and techniques to differentiate and outperform their competitors' services and products. This paper will compare and contrast the marketing strategies of Six Senses and Moxy. Current market and business impacts, trends, price culture, and demand-supply insights maneuvering functions will be used to determine how these companies market their products and services.
Moxy and The Six Senses' marketing techniques need elaborating distinctions using SWOT, PESTEL, and Porter's 5 forces models. Moxy has lower labor costs than The Six Senses, although The Six Senses employs a large number of people (Nagatani, T. and Tanaka, K.I., 2021.). 
Hotels in Southeast Asia, South America, Africa, and the Middle East have lower labor costs than those in Europe and the Americas, despite the fact that the hotel business requires significant initial financial and organizational investment (Heikkurinen, P., and ForsmanHugg, S., 2011). While The Six Senses also improves its service distribution throughout the target region, Moxy provides mass employment. Poor positioning: The Six Senses is positioned as a family-friendly, multinational company that offers worldwide hospitality. They have been effective in promoting their goods abroad and providing their services by stabilizing them in accordance with their native cultures (Jhonson, 2017). The Six Senses is marketed and organized as a family-focused international enterprise that provides global hospitality. They have successfully used the adoption strategy for worldwide marketing of their products and services by stabilizing their offerings in accordance with their native culture.
Moxy and The Six Senses are both hospitality and tourist accommodation providers in the equivalent businesses. Due to the current and pertinent economic downturn, hotel ventures have countersigned a resurgence in foreign travel trends, accumulative demand for longer stays due to fewer enrollment requirements, higher revenues proved durability, and more variety due to co-working, shopping, gyms, spas, and overall holistic wellness. The economic downturn has resulted in a comeback in foreign travel, an increase in demand for longer hotel stays, and a slew of new facilities such as co-working spaces, retail outlets, fitness centers, and spas (Laarman, J.G. and Gregersen, H.M., 2015). Investors are starting to consider ESG aspects when evaluating a possible investment, and several of the top hotel chains have made public comments supporting ESG activities (Neumann, J., Robson, A. and Sloan, D., 2018). Moxy faces legal challenges from The Six Senses, which serves consumers at a low margin, while new competitors serving the same target demographic with high-quality houses for rent pose a danger. Investors are increasingly including ESG factors in their due diligence processes, and they are interested in a variety of accommodation choices such as mixed-use complexes, long-stay options, and leisure resorts.MOXY employs SEO, a digital marketing method comprised of three parts: technical, on-page, and off-page. On-page optimization confirms that previously and futuristic published content is applicable smartly and provides a positive user experience, whereas technical optimization improves SEO. MOXY uses search engine optimization (SEO) to advertise itself online (Pirlone, F. and Spadaro, I., 2017.). On-page optimization is concerned with ensuring that content is helpful and delivers a positive user experience, whereas technical optimization is the process of carrying out operations to boost SEO. Web crawlers are used by search engines to trawl the World Wide Web for and classify freshly published sites (Pomering, A., Noble, G. and Johnson, L.W., 2011.). Indexing is the process through which a search engine determines whether or not to use the content it has crawled The way that the consumer demand alters the different businesses redesign and set businesses objectives accordingly so that they can maximize the turnover rates and indexes.  Off-page SEO improves search engine rankings by utilizing backlinks. online crawlers find new online sites and record information about them, whereas indexing assesses whether or not the crawled content should be used. The most important phase is ranking. The ranking is the most important phase; only after crawling and indexing have been completed can ranking take place. MOXY has an advantage over its competitors due to the digital process of SEO and other online logistical approaches. MOXY may therefore purposefully surge to the top of the mind while selecting for its users' minds and become their first choice in the future.To sustain in the competition, The Six Senses employs current socially effective digital marketing methods by utilizing the 7p's marketing framework (Febriansyah, 2019). The primary aspect is the price at which an item is advertised, and there are several pricing approaches, such as Competitive Moxy's Pricing Strategy. The Six Senses uses the 7p's marketing strategy to advertise their products digitally, where they have had recent success (Boonpradub & Thechatakerng, 2015). The most important part of a product's success is its advertising cost. Pricing approaches vary, such as Competitive Moxy's Pricing Strategy, which sets rates on par with the company's primary competitor. The Place is the channel via which goods/services are transmitted from the manufacturer to the client, and the Product is the firm's market offering (Grundy, T., 2016.). Six Senses' tangible proof is also a significant component in attracting more and more clients. Six Seasons, for example, provides enhanced services through coffee shops and party venues, but they must be carefully regulated and supervised. The means via which products and services are traded from producer to consumer is referred to as the Place, while the Product is the service or thing offered to customers. The Six Senses' success as a service company is dependent on its ability to create and maintain healthy connections with both its staff and its clients. People relationship development is fundamental to the service sector hospitality industry and commerce phenomena (Salin, V. and Nayga, R.M., 2017.). Each sequential step of a standardized procedure is referred to as a process, and as an organization's administrator, it is critical to arrange and manage the progressions and the related procedures in the most effective manner that is promising in order to save expenditures and generate as much feasible turnover margin as feasible (De Leon, L., Rafferty, P.D. and Herschel, R., 2012.). "Internal parties" are individuals who are already employed by the firm in some capacity, and "external parties" are those who are not. As a result, the better organized a corporation's organizational resources are, the more profitable it will be. The fundamental objective of the six seasons is to cultivate meaningful ties with its consumers, as the service sector and value-providing corporate industry, and trade singularities and standardizations are intimately and significantly associated with individuals related to the sector generally called upon as direct stakeholders (Loo & Leung, 2016). Processes are used to define the individual stages that comprise a certain technique, and it is critical for them to develop and execute the organization's processes and engenders them in the most efficient manner conceivable to the related party in order to decrease expenditures and increase profit. One may conclude that a concern's monetarist aspects and performance are proportionate to how efficiently it handles its internal resources.
In that, they serve different target customers, and social media and online promotional strategies differ from those used by hospitality-oriented businesses (Visser, 2019). MOXY markets its products using a high-investment, high-value creation strategy, whereas Six Senses works in mass marketing by decreasing marketing expenditures (Quaddus & Siddique, 2022). Hotels like Six Senses and Moxy are making changes to better suit eco-conscious guests who want to lessen their environmental impact. Six Senses promotes environmental responsibility by lowering water usage, energy consumption, and rubbish, whereas Moxy prioritizes economy and productivity for long-term viability. Moxy caters to a younger, more cost-conscious demographic, but older generations may appreciate the hotel's emphasis on comfort and convenience. To retain current consumers, both companies emphasize their environmental commitment and outstanding service. (Block, J.H., Fisch, C.O., Obschonka, M. and Sandner, P.G., 2019). As a way to compensate and nullify the errors and the pitfalls of the business process Moxy and The Six Season has implemented work specialization-based business and communication procedures to contemplate the contemporary market demands.
 Moxy defines its sub-brands in different ways, but Six Senses operates in mass marketing by decreasing marketing expenses. Six Senses caters to the masses, and their key selling feature is inexpensive prices, thus mass marketing is the greatest technique for them. Both companies have tackled environmental challenges in their marketing, with Moxy emphasizing the environmental and visitor advantages of environmentally responsible initiatives. The spa treatments, nutritional dining alternatives, and environmentally responsible practices at Six Senses encourage health and well-being. Renewable green natural economy-based energy and ecologically responsible construction have minimized the company's ecological effects on business and trade.
This literary and insight-diving article provides an analytical framework for grasping the marketing and economic endeavors of two globally recognized hotel brands, Six Senses, and Moxy. Although the hospitality industry requires a substantial preliminary investment, labor costs are lower and profit margins are set higher than conventional market structure. This article examines Six Senses and Moxy, two worldwide hotel brands, and their respective business methods. Labor costs are cheaper in Southeast Asia, South America, Africa, and the Middle East than elsewhere in the world. Both brands use different methods to attract clients. Hospitality demands a substantial initial investment but has lower labor expenses and higher profit margins. Labor expenses for guesthouses are lower in Southeast Asia, South America, Africa, and the Middle East. Finally, the analysis reveals that the two hospitality behemoths use different mottos and cultures to entice customers.
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