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The main focus of the six senses hotel brand is renowned for the wellness and sustainable approaches that it delivers to its potential customers or host. This hotel brand is committed to preserving the environment with sustainable operations. It generally offers an emotionally intelligent strategy to its relevant services, which eventually initiates with empathy. On the other hand, Moxy is a stylish and affordable hotel brand designed to satisfy guests with their probable desires. 
The historical ambition of the six senses hotel brand since 1995 was based on new experiences and cultural activities to make the guests feel the motive behind travelling. The ultimate vision of the six senses hotel brand is to reawaken the senses of potential guests by reconnecting the hosts with the entire world (Liu et al., 2020). This hotel brand mainly focuses on working with property owners to make intelligent and effective use of the land and building materials for creating great spaces for their potential guests or visitors. The main focus of this hotel brand since the early stages has been to maintain sustainability by preserving the environment (sixsenses.com, 2023). A six senses spa was initially incorporated within various resorts and other prosperous properties of this hotel brand. Apart from this, a yogic programme was merely introduced within the concerned hotel brand with the purpose of overreaching integrated wellness for potential visitors. In 2014, this hotel brand worked on incorporating intelligent technologies in the rooms of prominent guests to reduce anxiety. 
On the other hand, Moxy hotel is one of the emerging brands as the first Moxy hotel was established in 2014 in Milan by acquiring a partnership with one of the Swedish-recognized furniture brands commonly known as IKEA. This hotel brand mainly attracts travellers from different places by providing sleek designs, affordable rooms, bars and restaurants (moxy-hotels.marriott.com, 2023). The first Moxy was an instant smash because it featured everything many visitors, especially millennials, are looking for in a hotel, including high reactivity public areas and a sweet budget point. Considering New York City standards, a night's stay starts at 139 dollars, far more expensive than the 30 to 40 cents the building's initial hotel visitors spent at the beginning of the century (nytimes.com, 2023).
The marketing mix strategy is an effective strategy as it enables a firm to promote its product and services to its respective target audience. In accordance to the marketing mix strategy, the company offers a variety of products and services that includes dining establishments, outdoor recreation areas, and guestrooms. While "Moxy Hotels" also provides a variety of fashionable accommodation options for visitors, including small rooms with cutting-edge innovation (Jobber and Ellis-Chadwick, 2020). Pricing strategy for the hotel chains like "Six Senses Hotels" charge a higher rate for their upscale amenities, services, and experiences. In order to reach high-end market groups, particularly those willing to pay for luxury as well as one-of-a-kind experiences, the concerned hotel chain also relies on the premium pricing tactic (Rahayu et al., 2018). The "Moxy Hotels" strategy is to provide affordable services by providing room rates that are less expensive than those of various conventional hotels.
The promotion strategy for leading hotel brands, including “Six Senses Hotels,” relies heavily on numerous marketing channels. The business uses contemporary marketing campaigns, such as websites and social media, to raise brand awareness. Additionally, it collaborates with a number of travel agencies to market its goods and services (Olson et al., 2021). When customers are urged to tell others about their positive experiences, the business still benefits from effective word-of-mouth advertising. To target its target audience and improve brand awareness, "Moxy Hotels" uses experiential events, influencer relationships, and online marketing (Bowie et al., 2017). In addition, it offers rewards programs and other incentives to enhance its professional image. The segmentation placing strategy of the six senses hotel chain is quite different from other hotel chains as it places its resorts or restaurants in various exotic locations, which is mainly concerned with nature to attract more visitors. On the other hand, the Moxy hotel chains place their restaurants and resorts in urban regions in various prime locations for the purpose of attracting more visitors. 
The Six senses hotels' key advantages are that they provide a distinctive communication, upscale atmosphere with a strong emphasis on environmental responsibility and well-being. Owing to its position for delivering the best products and services, the business is well-known and well-respected. However, Moxy Hotels is one of the biggest chains in the world, which essentially gives it a strong brand reputation and a worldwide network (Kotler et al., 2020). The company is committed to providing a touch of luxury at a competitive rate and offers a distinctive and trendy style those appeals to young and frugal visitors. The "Six Senses Hotels" are highly recognised for their abundant and superior hospitality offerings, which can result in higher pricing that some guests may find difficult to pay. In comparison to well-known hotel chains, it, too, has a lesser-known global brand. Since "Moxy Hotels" is a relatively new brand, it might not be as well known as a more well-known hotel chain in the UK. In addition, the company finds it challenging to compete with famous budget hotel brands.
In order to reach more prospective target clients and raise overall revenues, the "Six Senses Hotels" may investigate new markets. In addition, it expands the use of technology to enhance the visitor experience. However, "Moxy Hotels" can profit from the opportunities presented by the rising demand for inexpensive lodging, particularly among younger travellers. The firm may also cooperate with and work with firms that provide travel-related products and services (Chaffey and Ellis- Chadwick, 2019). Other hotel brands that could offer comparable experiences and services are fierce competitors to "Six Senses Hotels." Both firms are also coping with the world's travel industry's volatility and economic unpredictability. In addition, natural disasters like Covid 19 and geopolitical upheavals like the conflict in Russia and Ukraine have an effect on travel and tourism, which poses difficulties for the brand.
According to the global economy, 0.54 is the current political stability rate in the UK is beneficial for both international hotel brands as it would promote the concerned hotel brands for delivering efficient services and products to prominent travellers (theglobaleconomy.com, 2023). The hospitality industry in the UK is one of the critical factors for the development of economic conditions of the UK as the hospitality industry contributes a significant amount to the development and growth of the financial perspective of the UK (cim.co.uk , 2023). The concern for an eco-friendly environment in the UK is one of the emerging factors which every hotel chain must incorporate within its operations and services. In accordance with this, the six senses hotel brand mainly focuses on preserving the environment as it primarily works on sustainability approaches by protecting the environment. 
The brand message of six senses hotel is that it eventually believes in transformative travelling experiences as it is mainly concerned with preserving the environment with sustainable approaches and operations. On the other hand, the brand message of the Moxy hotel brand targets explicitly the “millennial travellers” by offering open-mindedness and playful programmes for featuring incredible experiences to its prominent visitors (Khanna et al., 2019). The crisis is putting strain on tourism, hotels, and property investment industries worldwide, from increased gasoline prices to changed commercial operations in Russia and Ukraine. New constraints from the US, UK, and European Union were cited as the reason Moxy-Marriott International announced that it is ceasing business in Russia.
While the bulk of western hotel companies has pledged to curtail or discontinue operations in Russia due to the ongoing conflict with Ukraine, reports from Russian media suggest Hyatt and IHG properties, such as six senses hotel brands, have just opened or will do so shortly. It is to be recommended that the Moxy hotel brand must incorporate environmental concerns within its operations and approaches (Banyeva et al., 2023). On the other hand, the six senses hotel brand must reduce its pricing strategy as it adopts a premium pricing strategy for its product and services (Ryan, 2012). In order to increase brand awareness among prominent visitors or travellers, hotel chains must improve their advertising and promotion techniques or methods for attracting a variety of visitors to their preferred hotel chains in the UK. 

This study mainly concludes the comparison of marketing methods for two of the hotel brands, six Sense and Moxy hotel brands. This study highlights different marketing strategies used and incorporated by the two different hotel brands. The significant changes incorporated by the two hotel brands, six senses and Moxy, due to the outbreak of the Russia-Ukraine conflict has also been discussed in the above study. The use of social media and digital marketing techniques by the two different hotel brands is also addressed in this study. 
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