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The main purpose of this is essay is to examine two hotel brands which are Six Senses and Moxy marketing strategy. Marketing is crucial because it raises brand recognition, attracts and retains consumers, and influences purchase decisions. In addition, having a marketing strategy in place as part of your company plan helps in generating and sustaining things like demand, relevance, reputation, competitiveness, etc (Clow and Baack, 2017). The hotels in the Six Senses collection have won several awards for their innovative designs and commitment to providing guests with unforgettable stays in exotic locales including breathtaking mountains, coral-fringed coastlines, romantic valleys, and intriguing metropolitan districts (The Luxury Travel Expert, 2020). On the other hand, Moxy Hotels are meant to be fun and inexpensive without sacrificing style or comfort. Check in at the Bar is only the beginning of the unconventional Moxy Hotel experience, which can be found in over 60 locations throughout North America, Europe, and Asia Pacific (Marriott, 2022). 
Marketing strategies of Six Senses and Moxy
The Six Senses is a global company of luxury hotels that emphasizes eco-friendly practices and restorative experiences in exotic locales. It has been identified that this company's primary divisions in accordance with the salient features of the franchise (Allison, 2020). Market segmentation refers to the practice of dividing a market into subsets defined by shared demographic, lifestyle, and psychographic traits. Thus, it necessitates the careful creation of segmented marketing plans (CPP-Luxury, 2017). On the other hand, Moxy’s new demographic, "fun seekers," are attracted to the company's value proposition, trendy facilities, and cutting-edge lodgings. Compared to the Six Senses, the rooms are little in Moxy Hotel, but they're really nice and modern, with things like USB plugs and free, fast internet. Even though "less is more," Moxy Hotel emphasize more rather than less. The Moxy hotel's lobby, often known as the living room, serves as its nerve center. For all of these reasons and more, the public square is a must-visit (WARC, 2019). Check-in is done in the bar, where guests may also take use of the 24/7 self-service beverage and food options. The Moxy provides adventure seekers with all they need, and nothing more.
The resort chain has a very specific socio-demographic target market, which includes families and Millennials, for whom they have a great deal of respect and appreciation. Since Six Senses' market segmentation is conducted in accordance with the client's lifestyle and personality attributes like openness to change or psychoticism, the psychographic factor plays a crucial role. Six Senses caters to couples by creating an ideally tranquil and romantic environment. Consequently, the resort is a popular location for weddings, anniversaries, and other milestone celebrations involving couples. On the contrary, the modern consumer has undergone and is continuing to undergo a cultural transition away from the "cookie cutter" mentality. They are want to justify their decision and share their experiences with others, in addition to discovering a great experience at a reasonable price. Moxy Hotels is a bold and innovative chain that inverts the standard service paradigm of hotels to pleasantly surprise guests without charging them astronomical rates. 
This essay demonstrated that an opening for a new kind of hotel, one that would be disruptive to the industry and appeal to the next generation of vacationers like the Moxy competitive edge against Six Senses (WARC, 2019). The hotel experience should be high-tech, fun, and engaging, and it should also adjust to the evolving demands of its clientele. Moxy, in our opinion, answers that need in the market (Globetrender, 2018). The word "brand awareness" is one of those that most people in most hotel businesses would recognize on sight. Marketing tactic that focuses on creating brand recognition and familiarity within a certain demographic. In hotel industry, hotel businesses employ consumers' awareness as a tool because it enables them to influence travelers and hotel guests opinions of a brand or hotel by encouraging them to form favorable mental associations (Horng et al., 2022). Positive brand association and brand belief may be used as indicators of consumers' attitudes toward a brand or organization. Customers' familiarity with a brand and their ability to identify it in a variety of settings is one definition of brand awareness which makes a relation between the Six Senses, Moxy and its target customers (Globetrender, 2018). 
The extent to which one is aware of something influences their perspective and outlook. Consumers' level of familiarity with a brand is a good indicator of how prominent the brand is in their minds (Aaaker, 1996). As proposed by Aaker (1996), brand expertise is crucial since it not only helps to solidify and improve the brand's performance, but also influences consumers' perceptions of the brand by serving as a credible authority figure (Sobirjon Samatovich, 2021). Increasing audience members' level of cognizance is a primary emphasis of modern marketing campaigns since it is the most direct route to eliciting the reactions that businesses want (Chaffey and Ellis-Chadwick, 2015). 
The two components of "brand awareness" are "brand recognition" and "brand familiarity". Insight about the firm or brand's existence among consumers might emerge as a stepping stone in the buying process. An increase in knowledge may lead to a rise in the likelihood that a customer will buy a certain item. It has the potential to provide the organization a lasting edge in the market. Among the goals of social marketing is to alter consumer perceptions of a product or service by raising public knowledge of it.
 Based on this segmentation, this essay has been described the marketing approach tailored to millennials, families, and couples. Differentiated and focused (Niche) marketing describes the hotel's approach since it takes into account the hotel's services, values, and target audiences. The generation born between 1980 and 2000 is known for its wide-ranging interests and values, including a commitment to sustainability, a hunger for new experiences, and a desire to grow intellectually. Compared to Moxy Hotel, Six Senses has a strong edge over youth culture trends and offers services that cater to them. It's a great way to learn about the area and help the fisherman there which targets a specific group of customer (Sixsenses, 2022). Moreover, they are investing a significant effort into producing sustainability initiatives that are particularly enticing for Millenials. During the turndown ceremony of each villa, a stainless-steel straw and its toothbrush are provided in the room for visitors to carry home. On the other hand, Moxy has a unique marketing strategy for young travelers. One of moxy's greatest strengths is its ability to captivate both young and old. Target customers at Moxy are used to doing things on their own, including checking in at airports, and they value autonomy and control. 
Companies in the hotel industry, as well as smaller establishments with a focus on customer service, have always played an essential role in the wider marketing landscape. 
However, because to external forces such as the current economic crisis, hyper-segmentation, and the digitalization of all forms of advertising, several examples of their effective business models are beginning to appear. There is a part to play for both strategic marketing and the development of brand value (Ghauri and Cateora, 2014). The current state of the economy and the need for social cohesion mean that business and the hotel's revival must serve as the economic locomotive that brings the economy back to life. For this reason, the hotel sector should deeply look to marketing as its primary business integrator (Chen, 2022). The optimistic state of international tourism has been verified by the World Tourism Organization. Increases in both the quantity and allure of new tourist hotspots may be attributed to the growing recognition among governments that tourism can be a lucrative industry (Housden, 2007). When foreign firms enter domestic markets, competition rises, making it harder for businesses to find their footing and stay there (Rendón, Martínez and Flores, 2014). This has contributed to demand that is both more specific and more nuanced across market categories. One of the primary elements impacting the competitiveness of the tourist sector, it has pushed the business to implement differentiation tactics via marketing. The hotel business is vital due to its direct consequences on the economy and society, as well as its indirect effects on the environment (Rendón, Martínez and Flores, 2014). A hotel's presence in a neighborhood may spur the growth of ancillary tourism options, raise living standards for those who happen to live in a destination's sphere of influence, and reinvigorate a variety of industries that would otherwise wither and die. However, each hotel are in competition with chain hotels, which tend to attract fewer foreign visitors and provide a webhost that fails to consistently retain guests (Kotler, Kartajaya and Setiawan, 2017). They also suffer from a dearth of training and data management systems that would be helpful in making strategic decisions. 
Conclusion
This essay has highlighted those in the travel, restaurant, and consumer service industries may benefit from hospitality marketing since it raises customer knowledge and interest in their goods and services. 
In order to increase client interaction and maintain a prominent brand presence, hospitality marketing methods may be quite useful. Consumers are feeling more daring than ever before. This occurs when the hospitality sector evolves to fulfill the demands of its customers. Increasingly, modern customers are concerned not just with the immediate effects of their purchases, such as price, but also with the longer-term effects, such as how such purchases would affect their health, wellbeing, and the environment. 
As the globe embraces hybrid work arrangements, investigates sustainable travel choices, and contemplates plant-based meals, consumers are reinventing how they eat out, use their free time, and travel.
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