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A company’s marketing approaches and tactics are intriguing, complex, and crucial because they make people buy the business' products and services and are never static. Marketing techniques use psychology, sociology, and economics to fully comprehend the fundamental motivations and demands of consumers, workers, and stakeholders. In a nutshell, marketing strategy is all about people and servicing people. (Ferrell et al., 2022)
Hospitality firms, like any other sector, require a sound marketing plan and brand identity to grow and thrive.
Six Senses Hotels & Resorts are spread around the globe in the most beautiful and unique surroundings. Sonu Shivdasani created the first resort in 1995. Six Senses swiftly established itself as an innovator and pioneer in the environmentally friendly and sustainable arena, proving that it is feasible to deliver cutting-edge facilities and services while being deeply committed to the ecology and local people. The firm attempts to preserve the local environment and culture in its hotels and resorts while remaining in touch with the bigger world by delivering the most advanced and up-to-date services delivered by professionals from various backgrounds. (E Silva, 2018)
Moxy Hotels is the newcomer from Marriott International. The first Moxy Hotel debuted in Milan in 2014 in collaboration with the well-known Swedish furnishing manufacturer IKEA. Moxy Hotels has grown to be a huge success since then. Today, there are more than 70 outlets open on three continents. Moxy is a hotel brand that defies all expectations. Above all, this fashionable, fun, and cheap company values creativity, nonconformity, and open-mindedness. Despite the fact that it is not officially a hostel, Moxy Hotels defies all expectations. (Miceli ,2022)
Regarding their marketing strategies, both brands, Six Senses and Moxy, are promoting different values to attract their targeted clients. 


Six Senses has 21 locations and spas throughout the world, and it seems like it is growing fast. (Au, 2023) Six Senses offers a complete variety of holistic wellness therapies guided by trained therapists and combined with local healing practices. This all-encompassing approach and marketing strategy is inextricably linked to their brand core. Six Senses is well-known across the globe for its magnificent surroundings and architecture, as well as its ability to give one-of-a-kind service and an amazing caring attitude, which extends not just to personnel but also to local communities. (Six Senses, Official Website, 2023)
Six senses is promoting what is called wellness tourism. Many reasons have contributed to the fast growth of the "wellness industry," of which wellness tourism is one. These aspects include a busy and frantic pace of life, elevated levels of stress in the workforce, the loss of traditional community structures and religious organizations, and the resulting desire to slow down, simplify, and find meaning in life. (Voigt et al., 2011) Six senses is a remedy for all of the issues that disrupt our lives and well-being.
 Furthermore, Six Senses is completely committed to the eco system, and all of its activities reflect this value, suggesting that the distinctive surroundings and traditions experienced by guests should not be witnessed only once, as preservation will ensure that future generations can enjoy the Six Senses for years to come. (Sustainability, Six Senses Official Website, 2019)
According to their 2021 GTPI report, (2021) Six Senses removed 23,000 plastic objects and packaging from its restrooms between January and December 2019, totaling 0.58 metric tons of plastic. Also, Six Senses Hotels Resorts Spas committed to implementing recyclable solutions in their service centers (host shops) to eliminate single use packaging by 2025, upon signing the GTPI. 
The wellness route provided highlights the customer-centric approach, as it invites people to participate in as much (or as little) as they wish, depending on their unique needs and goals. The degree of service is more than simply doing the right thing. It is all about building deep emotional relationships with tourists so that they may genuinely experience the difference. When a guest books a room, they are always assigned to a GEM (Guest Experience Maker), who is entirely and personally responsible for this particular host's stay and experience. (E Silva, 2018)
Six Senses business headquarters noted three major kinds of clients that visit Southeast Asia residences: couples between 27 and 38 years old, middle to upper class, high income earners that come mostly for their honeymoon or even their weeding and they usually book more than six night, families with children, aged 31 to 41, with 2 children on average, well educated, high income earners that stay on average four nights, and the last category experienced tourists aged 41 to 55, middle-upper class, wealthy, who stay on average 4 nights. In terms of nationality, the majority of them are either locals or they travel from the United Kingdom, the United States, Germany, China or Russia. (E Silva, 2018)
In terms of hotel design and services, major hotel companies are adjusting to the expectations of the Millennial and Gen Z age. These youthful customers will not spend much time in hotel rooms since they prefer to work and socialize in the lobby. As a result, hotel food service, public gathering areas, and room design are evolving. (Guo, 2020)
Moxy is one of these hotel brands which concentrate on making the younger generations more comfortable when it comes to travelling. offering. Moxy Hotels intends to test its customers' boundaries with controversial and exciting brand-wide programs. The hotel's reception desk is a bar, and guests receive a complimentary beverage upon arrival. Smart phones are used to access rooms, TVs offer Netflix, YouTube, and Hulu, and the living area includes games, art, food, and beverages available all day and all night. It is a hotel designed for millennials and Gen Z. (Shannon, 2015)
Moxy hotel brand is trying to give customers a very unique virtual experience also. Moxy Hotels has created a campaign in Asia Pacific called "Moxy universe, play beyond," which combines the capabilities of virtual environment with the reality experience. Moxy Hotel states that the new tourists want experiences that will influence their cultural identity in the future. They are all about limitless soul expression and digitally interacting with others.  Before arriving at the hotel, guests can generate and personalize their avatars by selecting from 122 characteristics and 344 styles - various skin colors, hairstyles, body types, and other functionalities. There are over a billion unique avatar configurations, while tailor-made posters can be produced and distributed on social media. When guests arrive at the Moxy Bar, Customers are greeted to an animated welcome greeting after scanning an AR marker placed at the bar counter—a hint at the intriguing mixed reality activities they will enjoy throughout their stay at Moxy. (Wong, 2022)

Online reviews play an important part in supporting modern consumers' evaluation process by giving good and negative reviews as well as indirect customer-to-customer contact via blogs and review sites. It is a valuable part of marketing strategy, because it is well acknowledged that social media has the capacity to impact travelers' ultimate purchasing decisions. That is why Moxy Hotel In 2015, Moxy Properties partnered with YouTube and social media celebrity Taryn Southern to advertise their hotel brand. They worked together to develop the eight-part DO NOT DISTURB miniseries, which was uploaded on Moxy's official YouTube website. Taryn interviews other well-known online personalities and celebrities in the hotel rooms in the series. Moxy adopted this tactic to attract young Millennials to their trendy, budget-friendly hotels. According to The Moxy Hotel, the online series got over 135,000 Instagram interactions by the end of 2015. Due to the popularity of the project, Moxy Hotels and Southern worked together to develop a second season of the YouTube series the next year. (Shrivastava et al., 2022)
When it comes to brand identity, both Moxy and Six Senses, create very simple yet powerful identities. Brand identity refers to the visual characteristics of a company, such as color, style, and logo, that identify and distinguish the brand in the eyes of customers. (Tarver, 2022). It is an important part of the marketing process. Six Sense’s logo is a pyramid made out of six blessing. (See Appendix 1). The Pyramid's base is defined by three main senses: sight, sound, and touch. The second level signifies enhanced taste and smell senses, and the pinnacle denotes intuition, the sixth sense. (Six Senses, 2016) Moxy's logo embodies the brand's spirit of fun. The selected pink shade, as well as the curving and flowing writing style, add a little spice to Moxy. (See Appendix 2) (Procida, 2021)
In conclusion, marketing methods are a very important component of every day business practice. Without it, no industry will survive on the long term. Both, Six Senses and Moxy Hotels, promote a solid brand identity. They created an online persona who communicates very well through social media with their guests. Even if their values are extremely different, they know how to target they potential customers, and how to motivate them into buying their services. Six senses is a brand that creates for its customers a holistic experience involving self-discovery, getting in touch with nature, eating healthy, disconnecting from the stressful city, and cutting off social media. On the other hand, Moxy is all about the virtual world, social media and the busy city life. It is a brand which adapted to the chaotic and fast paced life of young generations. 
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