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Introduction 
Moxy International and Six senses Hotels & Resorts are two of the most well-known hotel brands in the whole globe. Moxy and Six senses are two of the biggest and most prosperous hotel brands in the world because of their long histories in the business and their widespread presence (Leung et al., 2017). This essay shall contrast Moxy International with Six Senses hotel chain marketing strategies in this article. One of the biggest hotel companies in the world, Moxy International has more than 7,000 locations spread over more than 130 nations (Smith and Zook, 2020). The business is well known for offering first-rate services to customers and luxurious lodgings. In contrast, six senses are one of the biggest hotel chains in the world. The business has a reputation for offering top-notch lodging and first-rate client care. Four main areas—brand distinction, customer interaction, innovation, and local market customisation are the emphasis of Six Senses' marketing approach (Ryan, 2012).

Main Body
Six senses provide products that are made to meet the specific needs of each customer. Six senses hotel goods provide unparalleled tailored amenities and enable each visitor to have an incredibly pleasant experience (Yoon and Lee, 2017). Services that enhance the value of the goods provided to customers will be made accessible. The hotel should charge an additional fee for cleaning services. In some circumstances, the hotel may provide transportation to and from the airport. On the other hand, Moxy's brand positioning is based on a single, straightforward concept. It guarantees its clients a restful night’s sleep (Kotler et al., 2017). The goal of providing rooms to visitors is to provide them with a comfortable night's sleep. Because not everyone has the same need for relaxation, there are many cushions available. Each room has a calming colour scheme, consistent furniture, and décor, and the beds have been carefully chosen and tested. Through a strategic partnership with bed maker Hypnos, the beds are now readily accessible for purchase in a fascinating display of variety (Kotler et al., 2020).
The products at the Six Senses Hotel are of the greatest quality, and their prices are fair. Depending on the amount of elegance, skill, and originality, the hotel provides different pricing levels for various things. The price strategy is determined by the tastes of the clients, who tend to come from higher social classes (Leung et al., 2017). The benefits of each pricing range for hotel guests will vary. Although Moxy hotel costs are less than those of a luxury hotel, they are more than budgeted hotel rates, indicating a level of excellence among its rivals. Moxy hotels are categorised as "affordable," although they are not promoted as such, focusing instead on the good night guarantee. Hotels start from £29 for certain nights, and rates change based on the season and location. Additionally, the cost may be computed by bedroom rather than per person, guaranteeing affordable pricing without additional costs (Kotler et al., 2020). 
The marketing and promotional strategy sused by Six Senses Hotels involves publishing and airing adverts in certain locations and media venues. The company will have a booth at a number of trade shows across the globe, where its customer service staff will introduce potential clients to the company's goods (Huang and Cai, 2015). The business will work with airlines and tour operators at certain periods of the year to market products to particular groups. By hosting a "Father of the Year" contest and utilising social media channels to advertise new locations and hotels, Moxy, on the other hand, targets the family market. Moxy effectively utilises these channels and keeps up a strong brand presence. This bundle comes with an excellent website, email newsletters, and deals (Jobber and Ellis-Chadwick, 2020).
The Six senses network of hotels and restaurants has a worldwide presence because of its functional amenities. The business has collaborated with a few hotel booking agencies and services to broaden its clientele and build a solid name in the market. When it comes to outstanding hospitality, the Six senses group is one of the most well-known hotel companies. It could be affected by transforming leisure services into client wants (Huang and Cai, 2015). The hotel industry is very competitive, despite the company's position as a market leader. The Six Senses Company has a wide variety of venues and service options, and it has a sizable market share. The hotels, in contrast, hand, are examples of the brand's conception. All Moxy are uniformly organised and furnished, giving the sense of a home-away-from-home. The logo colour, which promotes a sensation of comfort and elegance, flows throughout. The rooms are usually huge, light, and airy, and thick drapes, extra pillows, and comfortable, raised beds all guarantee a good night's sleep (Housden, 2008).
A luxury hotel chain with locations all over the globe is Six Senses. It is the most well-liked shop in the UK in terms of the number of customers. The hotel's layouts and aesthetics are defined by the blue logo, which highlights the hotel's commitment to providing lodging, hotel, and conference room services (Leung et al., 2017). In addition, the level of expertise is higher than that of similar hotels in the UK when it comes to helping corporate groups and individual consumers. Alternatively, manages Moxy, the largest hotel chain in the UK with a rising presence in Germany, and offers premium accommodations at competitive rates. With more than 820 hotels spread out over the UK and more than 80,000 rooms in prime locations, a Moxy is never far away (Ghauri, 2014).
In the aspect of sustainability, Six senses are committed to reducing waste and promoting a circular economy. It has pledged to halve our waste by 2030, including food waste. In an effort to reduce single-use plastics, Canopy by Six senses facilities give guests reusable water pitchers and distilled water dispensers. The Six senses Hotel provides a range of goods and services for both business and leisure travellers (Leung et al., 2017). They enhance income by providing value-added services like bed and breakfast, entertainment packages for families, and conference space (Kotler et al., 2020). Moxy cares about neighbourhoods, distributing leftover food to individuals and generating over £17 billion for GOSH's incredible programmes. The company claimed to have contributed to the formation of a service-oriented culture from the ground up. Targets are created for individual hotels based on an understanding of present levels and prospects for growth, and customer service ratings are now utilised to drive all personnel. To offer our guests high-quality, reasonably-priced housing so they may live and work efficiently and have a good influence on the world. To offer our teams meaningful employment, skill development, and career progression with no entrance barriers or aspirational limits (Bowie et al., 2017).
Moxy focuses a heavy emphasis on customer involvement, realising that the quality of the guest experience is essential to its success. The organisation engages with clients via several channels, including social networking sites, email, and mailings. In addition, Moxy utilises customer relations management (CRM) solutions to manage client contacts and provide tailored experiences (Yoon and Lee, 2017). While Six senses lay a heavy focus on customer interaction, acknowledging that the quality of the visitor experience is essential to its success. The organisation engages with clients via several channels, including social media, email, and direct mail. Additionally, Six senses use customer relations management (CRM) solutions to manage client contacts and provide individualised experiences (Clow and Baack, 2013).
Moxy is a pioneer in innovation within the hotel sector, with an emphasis on enhancing the guest experience via the use of technology. The corporation has made significant investments in digital projects, including mobile applications, online booking systems, and experiences. Moxy has also initiated a number of steps to reduce its environmental effects, such as the use of eco-friendly materials, power lighting, and water-saving systems (Khan and Rahman, 2017). At the same time, Six senses is a pioneer in innovation within the hospitality sector, with an emphasis on enhancing the visitor experience via the use of technology. The corporation has made significant investments in digital projects, including mobile applications, online booking systems, and virtual reality experiences. Six senses have also initiated a number of steps to reduce its environmental effects, such as the use of eco-friendly materials, power lighting, and water-saving devices (Ghauri, 2014).
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Moxy International and Six senses are two of the world's biggest and most successful hotel brands, with a high reputation for customer service and quality and a worldwide presence. In their marketing activities, both organisations prioritise brand distinction, customer involvement, innovation, and local market customisation. Moxy emphasises its dedication to quality and service, while Six senses emphasise price, comfort, and local market customisation. Both businesses employ several channels to interact with consumers and use technology to improve the guest experience. Overall, Moxy and Six senses are two extremely competitive companies that are pioneers in the hospitality business. 
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