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This essay will focus on the hotel chains Six Senses and Moxy, which are well-known worldwide, to analyse the marketing approaches taken by each of these companies. This hotel group is a global powerhouse, with properties under the Six Senses, Evason, and Six Senses Spas brands spread over more than 20 countries (McCormick, 2021). The company is setting itself apart in the luxury hotel industry by placing a premium on its guests' well-being and the natural environment's preservation. By prioritizing guests' well-being via creative programming, meaningful community participation, ecologically responsible design, and friendly service, the firm hopes to become the most recognized and trusted name in socially responsible hospitality. When it comes to the Six Senses, deeds speak louder than words. On the other hand, the Moxy brand of hotels is the newest offering from Marriott International. In 2014, Moxy Hotels opened its doors for the first time in Milan, Italy, in collaboration with IKEA, a Swedish furnishing company. Moxy Hotels has since subsequently gone on to great success. More than 70 outlets across three continents are now open. In addition to offering the basics for a pleasant stay, the Moxy Hotel also aims to be a fun and affordable place (Guo, 2021). With over 60 hotels across North America, Europe, and Asia Pacific, checking in at the bar is only the beginning of Moxy's unusual experience.
When they opened their first hotel in 1995, the founders of Six Senses Hospitality were determined to make a difference in the hospitality business by highlighting the significance of social responsibility. These developments are state-of-the-art, eco-friendly, and faithful to the extraordinary natural beauty of their sites, and they range from exclusive clubs and luxurious houses to exotic resorts and spas. Awards have been bestowed upon the hotels in the Six Senses collection for their cutting-edge architecture and unwavering dedication to providing guests with truly memorable experiences in a wide variety of exotic settings, from verdant mountains to coral reefs to picturesque valleys to fascinating urban cores. Six Senses Hotels Resorts Spas operates 16 hotels and resorts and 25 spas under the Six Senses, Evason, and Six Senses Spas brands in 19 countries (Weiner, 2020). This is in addition to the 31 properties currently signed into the development pipeline. In reality, guests at Six Senses hotels are lodged in an InterContinental Hotel Group establishment. 
On the other hand, Moxy focuses on modern services as they target the younger group. Complimentary drinks are the first preferences of Moxy. Moxy is a character that is well-liked by people of all ages. People who frequent Moxy are the "fun hunters" that the brand alludes to; they do not even take life too seriously, love the here and now, and want to make the most of every minute they have. The food staffs at Moxy Hotels are responsible for developing meals that consider guest preferences. The catering service will collaborate with the client to design a special menu that may include a wide range of appetizers, sandwiches, and other options. The section knows that consumers have varying preferences and dietary needs, so they always stock up on a wide variety of options for them to choose from. In addition to enforcing hygiene laws and giving personnel instructions to help them achieve industry standards, the department is responsible for maintaining the highest levels of quality across the hotel. Finally, they help organize work schedules for staff. Moxy, a young, stylish, and the affordable hotel give guests what they need without excess. It was released in 2014 and redefined "less" as "deliberation" rather than "reduction" and "affordability" without sacrificing "style" or "console." Moxy Hotels embraces "less is more." Cost surprises. The lodgings are excellent, with scrumptious conciliates and easy financial techniques. The brand enjoys public freedom and mutual existence with reliable offerings, including tech-friendly Wi-Fi, 24-hour grab-and-go, and increased bar competence.
The Six Senses hotel chain is one of the largest of its kind, and its properties are known for its emphasis on sustainable practices, local culture, and a soothing atmosphere. Segmenting a market into smaller subsets based on familiar demographic, lifestyle, and psychographic qualities is what the word "market segmentation" eludes to (Ozdenerol and Seboly, 2022). In light of this, targeted advertising strategies need to be developed meticulously. Family vacationers and young adults account for many of the resort chain's businesses. Therefore these groups' profiles have been carefully crafted. CEO of Six Senses Hotels & Resorts, Niel Jacobs, believes millennials are "extremely crucial" to the company. Six Senses recognizes that this demographic invests deeply in the firm's commitment to environmental responsibility and employee well-being. The company is taking steps to acquire properties that speak to these values. Moreover, market segmentation at Six Senses focuses mainly on the psychographic component since it is conducted in line with the client's lifestyle and psychological qualities like openness to change or neuroticism. Six Senses creates a serene and romantic atmosphere for couples. Therefore, many joyous couples have chosen the resort to celebrate their weddings. Geographic segmentation involves dividing a market into its component nations, states, and regions (Brown et al., 2019). After seeing his brand expand, Niels Jacob has prioritized selling his products in the United Kingdom, China, Germany, Austria, France, and the United States, with a decrease in trade with Russia and an increase in Central Asia. However, it is common for Chinese, American, and Central Asian visitors to travel with their families. 
On the other hand, the Moxy hotel chain that debuted in Georgia is now well-established in 30 nations and areas worldwide. Moxy's youthful exuberance, friendliness, and vigour are reflected in the store's daring aesthetic and inexpensive costs. The bright, airy, and busy lobby of any Moxy is a great place to start the holiday vacation, no matter where in the globe one may be heading (DiNuzzo, 2019). The company's marketing strategy focuses heavily on reaching the millennial generation. It is also a luxury hotel, making it an exciting and appealing option for the younger set. Moxy, a new brand from Marriott, aims to provide an upbeat environment for young people while also providing convenient access to popular tourist destinations. The company's hyper-focused strategy on a particular market segment has allowed it to develop an in-depth familiarity with those demographics’ specific preferences and buying habits (Berndt, 2022). As a result, the guests can rest assured that the services they receive will be of the highest quality.
To better serve its staff and guests, Moxy Hotels has implemented Avaya IX Workplace and formed a partnership with Tele-Automation to improve its communications infrastructure. The efficiency of hotel operations has substantially improved because of Moxy's capacity to permit continual two-way communication between the front desk and the back office, including mobile users (Tan, 2021). Tele-automation with Avaya IX Workplace has helped Moxy Hotels cut costs on call routing and improve disaster readiness by enabling administrative staff to work from home. Avaya IX Workplace provides customers with flexible and scalable technology to keep up with their rapidly growing businesses. Moxy Hotels' solution incorporates Avaya's sophisticated desktop IP phones, which offer unified communications features and a highly adaptable user interface for knowledge workers (Belo, 2021). On the other hand, Six Senses, as one of the well-known reports, focuses on and emphasizes digital communication more rather than depending on the traditional approach. Six Senses are much more dependable on making new websites which can attract a large audience with unique and creative designs and captions that can be effective for their firm. Besides that, anticipating social media performance could be an effective service priority in their business. This way, it might be beneficial for Six Senses to resort to standing in the strengthened positions. 
Six Senses takes a holistic strategy for tourism growth in its outlet regions, clearing vegetation cover, grooming slopes, creating roads, and providing utility services, including sewage and water treatment. Its customers can also make use of its lodging options. Evidence of the effects of insufficient sustainability measures by companies may be seen in global climate change, where several studies have shown a decline in warmer winters and snowfall (Rice et al., 2022). Considering these factors, it is evident that Six Senses has to reduce its emissions of greenhouse gasses to satisfy its environmentally sensitive stockholders. Six Senses may make a difference by investing more in sustainability efforts. The Moxy Hotel provides everything to individual needs, but it could improve its service by adding features like an allergy-friendly trash can. Older, more seasoned guests who need to become more familiar with the Hotel Crew may find the Moxy Hotel's lack of a front desk could be more convenient. The only way to achieve what you need is to either give up hope entirely or wait an eternity. Depending on the gravity of the crisis, such as a faulty shampoo dispenser, it may be necessary to disguise the presence of an emergency crew. When a visitor at a MoxyHotel complains about the temperature in their room, they are at a disadvantage. There needs to be more reliable communication mechanisms in times of crisis. The Moxy has high parking rates compared to comparable Los Angeles garages.
The success of a company hinges on the marketing strategy it employs. It has to utilize effective advertising strategies, such as price and promotion, to stay ahead of the competition. In this article, one traced the beginnings of two prominent worldwide hotel brands, Six Senses and Moxy, and contrasted their evolution through time. They both end up becoming very influential figures in the hotel industry. These two hotel groups have risen to the top of the hotel sector due to the creative use of marketing. Both countries' hotel chains are committed to supporting the SDGs.
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