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Introduction
Due to the increase in industrialization, the supply of sustainable raw materials and the ease of travel and tourism, the hospitality industry has become one of the most profitable in the world. As a result, more and more organizations have been established to capitalize on the increased demand, resulting in intense competition for the customers and market shares (Aaker and Moorman, 2018). Six senses and Moxy are two of the most popular multinational hotel brands renowned for their unique approaches to attracting customers. Six Senses is a luxury hotel and resort brand that emphasizes on sustainability and customer experience (Strauss, 2015). Moxy, on the other hand, is a low-cost hotel chain that specialize in unique and unconventional approach to hospitality (Aaker and Moorman, 2018). Using different marketing approaches, these two brands have carved out their separate market shares and niche in the hospitality industry. This essay explores and compares the different marketing methods of these two hotel chains. 
Marketing policies and strategies of Six Senses and Moxy hotels
 Both Six Senses and Moxy hotel chains have different approaches to marketing and have made different strategic choices that reflect their brand identity and niche (Albert and Sanders, 2019). Six Senses have established itself as a luxury and wellness brand, with focus on ensuring the best guest experience for reasonable prices. The target audience for this brand are the travelers who are concerned with the quality of the service, luxury and wellness. According to SimilarWeb, Six Senses has a strong brand image and online presence, with most of its traffic coming from organic marketing and referrals (Albert and Sanders, 2019). This points to the hotel chain’s strategy of strict quality control and guest management. Another aspect of Six Senses’ marketing is its strong social media presence, which it uses to showcase its luxurious hotels, amenities and beautiful locations. Social media is a prime approach for Six Senses to attract customers and gather feedbacks (Albert and Sanders, 2019). As a luxury hotel chain, Six Senses must continuously evolve to accommodate the changing tastes of its customer base. For example, Six Senses have recently opened up yoga retreats, meditation classes for its customers, and have started focusing on CSR policies such as low carbon footprints, sustainable raw materials and helping local communities (Alexis, 2020). Moxy, on the other hand, has created a brand identity and taken a marketing approach that reinforces its identity as a fun, young, unconventional and budget-friendly hotel chain. Its marketing approach takes a fun and light-hearted tone that highlights its youthful brand identity and social atmosphere. It aims to attract customers that are looking for affordable and fun stay (Alexis, 2020). It's one of the most popular hotel chains in the world, and the traffic on its websites is largely driven by paid search, display advertising and referrals, according to SimilarWeb. It also rely on word of mouth promotions, and social media engagement to attract more customers and promote its unique and budget-friendly offerings. Moxie too has evolved to fit its customers’ tastes (Bergsma, 2015). For example, Moxie has recently introduced new budget-friendly room and stay options and has upgraded its social places in its hotels, for example the lobby, bar and lounge. In this way, it stays ahead of other budget-friendly hotel chains and attracts and retains its customers. 
Due to the differences in the target audience, market niche, position and service type, Six Senses and Moxy have very different approaches to marketing strategies (Bergsma, 2015). On one hand, Six Senses target the affluent travelers and tourists who are interested in paying more for better services and are concerned about their health. To best appeal to this customer demographic, Six Senses hotel chain offers yoga retreats, spa, and meditations. It also focuses on the aesthetics of the rooms, lobbies, bars and lounges (Brickson, 2016). With the recent market trend of supporting eco-friendly corporations, Six Senses have focused on reducing its own carbon-footprint, and sources its materials from local, sustainable sources. Six Senses’ marketing strategy is a mix of traditional and digital marketing approaches (Strauss, 2015). In its digital marketing approach, it utilizes social media such as Instagram, Twitter and Facebook for showcasing its luxurious rooms, beautiful locations and its unique services (Brickson, 2016). It also conducts email marketing in order to promote its brand and latest offers. It also focuses largely on SEO practices to ensure more its site are on the top of the customers’ search list. It also uses outdoor advertising, such as billboards and in travel journals to attract customers. On the other hand, Moxie’s target audience are mainly youngsters, and those young at heart who have a budget constraint and want to have a fun and exciting stay within low costs (Cherington, 2019). To appeal to this demographic, Moxie focuses mainly on keeping the cost of the stay low for the customers, decorate and set a fun, exciting and light-hearted ambiance in its social areas of the hotels, such as in the lobby, diner, bar, lounge etc. The hotel chain does not offer luxury and premium stays like Six Senses, instead focusing more on cutting the costs of stay for the customer (Cherington, 2019). It has created a brand image of lively and a playful environment and an unconventional approach to marketing. Its main approach to marketing is its digital marketing channels. It uses various social media platforms to promote its unique brand identity, locations, unconventional environment and to stay ahead of its competitors (Clark, 2018).  
The market environment and the hospitality industry are constantly changing, and in order to remain relevant in the competition, both Six Senses and Moxie needs to keep a close eye on the developments in the areas of sustainability, social, geopolitical and contemporary issues (Clark, 2018). Sustainability is one of the biggest driving forces behind the hospitality market today. The raw materials necessary for operating a hotel business is becoming more and more rare, and costly (Day, 2018). The only solution to this is to source these materials from a nearby, sustainable source. Six Senses prioritizes these sustainable practices. It uses locally sourced ingredients, lowers its carbon footprints, recycles its materials and has close ties with organizations that promote and establish sustainability (Day, 2018). It has also incorporated these practices into its marketing. Moxie, on the other hand, has also incorporated sustainable practices into its business, most notably energy-efficient lighting, and recycling used materials. Social and contemporary issue also play a key role in the marketing and the business practices of both organizations (Gabriel, 2019). Moxie has redesigned its business model to appear more youthful and fun. It has also focused on promoting its business on social media. On the other hand, Six Sense has embraced the influencer and travel lifestyle culture and has a luxurious and aesthetic approach to it (Gabriel, 2019). It has also embraced the fitness lifestyle and offers yoga, meditation and spa services for its customers. Six Sense has also focused on the eastern markets, notably in India as it is advancing towards being the new tourist and industrial hub in the world (Hall and Schulz, 2017). Among the geopolitical issues, the war in Ukraine has impacted the hospitality industry the most. Though not directly mentioned in any of their marketing papers, both organizations have shifted their source for raw materials that were sourced previously from Russia. Finally, the Covid-19 pandemic has also radically shifted both of their business models. Six Senses promoted its villas and remote locations as a way for people to quarantine themselves while enjoying the comforts of a premium luxury hotel, and Moxie has showcased its thorough and unique cleaning as well as flexible cancellation policy as a way to attract more customers (Hall and Schulz, 2017). 
Marketing messages are the main statement behind the marketing approach of a company that the organization wants to communicate to its customers (Hospit, 2019). Both Six Senses and Moxie have their distinct marketing messages that change over time due to the changes in the business environment. Six Senses is a premium luxury brand that focuses on the wellness, comfort and health of the guests (Hospit, 2019). Its marketing message highlights and emphasizes on the brand’s commitment to sustainability, comfort, experience, wellness, luxury and the unique experiences and benefits that the customers can experience when they’re staying at Six Senses hotels (J. Turner, 2016). As the travel culture has moved towards wellness, its emphasis on wellness has increased as well (J. Turner, 2016). It also showcases its commitment to the local communities in its public awareness campaign to have a better brand identity in the minds of its guests. Moxy, on the other hand, has established itself as a brand that focuses on budget friendly, unique and unconventional hotel services. Its main customer demographic are the young adults who have a limited budget and are drawn to adventures (Lenderman, 2014). Its marketing message is designed to appeal to this demographic, and emphasize on the unique and unconventional experience and benefits that it offers (Lenderman, 2014). Its brand image is built around the affordability of the stay that it provides its customers, and its marketing message uses it to attract more customers. 
Conclusion
Both organizations have different marketing strategies that are unique and are designed to take the most advantage of their customer demographics, business model and services (Shepherd, 2017). Their marketing methods have evolved constantly to meet the changes in the business environment as well as in the organization. The brands also have made various strategic choices to in their marketing messages (Shepherd, 2017). They have also responded to various contemporary issues and driving forces behind the market by altering their marketing approach, position and message. Currently, their marketing messages highlight the benefits, experiences and services that they can enjoy. Current travel culture has impacted the development of these business practices significantly, and the benefits, experiences and services that these organizations offer are the result of this impact. 
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