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[bookmark: _Toc116920853]Introduction 
The aims of this essay is to identify similar aspects as well as differences in the marketing strategies of two important hotel brands - Six Senses and Moxy. The two brands have stood out over time through atypical strategies to satisfy customers' needs. However, both the Moxy hotel brand and the Six Senses hotel brand contribute considerably to reducing pollution, which is why the marketing strategies applied in the last decade contain environmentally friendly measures in offering hotel services of the highest standards. As we will note throughout the essay, the two brands analysed and compared represent the market makers of the hotel sector. Next, we will identify the differences and similarities through the prism of the marketing strategies used, as well as possible branches of expansion and growth of this business model.
Main Body
The idea of innovation is absorbed by the two big hotel chains, so that the services provided by them are at the highest standards, where customer loyalty can easily be separated from the profitability of these big brands. In terms of similarities as well as differences, we can say that there is a special inclination for sustainable green activities, protecting the environment representing a priority these days for every field of activity at the global level. We can mention that starting with the year 2020, the hotel industry faces a series of major and impactful challenges, as a result of which only brands with innovative marketing strategies will remain in the game, so that the Covid-19 pandemic, the armed events in Ukraine, as well as the economic recession prove to be significant risk factors.
Marketing mix
Product: This two major hotel brands analysed attract new customers by offering services based on supply and demand and creating innovative offerings for different audiences. Founded in 1995, Six Senses set out to establish responsible practices in top hospitality among the major hotel brands. Currently, Six Senses counts a variety of top services to satisfy customer loyalty and maintain standards with whom she became acquainted. Thus, its portfolio includes exotic resorts and spas, as well as exclusive services such as private clubs and luxury residences. Moreover, it is desired that the existing developments meet strict criteria through innovation, sustainability as well as the unique beauty and location of their location (Silva, 2018).Services developed by Marriott are based on clientele expectations and necessity, which contributes to its benefit (Shi & Nualnoom, 2022). Made for the opening at heart, Moxy create originality, acceptance and fantasy as its key attractions. Innovation is customer-centric, so Gen Y travellers will turn to newer budget hotels (MOXY) and Gen Y business types with innovative hotel brands that focus on design (Sima, 2016). The bedrooms are defined but profoundly intelligent, increase dynamic social area with bold plug-and-play reflection. The Moxy background is intensely thought out and genially executed.
Price: The exclusive services that it offers to customers direct the level of prices that the two brands use, however the fundamental principle of this sector is the free market, which means that demand and supply are the main factors that determine the price (Shi & Nualnoom, 2022). Six Senses has successfully set its price levels according to the promotional packages it offers its customers, the high standards offered, exclusivity, and special appeal. For example, Six Senses Samui in Thailand offers discounts of up to 25% for stays of 4 nights or more. The Moxy brand not only offers a vibrant image that combines elegant industrial design with cheerful service at an affordable price per acre but also offers a variety of promotions that allow guests to save space and take advantage of the experience provided. Created for the young at heart, Moxy celebrates innovation, an interest in experiencing the new, and originality above all else  (Bilgihan and Nejad, 2015).
Place: Known as a 5-star hotel brand, Six Senses enjoys an impressive number of hotels and resorts in many countries known and appreciated by tourists. Six Senses is known for offering a special elegance, and the location of the hotels makes the experiences unique:  Bhutan, Cambodia, Thailand, Vietnam, Indonesia, Fiji, France, and Italy. Comparing the two hotel brands, we can say that Moxy holds the title of the most extravagant brand. Non-conformist ideas have brought to life the most original and exclusive parties, challenges and locations for clients (Chala, 2017). Therefore, Moxy is present in locations such as: Denmark, France, Germany, Netherlands, Romania, United Kingdom, Canada, United States, Japan, Indonesia, South Korea and Mainland China and Hong Kong, Macau, Taiwan.

Promotion: Six Senses manages activities with a large group of customers. The brand uses websites for each hotel and resort, but has a presence on all social media platforms such as Instagram and Facebook. The brand offers promotional packages such as discounts, extended stays, and has created an event where green energy (Serradas, 2022) is the star of the stay. Six Senses Vana, for example, is named after the forest found there and is meant to protect, nurture and provide space for discovery and prosperity. Self-worship and meditation are reflected in PR, hotels order in original guides made by locals, and chains create a series of real estate collections. (Brudney, 2017). In the same terms, sensory marketing is the modern marketing approach being used in various sectors over time (Yozukmaz and Topaloğlu, 2016) Services such as Ayurveda, yoga, Tibetan medicine, and natural healing therapies combined with extensive daily exercise plans, deep dedication, and personal support provide guests with a unique experience.
In recent years, a successful campaign reaches as many customers related to the product as possible and influences them, the method intensively used especially by hotel brands is influencer marketing through social networks, which has become essential for companies' marketing strategies (Schiniotakis and Divini, 2020). .Like other hotel brands, Moxy wants to differentiate itself by offering unique services that fit the customer's lifestyle. Among the major global challenges affecting the development of city hotels are the 'new business rules' in the hospitality industry. Hoteliers are responding to the new demands of tourists by introducing innovative concepts, and hotels play an important role in that development. Images and environments play in urban environments (Stoyanova, 2017). Moxy Hotels’ special offers are available at www.moxy-hotels.marriott.com. Here you'll find 'Home Games', 'Stay and Play', and 'Work Hard and Play Hard'. The motto of this package is "Work with WiFi as strong as your coffee". With this package, Moxy hopes to provide customers with meeting and phone locations. There, you can get your work done easily and conveniently from your office.
Moxy wants to give its customers a place to work. A day pass has many advantages:
· Check-in 6:00am / Check-out 18:00 (including 12 hours)"
·  Functional desks, private bathrooms, guest rooms with natural light
·  Better connectivity with premium Wi-Fi and plenty of outlets
·  Complimentary mineral water
·  Unlimited use of onsite business facilities such as printing, faxing and scanning equipment 
In terms of segmentation, targeting, and positioning marketing strategies the Moxy brand has made a name for itself through incongruity, luxury, and exclusivity by offering customer service not typically found in traditional hotel brands. Moxy has become known in many nationalities and many cultures, providing customers with a unique and innovative experience. The target demographic for the Moxy brand is young, energetic customers with unusual lifestyles.
The inclusion of sustainability principles in all segments of tourist offer and demand is inevitable and increasingly accepted (Jovanović, 2019). The tourism and hospitality industry claims to embrace the notion of Corporate Social Responsibility (CSR), but how companies assimilate CSR activities into their core field and how true they are. It is unclear whether this indicates a positive change in the impact (Cherapanukorn and Focken, 2014). The two compared brands offer a "guest room experience", and this is one of the main advantages of attracting and retaining customers (Ogle, 2009).
Current events, such as the war in Ukraine, the energy crisis in Europe, and the inevitable global financial crisis that started with a severe recession in several countries represent disruptive events for any type of business, especially for the hotel industry which is based on the consumption of services, international free movement of tourists and the financial well-being of each customer. Thus, Six Senses and Moxy implement innovative ideas in the hotel sector to attract customer loyalty. Concretely, both Six Senses and Moxy had difficulties in increasing the degree of full occupancy of the available rooms during the Covid-19 pandemic, as well as in the period immediately following the start of the war in Ukraine (Sampaio and Regio, 2022).

Conclusion 
Putting the two luxury brands in the balance, Six Senses and Moxy represent viable business models. Through the professionalism and passion with which they treat their clients, the two hotel brands provide luxury, unique, energetic, non-conformist and extremely ingenious services. From a macroeconomic point of view, in the last 2 years the entire hotel field has encountered difficulties, but both businesses have well-defined business strategies through which they make their presence felt in the market among the big players.
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