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The hospitality industry is highly competitive, and hotel brands must develop effective marketing strategies to stand out from their competitors. Two such brands, Six Senses and Moxy, have taken different approaches to reach their target customers and promote their brand (Adair, 2011). Six Senses is a luxury wellness brand that emphasizes sustainability, cultural immersion, and personalized experiences. Moxy, on the other hand, is a budget-friendly hotel brand for young and tech-savvy travelers, promoting affordability, fun and social atmosphere, and technology and convenience. The marketing strategies of Six Senses and Moxy are tailored to meet the needs and preferences of their target customers. The marketing messages of each brand reflect their unique brand identity and target audience, offering a glimpse into their brand positioning and the type of customer experience they aim to provide. The marketing strategies of Six Senses and Moxy provide insight into the different approaches hotel brands can take to reach their target customers and promote their brand. Both brands have been successful in differentiating themselves from their competitors and creating a unique brand identity that appeals to their target customers.

Six Senses is a luxury hotel brand that offers wellness-focused, environmentally conscious, and locally-rooted experiences. Its hotels are located in exotic destinations and offer high-end amenities, such as spas, gourmet dining, and unique activities (Ahmad, Ramayah, Wilson and Kummerow, 2010). On the other hand, Moxy is a budget-friendly hotel brand that is part of Marriott International. It targets young travelers who prioritize style and technology over traditional luxury. Moxy hotels have a fun and social atmosphere, with features such as self-check-in kiosks, game rooms, and communal spaces. The brand aims to offer affordable prices without sacrificing on design and comfort.
Six Senses markets itself as a luxury wellness brand that provides unique and sustainable experiences. The brand's marketing strategies focus on promoting its commitment to sustainable practices and its exotic locations. Six Senses is known for its focus on environmentally friendly practices, such as using local and organic products, reducing waste, and supporting local communities. The brand emphasizes these efforts in its marketing to appeal to eco-conscious travelers. Six Senses places a strong emphasis on preserving and promoting local culture at each of its properties (Akwetey, 2011). The brand highlights local food, traditions, and experiences in its marketing to appeal to travelers looking for authentic and immersive experiences. Six Senses markets itself as offering customized, bespoke experiences for each guest. The brand promotes its personalized service and unique activities, such as wellness programs, in its marketing to attract guests looking for a more exclusive and personalized experience. Six Senses actively uses social media, such as Instagram and Facebook, to showcase its properties and promote its brand (Doole and Lowe, 2008). The brand also collaborates with travel influencers and bloggers to reach a wider audience and create more exposure for its brand. These marketing choices and strategies help Six Senses position itself as a high-end, eco-friendly, and culturally immersive hotel brand. On the other hand, Moxy is a budget-friendly hotel brand that targets young and tech-savvy travelers. The brand's marketing strategies focus on promoting its fun and social atmosphere, affordable prices, and modern amenities. Moxy markets itself as a budget-friendly option for young travelers who want style and comfort without breaking the bank. The brand emphasizes its affordability and value proposition in its marketing to appeal to cost-conscious travelers. The brand markets these amenities and its convenient and efficient check-in process in its marketing to appeal to guests who prioritize efficiency and ease of use (Allison and Kaye, 2015). Moxy hotels are designed to be social spaces with communal areas and game rooms. Moxy actively uses social media, such as Instagram and Facebook, to reach its target audience and promote its brand. The brand also uses targeted digital advertising, such as social media ads and search engine advertising, to reach cost-conscious and tech-savvy travelers (Donnelly and Linton, 2010). These marketing choices and strategies help Moxy position itself as an affordable, tech-savvy, and fun hotel brand for young travelers.
Six Senses is considered a luxury hotel brand and is positioned as a top player in the wellness and sustainable travel markets. The brand has a reputation for providing high-end, sustainable, and culturally immersive experiences (Armstrong, Adam, Denize and Kotler, 2014). Six Senses appeals to affluent travelers who are looking for a unique and personalized experience and are willing to pay a premium for it. Moxy is positioned as a budget-friendly hotel brand that appeals to young and tech-savvy travelers who prioritize affordability and convenience. The brand is known for its fun and social atmosphere and its tech-driven amenities, such as self-check-in kiosks and mobile key access (Chowhan and Shekhwat, 2015). Moxy competes with other budget-friendly hotel brands and aims to offer a more stylish and socially conscious alternative to traditional budget hotels.
Six Senses continues to market itself as a luxury wellness brand that offers unique and sustainable experiences (Chen and Chen, 2010). The brand's marketing strategies include emphasizing its commitment to sustainability and eco-friendliness, highlighting local culture and personalized experiences, and utilizing social media and influencer partnerships to reach a wider audience (Arun Kumar. and Meenakshi, 2011). Moxy is marketing itself as a budget-friendly hotel brand for young and tech-savvy travelers. The brand's marketing strategies include promoting its affordability and value proposition, focusing on technology and convenience, promoting its fun and social atmosphere, and using social media and targeted advertising to reach its target audience.
Six Senses and Moxy have taken different approaches to incorporating sustainability, social aspects, geopolitical aspects, and contemporary issues into their marketing strategies. Six Senses has a strong commitment to sustainability and environmentally friendly practices, and this is a key aspect of its brand identity (Avasarikar and Chordiya, 2007). The brand emphasizes its sustainable efforts, such as using local and organic products and reducing waste, in its marketing to appeal to eco-conscious travelers. Six Senses places a strong emphasis on preserving and promoting local culture at each of its properties. The brand highlights local food, traditions, and experiences in its marketing to appeal to travelers looking for authentic and immersive experiences (Burrow and Bosiljevac, 2012). Six Senses operates properties in exotic locations around the world, and the brand leverages these locations in its marketing to appeal to travelers looking for unique and exotic travel experiences. Six Senses recognizes the importance of responsible travel and incorporates this into its marketing by promoting its sustainable practices and efforts to support local communities (Brennan, Baines, Garneau and Vos, 2008). On the other hand, Moxy is not marketed as a luxury brand, the brand recognizes the importance of sustainability and incorporates this into its marketing by promoting its environmentally friendly practices, such as recycling and energy-saving measures. Moxy markets itself as a fun and social hotel brand, and it promotes its communal areas and lively atmosphere in its marketing to appeal to travelers who prioritize socializing and entertainment (Baines, Fill and Rosengren, 2017). Moxy operates properties in urban locations around the world and leverages these locations in its marketing to appeal to travelers looking for affordable and convenient travel options. Moxy recognizes the importance of technology and convenience in travel and incorporates this into its marketing by promoting its tech-driven amenities and efficient check-in process.

Six Senses and Moxy use different marketing messages to reach their customers. Six Senses positions itself as a luxury brand offering unique and personalized experiences to affluent travelers (Bowen and Ozuem, 2016). Six Senses emphasizes its commitment to sustainability and eco-friendliness, highlighting its efforts to reduce waste, use local and organic products, and support local communities. Six Senses emphasizes its efforts to preserve and promote local culture at each of its properties, highlighting local food, traditions, and experiences to travelers looking for an authentic and immersive experience. On the other hand, Moxy positions itself as a budget-friendly hotel brand offering affordable and convenient travel options to young and tech-savvy travelers (Balogun and Hope Hailey, 2009). Moxy emphasizes its lively atmosphere and communal areas, promoting its fun and social vibe to travelers looking to socialize and have a good time. Moxy emphasizes its use of technology, such as self-check-in kiosks and mobile key access, to offer a convenient and efficient travel experience to its customers (Blythe et al., 2005). These are some of the marketing messages Six Senses and Moxy use to reach their customers and promote their brand.

The comparison of marketing strategies between Six Senses and Moxy highlights the importance of tailoring marketing efforts to the needs and preferences of target customers. Both hotel brands have successfully created a unique brand identity and differentiated themselves from their competitors by using targeted marketing messages and branding strategies. Six Senses emphasizes its commitment to sustainability and cultural immersion, appealing to affluent travelers looking for a luxury wellness experience. Moxy, on the other hand, promotes affordability, technology, and a fun and social atmosphere, attracting young and tech-savvy budget-conscious travelers. The success of both brands demonstrates that there is no one-size-fits-all approach to hotel marketing, and that each brand must carefully consider its target audience and brand identity to develop effective marketing strategies. By focusing on their unique selling points and target customers, Six Senses and Moxy have created a strong brand presence and loyal customer base.
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