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Six senses are classified as one of the most widely known hospitality companies which were developed by Sonu Shivdasani in the year 1995. On the contrary, Moxy is also one of the newly-established hospitality companies in comparison with Six senses. However, Moxy was first launched in the year 2014. The essay will be discussing a thorough piece of knowledge of the Six senses as well as the Moxy. In other words, the essay will be focusing on a brief comparison of the marketing strategies of both these companies. Further to this, a piece of key information about how these companies are reducing the sustainability, social, geopolitical, and contemporary issues will be detailed below. The main aim of the Six senses is to create a sustainable environment for visitors. This is the reason that many customers trust its services and always choose the Six senses.
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Six senses came into existence in the year 1995 and aimed to provide a pleasant experience for travelers. It was founded by Sonu Shivdasani, thus he is the founder and preceding CEO of one of this most renowned hospitality companies. Moreover, the Six senses own a significant proposition including a powerful heritage. The hotel resort also gives quick entry to several popular locations encompassing major urban markets. The brand’s competitive advantage relies upon the locations, architecture, position, people, and its affianced principles of continual wellness. The six senses property acts as a visitor’s refreshment and reconnection, by owning the experts who pay heed to the customer’s wellness and supportability (Nessel et al. 2021). The hotel carries a lobby bar, a longish dining restaurant involving a wide kitchen, and last but not least, a seating space in the courtyard. On the other hand, Moxy hotels are also a part of one of the most famous Marriot hotel's newly launched brands. Initially, the Moxy hotel was introduced in the year 2014, in Milan (Moxy Hotels, 2017). It was opened in collaboration with the Swedish popular furniture brand IKEA. Following this, the Moxy hotels have been highly flourished. Currently, there are a number of this brand’s branches open in more than 70 locations concerning three distinct continents. Moxy aims at providing smart and small rooms for its visitors (Koseoglu, Law, and Dogan, 2020). In addition to this, it also owns modish communal arenas and bars that are cherished and even treasure by the eyes. On top of that, Moxy gives a playful stay accompanying the flattering cocktail by providing a room key when someone checks in at the bar. 
The Six senses CEO, Neil Jacobs owns exceptional leadership abilities that have made him gain quick recognition in very less time. He has an experience with over three decades regarding operations and advancement. The company owns around 19 resorts globally. The travel and hospitality industry has been highly advanced due to the customer’s excessive trends toward tourism. According to its marketing approaches, Six senses have always tried the technique of producing user-generated content that helps in catching the millennial's awareness. In this regard, millennials don't pick up the outmoded travel standards (Larsson, and Broström, 2020). They are highly casual in their concerns about traveling spots and the accommodations they choose. On the contrary, as far as Moxy’s marketing strategy is concerned, the brand has used a variety of marketing campaigns to increase the number of customers visiting them. The marketing campaigns initiated by Marriot or Moxy are of two kinds, traditional marketing approaches, and digital marketing strategies. Moreover, social media platforms have also provoked a great influence on tourism and traveling, this is the reason that the hospitality industry has highly grown. On the other hand, the brand has also collaborated with Snapchat celebrities that advertise its services with the help of creating documentaries. In their snapshots, the celebrities usually promote Marriot’s advanced and luxurious possessions (Ruel, and Njoku, 2021). For example, once an influencer visited its bar and showcased it in his travel-related documentary. Its social media advertising or marketing approach is not like the usual strategies used by most hotel brands. It has been reported that the guests gain a real-life experience by utilizing its notable services. 
Six senses are the biggest hotel chain that practices in far-off, foreign locations, across the globe (Sixsenses, 2023). It focuses on the rejuvenation and supportability of the customers. According to the segmentation factor of the marketing position of the six senses, the company has segmented its hotel chain into smaller groups per geographic, population-based, psychographic, and interactive characteristics. In this case, the psychographic aspect of the Six senses plays a key role in market segmentation, this is because it focuses on their demands and as a consequence, meets the client's expectations (Ntounis et al. 2022). On the other hand, as far as its targeting strategy is concerned the company mainly targets millennials. For example, couples mostly opt for its resort to celebrate their anniversary events and additional remarkable events. On the other hand, according to the positioning factor of the Six senses, the company has a holistic and pleasant-sounding approach to life, which guests not only recognize but adventure within themselves, stimulating the brand to center its theoretical approach on every side of the empathy. Thus, creating a marketing strategy is an essential tool for understanding the company’s target audience. While in the case of Moxy, its segmentation factor is based on geographic, demographic, psychographic, and behavioral segmentation and also the segmentation related to the brand’s position (Demir, Díez-Esteban, and García-Gómez, 2019). Marriot hotel is segmented into luxury resorts, upper upscale resorts, upscale resorts, and lastly the upper middle-scale resorts. In that regard, around 143 hotels are luxury ones (Marriott International, 2019).  On the other hand, 776 are upper-upscale hotels. In addition to this, greater than 1900 hotels are regarded as upscale hotels. As far as its targeting factor is concerned, the hotel’s main target is the millennials. According to its positioning strategy, the company evaluates the products or services provided by its key competitors mainly Fairmont hotel and resort. Further to this, the hotel’s positioning strategy is led by a successful brand mantra, that generally relies upon the factors such as wellness, culture, culinary, and viz. 
Several miraculous global challenges have emphasized the requirement to believe more consciously regarding how firms accommodate the dynamic geopolitical and profit-making environment. The multiple problems endured by the global community may bring about intense effects on the people as well, which further needs examination for some time (Filimonau, 2021). As a consequence, the Six senses have highly contributed to eradicating the challenges regarding sustainability, social, and geopolitical issues in many countries. The six senses' actions are highly advanced in the case of sustainability. This involves the aid from the natural and developmental heritage. Moreover, in the case of Moxy, an increment in the social and economic advantages to locals has also made the company get quickly recognized. In that regard, the variety of options concerning accommodations has been greatly beneficial for society. On the other hand, Six senses are eliminating landfill throw-away by around 45% (Gollan, 2022). Additionally, it is also going to source product purchases significantly by the year 2025 (Timothy, 2019). From human rights safety to developing a sustainable hotel expansion, Moxy has now inaugurated the latest sustainability and social influence action designed to encourage the firm’s growth while balancing the requirements of the associates, clients, owners, and the public (Honeycombe-Foster, 2022)
The Six senses motto is the hospitality that initiates creativity. On top of that, it is dedicated to taking care of the environment and growing sustainable operations. The company wants to give rise to an all-inclusive distinctive variety of experiences to arouse, empower, and improve. The brand is also working on delivering new and powerful wellness plans and happenings in collaboration with dominant experts. The company always remains concerned about thoroughly communicating with its customers (Rihova et al. 2019). This is the reason its clients are always sarisfied with its services. The Assistant reservations manager of the Six senses namely La-Ongkhae Khansri states that it is important to understand the customer’s needs and personalities for making the conversation go smoothly. Moreover, it keeps on developing its marketing strategies to attract customers to its brand. In this case, the company uses various ads for targeting customers. Not only this, but it also communicates with the customers to clear their confusion (Chen et al. 2021). It is important to first get a know-how of the target audience. As a consequence, attracting and stimulating the target consumers becomes easier. On the other side, in the case of Moxy, it aims to increase the life of its customers by generating and enabling excellent vacation and recreation or relaxation experiences. Kindness, financial security, fairness, and integrity are the most common messages being given by Moxy to their customers.
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The essay sheds a light on two of the most renowned hospitality companies such as Six senses and the Moxy. From the above discussion, it can be easily concluded that the Six senses have highly evolved as it owns greater experience as compared to the Moxy. On the other side, Moxy is still being developed, as it is launching new marketing strategies with each day passing. While it can also be seen that Moxy is a part of one of the most popular Marriot hotel's newly launched brands. The segmentation, targeting, and positioning factors of both of these hotels have been deeply explained above.
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