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Introduction
The following essay aims to discuss the business discipline of the market and its core element that will further help the business to develop. A study on current trends of two multi-national brands namely Six Senses and Moxy and their developments in marketing will be done in this essay. The marketing choices the brands have made to enhance their business will be discussed along with their historical background. The essay will further discuss the consideration regarding Sustainability, Social, Geopolitical, and Contemporary issues made by the brands for their market development. Furthermore, the marketing messages given by their brand to their customers and the changes over time will be covered in the essay.

Discussion
Six Senses is one of the luxurious hotel brands that operate in various countries (Jobber and Ellis-Chadwick, (2020). It was established in 1995 with the aim to provide the best experience to its customers by serving the purpose of travel. Moxy is one of the recognised hotel brands for its conventions. This is one of the hotel brands that belong to Marriott International. The first hotel chain of Moxy was set up in Milan in 2014, associating with the Swedish furniture brand IKEA. The organisation mainly focuses on the comfort of its customers and designed its rooms in the best possible luxurious business that attracts customers who crave adventures (Bowie, et al, 2017). 
The organisation has maintained its sustainability by balancing a proper proportion of commitment between the environment and the economic structure of its business. They use smart access with their land topography and orientation and others for creating space for serving a vibrant and alive atmosphere. For further development of business, Six Senses has enhanced its sensory experience in developing the marketing strategy. Visualization has become their main priority and creates memory among their customers that will last longer (Smith, 2020). The organisation has developed its technical expertise that helped the organisation in enhancing its marketing strategies. Moxy has shifted its marketing strategy from awkward to audacious by working on its architecture. This will help in boosting the customer's confidence making it a popular and appreciated hotel to lodge in. furthermore, the brand has adopted an augmented reality (AR) experience for their customers that allows them to win prizes by exploring their hotel with smartphones (Olenski, 2023). Customers can create their avatar before logging in to the hotel that is operated through smartphone cameras. The QR code scanning system in the transaction process enhances the customer experience by easing their payment method (Kotler, 2020). 
The marketing strategy of Six Senses has focused primarily on understanding sustainability concerns and finding ways to fulfil them. It connects people more with the brand than its products. They have to understand the requirements of their customers and find ways to fulfil them appropriately. The guest experience shared with other people acts wonders for their brand and its story. The brand has united a multinational, multicultural, and diverse portfolio of properties with its hosts, which helps in attracting more and more people to the brand. The primary customer base of the business is people who understand the significance of sustainability in the current world and want to experience a beautiful journey while away from home. They try to provide the best experience to their customers who work like marketers for people apart from here. It is a five-star hotel, thus, providing a lavish experience to people all over the world. It has been actively involved in highly promoting rejuvenation and sustainability culture. The characteristics of the franchise showcase that the main segments of the customer are families who are in the millennial group. This is the socio-demographic segmentation of their customer base. They believe that people of this generation will be able to understand what the business is working towards by trying to save the environment. As for the psychographic segmentation, Six Senses focused on couples more by giving them an environment of romanticism and serenity helping to enhance their experience (Clow and Baack, 2013). The couples visit the hotel to celebrate major life events like weddings and anniversaries. The primary marketing strategy of the business is focusing on millennials as they are more open-minded and influenced by sustainability. They reflect on young people and provide them the correlated services in the best possible way. On the contrary, Moxy hotels are also attractive to the new economic lifestyle. They are also targeting the millennial customer base and focusing on the new demographic customer base. They use technology more and socialise with their customers on a new level providing them with personalised services. Moxy has been centred primarily on the European market and plans to further expand in the US. This is because the brand has shaped itself into a new pool of customers. They want the customers of Moxy to have purpose and characters that drive them towards a good experience. Moxy is a brand that has focused more on providing millennials with a personalised experience and fulfilling their requirements during the time of their stay. A hotel is not just a sleeping quarter and can provide better services than the ones situated locally. The hotel has created social places with fireplaces and swimming pools attracting a large share of people to the brand. Millennials have been more inclined toward going away for a business trip and booking hotels with good experiences on an urgent basis. The GDS is huge for Moxy, as it is focusing on being a stand-alone brand. The business is running a main ad campaign among marketers through its Amadeus GDS, so every time people use the service can see the ad of the business (Housden, 2008). This way both brands have created a special niche for themselves and are providing services in a different way to a range of customers. Their primary focus has been on providing the best marketing messages to people so that they can attract more clients (Ryan, 2012).
The above comparison between the two hotel brands has helped in understanding the difference between strategic approaches to marketing and different use of social media that businesses do to reach out to their consumers. The definition and scope of marketing have changed significantly and this change has led to the growth of businesses significantly. In the last few years, several issues have aroused in the world which have also changed how businesses operate. Businesses have started to operate through the online platform because of the pandemic and the companies have started to constitute their marketing strategies based on how customers want to see a brand. Several data analytics tools help businesses in understanding what their customers are and how they can provide the best marketing messages to them (Chaffey, 2019). The marketing messages have been more customer-centric as compared to how it was brand-centric for a few years. The shift towards environmental sustainability has led businesses to adapt to measures that help them in enhancing nature and the environment. Customers or people, in general, have understood the significance of saving the planet and are now boycotting businesses that are not actively working toward saving the environment. Furthermore, this has led the businesses to mould their marketing strategies in a way that presents their sustainability reports and showcases the social concerns they are working towards solving. For illustration, tourism businesses have started to focus on ecological tourism more, which they actively present to the target customer base to help in increasing their customer reach (Kotler and Kartajaya, 2017).


Conclusion
The above-conducted essay has helped in understanding the two hotel companies Moxy and Six Senses in detail. The emphasis of the essay has been on evaluating what changes they have made in their marketing strategies over the years. Furthermore, the historical background of these brands related to marketing has been understood after which the current marketing strategy of the brands has been emphasised. According to the Six Senses marketing strategy, it can be understood that the business has focused on maintaining sustainability, emotional hospitality, and service to the community at its level best. Additionally, the Moxy hotel uses an approach of providing a new experience to their customers through even their marketing campaigns. The essay has also helped in understanding what considerations the businesses have made with their overall marketing strategies and focused on contemporary issues or sustainability. Moreover, the marketing messages that are given to customers now have also been understood as how these have changed over time. 
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