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This essay's primary goal is to contrast the marketing approaches of the Six Senses and Moxy hotel chains. Effective marketing is essential because it increases brand awareness, builds customer loyalty, and affects sales. In addition, need, applicability, reputation, competitiveness, etc., may all be created and maintained with the aid of a well-thought-out marketing strategy that is integrated into the overall business plan. Hotels in the Six Senses portfolio have earned a number of honors for their unique styles and dedication to making their guests' experiences in beautiful mountain settings, idyllic valleys, fascinating urban areas, and coral reefs memorable. Moxy Hotels, on the other hand, aim to be affordable and entertaining without compromising on amenities or design. Around 60 Moxy Hotels may be found in the Americas, Europe, and Asia & Pacific.
Marketing strategies of Six Senses and Moxy
The Six Senses is a chain of five-star hotels across the world that is committed to sustainability and wellness. The most important parts of the franchise have been analyzed, and the company's key divisions have been determined. Market segmentation is the process of separating a market into smaller, more manageable segments based on common characteristics such as demographics, lifestyle, and psychology. The Moxy Hotel's rooms may be smaller than those at the Six Senses, but they're nonetheless quite beautiful and up-to-date thanks to amenities like USB ports and free, high-speed Wi-Fi (Cpp-luxury, 2017). The lobby of a Moxy hotel is the hotel's hub and a lot like the living room at other hotels (Williams, 2022). The town square is important for all these purposes and more. The bar is also where visitors check in, so they can take advantage of the food and drink choices available around the clock. The Moxy is a one-stop shop for travelers in search of excitement.
The pandemic era is when Six Senses made the most significant modifications to its advertising strategy. Based on the perceptual map theory, it can be highlighted that they have begun rolling out a new kind of advertising campaign whose central theme is the creation of cherished memories (Gigauri, 2019). Because to the Covid-19, international travel has been severely disrupted however, as the situation has begun to normalize, On the other hand, Moxy has been running advertising efforts to bring its citizens back together. Moxy Hotel chain worldwide advertising campaign has included illustrations of customers fondest past vacation moments with the company (Rendón, Martínez and Flores, 2014). The success of these initiatives from both hotel chain end has allowed the hotel industry to expand their client base by rekindling guests' fondest memories of their properties.
Marketing positions of Six Senses and Moxy
For the third consecutive year, readers of Travel & Leisure, the most widely read and important U.S. travel magazine, have chosen Six Senses Hotels, Resorts & Spas as the best hotel chain in the world. Six Senses who utilize the "low-cost supplier" approach in Bowman's Strategy Clock model compete by supplying their wares at the lowest feasible prices while giving nothing in the way of value-added benefits to customers against the Moxy hotel chain in the industry (Sridharan, 2021). Companies with little room for distinction utilize this tactic while competing in price-sensitive markets which supports the perceptual theoretical positioning strategy (Won, Oh and Choeh, 2018). Hotel chain like the Six Senses that want to compete on pricing must have a lean and mean organization, since they are focusing on tourists who are searching for the best value (Won, Oh and Choeh, 2018). 
Out of the 634 other brands in the travel and leisure industry, our Top Online Popularity includes the moxy hotel brand, which was launched in 2013 in the United States. moxy HOTELS is a registered trademark of New York Stock Exchange-listed MARRIOTT INTERNATIONAL (Allbrands, 2013). Moxy Hotels operates in the travel and leisure industry. Hotel chains like the Moxy business structure supports the hybrid bowman’s tactic in marketplaces with a mix of price-conscious and value-oriented targeted hotel customers. Such approach is used by strong financial hotel chains who want to strike a good balance between price and unique selling points by providing a selection of both. It's possible that they use a hybrid approach, balancing cost-cutting measures with efforts to set themselves apart. 
Marketing strategies of Six Senses and Moxy
Six Senses current marketing plan aims to establish the hotel chain as the go-to in the minds of customers whenever high-quality service is desired. The primary goal of the Six Senses brand's strategy is to build and maintain customer loyalty by fostering strong relationships with repeat guests (Horng et al., 2022). From the perceptual marketing concept, it can be highlighted that the Six Senses hotel chain offers a wide variety of hotel and travel-related products and services, including transportation, dining, and membership perks (all Six Senses hotel customers different exclusive prices). So, in conclusion their hotel chain prices reflect the fact that the company's clientele tends to be wealthy business travelers who value comfort above all else (Horng et al., 2022). Because businesses make up the bulk of their intended audience, all of their marketing efforts are geared on emphasizing the superiority of their premium offerings. They promote themselves in a variety of high-end periodicals and online. In addition, their offerings are advertised on several social media sites.
Based on the perceptual mapping model it can be highlighted that Moxy hotel follows the percep offers a wide variety of amenities, from a spa to a fitness center to many restaurants (Krawczyk and Xiang, 2015). In addition to these amenities, they also provide a selection of premium class guests with a variety of room service options which helps them to enhance the hotel chain profit margin from different segments. The prices at Moxy hotels vary from customer to customer and from service to service. When it comes to price, they use a tiered approach so that customers may pick and choose what works best for them financially (Etzel, Walker and Stanton, 2019). Ads they put in newspapers, magazines, on television, and on social media sites to get the word out about their services. According to Cateora and Graham (2020), positive word of mouth is spreaded from a significant portion of consumers, when the brand successfully launch a successful ads in the marketplace. Such strategic approach in the hotel industry demonstrates a competitive edge approach so that the hotel promotes itself at various conventions and other gatherings against its competitors. 
Sustaianbility strategies of Six Senses and Moxy
The objective of sustainability is to lessen Six Senses hotel's negative influence on the local environment by promoting renewable energy sources and cutting down on wasteful energy use (Jones, Hillier and Comfort, 2014). Six Senses business sustainable strategy supports the eco-friendly and socially-conscious practises may coexist peacefully with jaw-dropping aesthetics in retreat settings. Free of trash, poisons, and plastic, yet brimming with religious fervour, festivity, and happiness falls under the strategy of Six Senses business model.  For example, by 2022 they have successfully reached to the goal of using unnecessary plastic within their hotel chain model (Sixsenses, 2022). On the other hand, the same impact on revenue management may be achieved by decreasing energy usage as by raising the average daily room rate, making energy conservation one of the most crucial aspects of sustainability for Moxy Hotel as well. It can be considered as one of the competitive advantage for this hotel chain against the Six Senses. Energy monitoring, digital thermostats in guest rooms, and the adoption of LED light bulbs are some of the most widely adopted energy conservation methods (Calisto et al., 2021). Installing solar panels to power water heating is another common method people contribute to energy saving. Several hotels such as Six Senses and Moxy are promoting the use of locally sourced, organic food in their restaurants as part of their sustainability efforts. It also serves to advertise the restaurant's meticulously sourced ingredients. Without a doubt, there is a movement towards using products that are obtained in a sustainable manner and that also support the local economy of the area where the hotel is situated. 
Marketing messages in the market from Six Senses and Moxy hotel chain
Guests may experience the Six Senses principles in a variety of ways at each of the brand's properties since they are all owned and operated by different companies across the world. It is critical for hotels like Moxy and Six Senses to deliver on their promises if they want to keep their customers coming back. A customer who has been at one of Six Senses or Moxy hotels should be acknowledged when they visit any other hotels under your brand. Preferences are always honoured and remembered by first storing the user's history securely, then applying that history to the current situation by these two hotel chain competitors (Fan, Hsu and Liu, 2022). 
Experience mapping is a valuable tool for identifying and implementing consistent brand touchpoints, which is essential for building a successful brand for Six Senses and Moxy hotel chain. The hospitality provided to guests should become an indelible part of their experience, their tale, and their memories. Every aspect of the hotel company llike these two competitors may be a chance to surpass competitors and put a well-defined idea into reality, especially given the ongoing pressure the sector has been under to grow and reinvent itself in the face of new digital and service-focused industries disruptors. The need to include novel features into the brand experience is clear (So et al., 2013). Marketing campaigns that make use of sound design strategically often have positive results in terms of increased brand awareness and consumer participation. The most effective forms of advertising are the ones that go unnoticed by the target audience. Knowing where and how
the hotel provides value to its guests experiences at various touchpoints during their stay is crucial to crafting a memorable in-person stay. 
Conclusion
The globe has become the marketplace and within each developments in both online and offline technology puts a healthy margin for hotel chain. But, the company has to stand out in order to take advantage of this. In the hotel market, a strong brand may boost credibility and convince clients to choose its business over the competition. People would rather be associated with a respectable and trustworthy brand, which has been found from the essay. Communication with guests is not limited to what happens in the physical space. Large hotel chain like Six Senses or Moxy hotel may cover all bases with a well-executed social media strategy, but they should not lose sight of the fact that the ultimate aim is to make consumers happy and convince them to become repeat customers. 
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