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	Six Senses and Moxy are two of the leading international hotel brands in the hospitality industry. These brands have established a reputation for providing high-quality service and a unique guest experience. Six Senses is a luxury hospitality brand that operates a collection of hotels, resorts, and spas in over 20 countries (Tokue, 2021 p. 5). The brand is known for its focus on sustainability, well-being, and luxury. The Six Senses brand also offers a wide range of products and services, such as wellness retreats, spa treatments, and dining experiences. Moxy is a modern and affordable international hotel brand. The brand is designed to appeal to millennials and young professionals. Moxy is all about making travel more affordable and accessible so that more people can experience the world. The brand strongly focuses on technology and digital solutions, such as mobile check-in and mobile key access. Six Senses focuses on creating a more personalized experience for their guests through personalized amenities, interactive experiences, and unique activities (Banyeva et al., 2023 p. 70). Moxy focuses on creating a fun and youthful atmosphere for its guests. For Six Senses and Moxy to reach their target customers, they rely heavily on digital marketing tactics such as content marketing, social media, and influencer marketing.
                Six Senses and Moxy hotels have taken different approaches when it comes to marketing. Both hotels have made strategic choices emphasizing their unique offerings, targeting the right audiences, and leveraging the latest technology (Saura et al., 2019 p. 90). Six Senses has chosen to focus on a more luxury-oriented marketing approach. The brand emphasizes its commitment to providing guests with a high-end experience, with an emphasis on service, spa treatments, and sustainable practices (El-Adly and Abu 2018 p. 623). It has partnered with other luxury brands, like Dior and Louis Vuitton, to create exclusive experiences for its guests. On the other hand, Moxy Hotels has taken a more budget-oriented approach that focuses on providing guests with an affordable, fun, and modern experience (Vieira et al., 2019 p. 108). They also emphasize their unique offerings, like free Wi-Fi, breakfast, and trendy décor. Further, they use social media, influencers, and targeted ads to reach their desired demographic. 
	Considering the PESTLE analysis in terms of technology Six Senses and Moxy have both decided to invest heavily in digital marketing. Six Senses utilizes its website and mobile app to provide guests with a seamless booking experience. They also use digital channels, such as email, to communicate with guests and build relationships. Moxy has also embraced digital marketing, utilizing social media, advertising, and content marketing to reach guests (Tokue, 2021 p. 5). Thus, the hotels have taken different approaches when it comes to marketing. Six Senses leverages its luxury positioning and digital channels to reach guests, while Moxy focuses on a more budget-oriented approach and heavily utilizes social media and influencers. Both hotels have invested heavily in digital marketing, creating engaging experiences for their guests.
	Six Senses has a market from which it benefits mostly from its customers. It has a strong market position from which it enjoys a high flow of customers compared to its competitors. The company has introduced new destinations for the hotel and is creating more unique strategies to reach its customers (Tokue, 2021 p. 5). It has shaped its customer's perceptions through holistic assistance and administration that can satisfy them. Six senses utilize place and price to reach customers who can create specific regions. The company's promotion strategy has a unique way of appealing to its customers and necessitates that they acquire the services that Six Senses offers. Moxy Hotel has moved to international levels to reach its millennial travelers, its target customers (Xiong and King, 2019 p. 68). It used its brand as a member of the Marriott hotels to be in the spotlight and reach more customers. Its services are of high quality, and its brand targets a frugal lifestyle. It has a strong branding strategy to help it beat the competition in the hospitality sector. The Moxy Hotel is thriving in the market and profiting by focusing on people, place, and promotion as key strategies to compete with other hotels, such as the Six Senses.
	Six Senses employs differential marketing to help reach its clients. The services of six senses hotels differ from those of Moxy hotels. It also applies strategic marketing by reaching all its clients from different locations. Six Senses also uses geographical marketing, the same as Moxy Hotels, to reach their customers from different locations worldwide (Manns, 2020 p. 359). Also, the two hotels use demographic marketing to reach a specific audience for their services. The Moxy Hotel is aiming for the economic millennium, whereas Six Senses is aiming for wealthy business executives. Through its top-tier and exotic resorts, it uses products as its marketing ideas to reach high-class customers. Moxy Hotels uses personalized marketing to acquire more customers (Matura., 2020 p. 40). Six Sense primarily uses referrals and advertising to reach out to its customers et al. Each hotel has a more strategic way to reach its audience: Moxy uses individual targeting for its clients, and Six Senses uses geographical and social media advertising as its specific mode of marketing.
	Six Senses and Moxy have made similar and varied considerations within their marketing regarding sustainability, social, geopolitical, and contemporary issues. In the case of the six senses, it has taken its first steps towards establishing a reciprocal relationship with local ecosystems and the local communities and cultures in areas where the hotel chain brands are situated. To ensure that they add value to the local stakeholders, the company collaborates with local communities to protect the environment and use a regenerative business model. The organization's goal in that area is to give back to society by creating margins that are greater than what it takes from it. It considers different aspects, such as humans, animals, and plants, as a way of giving back (Guo, 2021). On the other hand, Moxy uses a similar approach to a sustainability plan, whereby the company also depends on partnerships with different stakeholders. Moxy also partners with their customers and uses different mechanisms and approaches to improve the customer experience, through which they adopt ways that encourage customers to make mindful choices. Their approaches are similar in that both recognize the power of partnerships in achieving sustainability through different approaches toward that goal.
	There are also differences in their approaches to sustainability, whereby Moxy uses a different approach to partnerships than the ones used by the six senses. While Six Senses works with local communities to achieve sustainability goals, Moxy works with their customers and other hotel chains to create an eco-friendly partnership for long-term success (Górska-Warsewicz & Kulykovets, 2020 p. 4810). Differences also abound in how the company approaches the issue of sustainability. Simultaneously, six senses include an earth lab where engagements with local stakeholders are made to promote the various ways to achieve sustainability in inspiring ways. They use spaces to host workshops and engage local communities in different ways in which they can connect with the natural world around them in a personal way to achieve sustainability. On the other hand, Moxy adopts a different approach whereby the company partners with different hotel chains on a common path to sustainability (O’Reilly et al., 2017). The organization looks for and develops ways to achieve its mission of ridding the world of plastic waste, such as by reducing the use of plastic water bottles on a large scale. 

	The two companies apply marketing messages to their customers with similarities and differences, and there are varied ways in which their marketing approaches have changed over time. Six senses convey a commitment to wellness, sustainability, and fun. A quick way of doing things is part of sending a compelling marketing message to their customers. The company strives towards creating a meaningful brand, which is an effective way of sending out a marketing message to customers (Riadi et al., 2022 p. 65). Thus, people can connect with the company brand, thus attracting and retaining customers who resonate with it. Loyal customers and guests are offered exceptional company experiences designed to ensure customers can connect physically, mentally, and spiritually with them. Thus, both the six senses and Moxy use a marketing approach designed to send a message through their vision to everything else about the company, from their locations and building designs to even the foods and services they offer their customers (Shrivastava et al., 2021 p. 34). They also connect with their customers through the social and environmental choices that they make within their operations.
            There are also differences in how the two organizations create experiences with their customers, which serve as a message for attracting and retaining customers. The ways through which they incorporate cost consciousness, fun, and style to achieve and retain customers are designed to lure customers to their organizations in different digital ways (Kafley, and Mojumder, 2018). Six Senses targets different segments and customers to increase its market share. Moxy uses an approach in which they primarily target the young population. They offer stylish and affordable accommodations and services for fun-loving travellers (Roth, 2021). The companies have adopted marketing messages with content that triggers optimistic thoughts and imaginations for the future and stories that make people think and educate themselves, say analysts at Euromonitor International. They have adopted content that delves deeper into brand stories and maintains close communication, creating affinity for their brands. Social media plays a huge role in passing such messages to customers.



Conclusion
          The top international hotel brands in the hospitality sector, Six Senses and Moxy, have a solid reputation for offering excellent service and a distinctive guest experience for their customers. The two have been propelled to market dominance by marketing approaches that are similar or different in various ways. A comparison of the two organizations' marketing approaches shows that both companies leverage their strengths and employ weaknesses to achieve success within the particular markets in which they operate. They have adopted similar and differentiated marketing strategies to achieve their current marketing positions. They have also moved with the changing times and adopted new marketing approaches to stay ahead of the market, such as aggressively adopting social media to increase their marketing reach. The companies have also incorporated current issues into their operations, such as sustainability and contemporary social issues, to increase their resonance with customers today.
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