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Introduction
Here is an overview of how Six Senses and Moxy's marketing strategies compare: Six Senses and Moxy have emerged as two notable competitors with their different marketing strategies in the fiercely competitive world of hospitality. Each brand strives to carve out a specific niche in the industry (Alshurideh, 2023). Despite having different target demographics, service offerings, and brand identities, these two hotel companies have been successful in drawing in tourists from all over the world. A haven of peace and environmental responsibility, Six Senses is known for its opulent resorts and dedication to holistic wellness and sustainability. Moxy, a brand that falls under the Marriott International umbrella, has contrasted this by positioning itself as the cool, reasonably priced option for the youthful, socially conscious traveller. In terms of marketing, each company has followed a different path, deliberately adjusting to shifting consumer tastes and the dynamic environment of the hotel sector (Alshurideh, 2023). In this comparison analysis, we examine the marketing strategies used by Six Senses and Moxy, charting their development over time and analysing their present tactics. We look at how these brands have created and expressed their distinctive identities to captivate their various audiences, from their branding to sustainability initiatives, social engagement, and answers to current challenges. 
Main Body
Six Senses was established in Thailand in 1995 and was first well-known for its opulent resorts and spas. Early marketing campaigns for the company focused on its USP, which was holistic wellness and sustainability that integrated environmental and social responsibility into the customer experience. Early in the new millennium, they diversified into urban and rural areas, adding more properties to their portfolio (Caruelle, 2023).
To appeal to a younger, more cost-conscious market, especially millennials, Marriott International developed the more current brand Moxy, which was introduced in 2014. Moxy has always been intended to be fun, energetic, and social, offering a distinctive value proposition in the market for low-cost hotels.
One of the biggest adjustments to Six Senses' marketing strategy has been the company's increased focus on sustainability. They began by integrating environmentally beneficial practises, such as trash reduction and energy efficiency, and making these a main focus of their marketing (Caruelle, 2023). Six Senses has made significant investments in content marketing recently (Wallace-Hadrill, 2014). They have produced visually attractive and educational content that highlights the wellness and natural beauty features of their locations (Deng, 2022). They have been able to engage and inform their audience about their distinctive brand values thanks to this shift towards content. Six Senses has increased the variety of activities it offers while keeping its emphasis on well-being, including adventure travel, cultural immersion, and distinctive culinary experiences. These upgrades have been promoted to increase their marketability (Deng, 2022).
Moxy has constantly embraced a young and lively brand image, emphasising enjoyable and sociable experiences for visitors. Since its start, Moxy has placed a strong emphasis on connecting with its target audience through social media channels (Huang & Cai, 2015). This includes enticing visitors to create content on social media websites like Instagram and TikTok. Moxy has consistently prioritised an easy online booking procedure (Headforpoints, 2023). They keep improving their website and mobile app to make booking and access for guests easier.
Six Senses targets affluent travellers looking for upscale, environmentally sensitive, and transformative travel experiences and portrays itself as a luxury brand with a strong focus on holistic well-being, sustainability, and distinctive guest experiences (Huang & Cai, 2015). Six Senses is renowned for its upmarket resorts and spas in far-flung and exotic locales that provide visitors with a luxurious and restorative stay.
Moxy, a division of Marriott International, caters to a younger, more frugal clientele, especially millennials and those seeking reasonably priced rooms with a fashionable flair. Moxy hotels are frequently found in metropolitan centres and hip neighbourhoods. It presents itself as a lively, colourful, and social brand, focusing on providing enjoyable and social experiences for guests (Paredes et al., 2023).
By emphasising eco-friendly practices like waste reduction, energy and water conservation, and the use of renewable energy sources, Six Senses has incorporated sustainability into its marketing (Paredes et al., 2023). To demonstrate their dedication to sustainable food sourcing, they place a strong emphasis on farm-to-table eating and locally sourced, organic products. The company portrays itself as a wellness advocate through a close relationship with nature, inspiring visitors to value and respect the environment.
Although Moxy's main goal is to provide a fun and social environment, its parent business, Marriott International, has adopted environmental measures across all of its brands (Pieters et al., 2022). Marriott's sustainability initiatives, which can be incorporated into broader corporate marketing campaigns, may indirectly benefit Moxy. Marriott, which includes Moxy, has undertaken social responsibility projects like community involvement programmes and diversity and inclusion initiatives (Walker, 2022).
In line with the expanding public interest in mental health and wellness, Six Senses positions itself as a company that cares about its visitors' physical and mental well-being. They are dedicated to upholding social responsibility within the communities where they do business (Pieters et al., 2022). They could participate in regional initiatives and alliances that support local objectives and values.
Moxy's playful and social environment satisfies the desire for inclusive and diverse experiences among a younger audience (Raczynski, 2023). Through images and messaging, their marketing may convey these principles. Working with regional musicians and artists can encourage a sense of belonging and social participation, which is especially important for younger generations.
Both companies may take into account current affairs and geopolitical concerns that have an impact on the travel sector, such as: Given the effect of COVID-19 and geopolitical issues on travel, Six Senses and Moxy may need to modify their marketing efforts to give travellers flexibility, assurances of safety, and pertinent information (Raczynski, 2023). Both brands must take into account cultural nuances to create marketing materials and experiences that are respectful of and sensitive to different cultural backgrounds in today's more varied globe (Fatma & Khan, 2023). Both companies may continue to emphasise their dedication to environmental stewardship, including carbon neutrality and biodiversity preservation, as climate change becomes an urgent concern.
Six Senses made a point of highlighting its dedication to holistic wellness by promoting messages of rest, renewal, and balance (Scarciglia, 2023). The implication was that staying at a Six Senses property allowed visitors to unwind, disconnect, and give their attention to their wellbeing. Six Senses positioned itself as a company that provided special, one-of-a-kind experiences (Fatma & Khan, 2023). Their advertising frequently included pursuits like spa treatments, yoga, cultural excursions, and travel to far-off places. The brand's strong ties to nature were frequently emphasised in messages. They emphasised how lovely their natural surroundings were and urged visitors to get back in touch with nature (Scarciglia, 2023).
Moxy focused on providing fashionable lodgings at a reasonable cost to entice style-conscious travellers on a tight budget. The brand emphasised its position in hip neighbourhoods and urged visitors to check out the local nightlife, attractions, and culture (Fatma & Khan, 2023). The implication was that staying at Moxy meant being fully involved in the neighbourhood. Moxy's messaging highlighted the ease of a smooth online booking process, smartphone check-in, and simple access to details about nearby events and activities.
Marketing messaging can change in reaction to shifting consumer preferences, business trends, and outside influences. While Six Senses and Moxy's primary brand identities have mostly kept the same, the following messaging developments could occur over time: In reaction to the COVID-19 outbreak, both brands may have changed their messaging to emphasise safety, cleanliness, and flexible booking practices to allay client fears. To make sure that their messages are understood by a wide range of audiences, both businesses may have improved their sensitivity to cultural considerations in their marketing materials (Fatma & Khan, 2023). Both businesses may have continued to reinvent their digital experiences in a quickly changing digital landscape, increasing their messaging about digital convenience and contactless offerings (Thomas, 2021). Moxy's emphasis on these two areas may have changed throughout time in response to shifting societal dynamics and trends, possibly embracing inclusivity and diversity-related topics (Darsiah et al., 2023).
[bookmark: _heading=h.gjdgxs]Conclusion
The analysis of Six Senses and Moxy's marketing strategies reveals two hotel brands that have effectively developed distinctive identities and catered to a variety of target markets within the hospitality sector. With its emphasis on luxury, holistic well-being, and sustainability, Six Senses has established itself as a refuge for wealthy tourists looking for life-changing and environmentally responsible experiences (Ahn & Kwon, 2019). Six Senses has modified its marketing tactics throughout time by emphasising sustainability, content-driven marketing, and the growth of one-of-a-kind experiences even more. By addressing issues with health and wellbeing, encouraging community involvement, and supporting social and environmental responsibility, they have also responded to modern issues. Moxy has marketed a humorous, lively, and convivial atmosphere to appeal to a younger, cost-conscious population (Cuomo et al., 2019). The use of social media, event partnerships, and an easy online booking process have all been hallmarks of Moxy's marketing approach. Moxy has expanded internationally, embraced local experiences, and acknowledged modern challenges like the COVID-19 pandemic's effects while preserving its youthful and welcoming branding. To reflect their brand values and adjust to shifting consumer preferences, both businesses have taken strategic considerations about sustainability, social issues, geopolitical aspects, and modern challenges (Darsiah et al., 2023). They have thus effectively captivated their different audiences and provided clear and convincing justifications for visitors to pick their hotels. In the end, Six Senses and Moxy's marketing strategies offer useful examples of how hotel companies may position themselves strategically, adjust to changing trends, and meaningfully engage with customers—all while remaining faithful to their distinctive brand identities. These companies will probably keep innovating and adapting their marketing strategies as the hospitality sector develops to be competitive in the global market (Pich & Spry, 2019).
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