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Introduction
Six Senses and Moxy are two multinational hotel brands offering exceptional and exquisite hotel experiences in different places worldwide. For instance, Six Senses is a luxury hotel brand founded in 1995 and operated resorts, spas, and hotels in locations around the world, offering guests a unique blend of comfort, style, and eco-sustainability (Debenham, 2019). Moxy was founded in 2014 by Marriott International and is designed to appeal to young, tech-savvy travellers, focusing on affordability, fun, and convenience (Bilgihan and Nejad,  2015). Six Senses and Moxy offer different hospitality experiences to their guests. While Six Senses is known for its luxury resorts and spas that cater to affluent travellers, Moxy is a more budget-friendly option that targets the Millennial and Gen-Z market. Both brands use different marketing methods to reach their target audience and distinguish themselves in the competitive hotel industry. Comparing their marketing methods can provide insights into the strategies they use to attract and retain customers and how they position themselves in the market.
Six Senses and Moxy Marketing Choices- Market Segmentation and Targeting
Market segmentation and targeting imply the strategies that involve dividing a more extensive market into smaller groups of consumers with similar needs or characteristics and then designing and implementing a marketing mix specifically for each of these segments (Elliott et al., 2021). Market segmentation and targeting allow businesses to identify potential product customers and create value for the selected target market. Six Senses and Moxy hotels have taken different marketing choices and directions to ensure their brands remain competitive in the hotel industry. 
The Six Senses brand initially focused on providing high-end spa experiences and guest wellness programs (Silva, 2018). Six Senses Hotels Resorts Spas primarily targets affluent travellers and those seeking luxury experiences. The brand appeals to various demographic segments, including families, couples, young people, solo travellers, and groups (Six Senses. Com, 2023). However, most of its guests tend to be affluent, well-educated, and discerning travellers looking for high-end accommodations and experiences (CPP Luxury, 2017). Over the years, Six Senses has expanded its offerings to include luxurious accommodations, gourmet dining, and a variety of recreational activities, targeting various consumers. In addition, the hotel has emphasized sustainability, wellness, and local cultural immersion as its distinctive marketing approach (CPP Luxury, 2017). The brand is committed to preserving the environment, using locally-sourced materials, and supporting local communities. 
In recent years, Six Senses has embraced digital marketing, using social media and its website to showcase its offerings and interact with guests (Ryan, 2012). In addition, the brand has expanded its reach through partnerships with travel agencies and tour operators. In response to the COVID-19 pandemic, the brand shifted its focus to promoting the safety and hygiene measures it has implemented, such as enhanced cleaning protocols and flexible booking policies. In addition, the multinational hotel leveraged its expertise in wellness to highlight the mental and physical benefits of taking a break from the stress of daily life. This strategy helped guests during the pandemic. Furthermore, the brand has introduced virtual experiences and digital wellness programs to allow guests to connect with Six Senses from their homes.
The brand's marketing strategies are tailored to reach each segment and highlight the unique experiences and amenities that Six Senses has to offer. For example, the brand uses targeted social media advertising and influencer partnerships to reach younger, tech-savvy travellers and works with travel agencies and tour operators to reach older, more established travellers (Bilgihan and Nejad, 2015). Additionally, Six Senses leverages its website and email marketing to reach its most loyal guests and provide them with personalized experiences and promotions.
The Moxy brand was created in response to the growing demand for affordable yet stylish hotels for budget-conscious travellers. Moxy's initial target market was young travellers and millennials seeking an alternative to traditional hotels offering more affordability, style, and social experiences. From its inception, Moxy has used market segmentation and targeting to reach its core audience effectively. The brand has positioned itself as a budget-friendly yet stylish option for young travellers who value affordability and social experiences. Moxy has also targeted business travellers with its convenient locations near airports and city centres and its focus on providing functional and efficient accommodations.
Over the years, Moxy has evolved its market segmentation and targeting strategies to keep pace with changes in the travel industry and shifting consumer preferences. Due to technological advancements, MOXY Hotels have improved its use of data analysis and customer behaviour insights to segment its target audience more effectively. The brand now uses a combination of demographic, psychographic, and behavioural data better to understand its target audience's needs and preferences. Additionally, MOXY Hotels has also tailored its marketing efforts to specific niches, such as eco-tourism and adventure travel, to cater to the evolving needs of travellers and tourists. Through advanced data analysis and targeted marketing campaigns, MOXY Hotels continues to deliver a personalized and relevant experience to its target audience.
Current Marketing Positions
After identifying the target customers and segment, businesses invest in marketing positioning, which includes creating a unique identity and image for a brand in the minds of the target audience (Kotler et al., 2020). Iyer et al. (2019, p.18) have defined market positioning as the strategy of establishing a brand's image and identity in the face of its target consumers by creating a unique and differentiated image for the brand that sets it apart from its competitors and appeals to the target audience. For example, six Senses Hotels and Resorts and MOXY Hotels have different market positioning strategies, reflecting their unique target audiences and brand offerings.
Six Senses Hotels and Resorts has positioned itself as a luxury wellness and sustainable tourism brand that caters to high-end travellers seeking a unique and luxurious experience (Silva, 2018). The brand is known for its commitment to sustainability, wellness, and environmental conservation and its focus on providing personalized and experiential travel (CPP Luxury, 2017). Six Senses Hotels and Resorts position itself as a premium brand, offering exceptional service, luxurious accommodations, and unique experiences in stunning locations around the world.
On the contrary, MOXY Hotels is a modern and affordable hotel brand that targets young, tech-savvy travellers seeking a convenient and stylish stay. The brand is known for its stylish guest rooms, public spaces, eco-friendly approach, and affordable prices. MOXY Hotels positions itself as a budget-friendly alternative to traditional hotels, offering tourists a convenient and stylish stay in prime locations worldwide.
Sustainability and Social Responsibility in Six Senses Hotels and MOXY Hotels Marketing Strategies
A direct marketing approach for Six Senses hotels is its obligation to personal wellness, sustainability and environmental conservation (InterContinental Hotels Group PLC, and Ihg, 2019). The chain hotels have installed gym rooms with trainers, private yoga, energy treatments and signature massages. In addition, the brand has taken several steps to reduce its environmental footprint, such as using locally sourced materials, implementing energy-efficient technologies, and promoting sustainable tourism practices that limit chemical use. Six Senses Hotels and Resorts also supports local communities through its community outreach programs and partnerships with local organizations.
On the other hand, Moxy Hotels has taken several steps to appeal to its target audience, who are concerned about contemporary issues such as playful fun, social responsibility, and technology (Marriott Internation Inc, 2023). Moxy Hotels offers free Wi-Fi and various technological amenities to appeal to its tech-savvy target audience (Carvalho and Pinto 2018, p. 907). In addition, the brand uses eco-friendly practices by using energy-efficient sources such as LED lighting, modern heating and cooling systems, and solar panels (George 2021, p. 245). Moxy hotels are BREEAM certified, meaning their systems are validated for a sustainable environment (Figiel and Leciej-Pirczewska 2020, p.83). 
Evolution of Marketing Messages in Six Senses Hotels and Moxy Hotels: Current Strategies and Past Trends
In the past, both Six Senses Hotels and Resorts and Moxy Hotels may have focused more on traditional marketing messages, such as promoting the luxury and comfort of their accommodations or the convenience of their locations. However, as the hospitality industry has evolved and consumers have become more conscious of aspects such as technology, wellness and health, sustainability, and social responsibility, both brands have adapted different marketing messages to reflect these changes (Kotler and Kartajaya, 2017). For instance, Six Senses hotels have focused more on customer wellness. In contrast, on vacations and the conservation of the environment, Moxy hotels have focused on improved technology and sustainable energy systems for its brand. 
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Conclusion
Market segmentation, targeting and positioning are essential in identifying and retaining consumers of a business brand. Six Senses Hotels and Resorts and MOXY Hotels have evolved their marketing strategies and messages to reflect changes in the hospitality industry and meet their target audience's needs and preferences. For instance, Six Senses Hotels and Resorts promotes its commitment to sustainability and wellness. In contrast, MOXY Hotels promotes technological innovations and stylish and eco-friendly accommodations. The evolution of these brands' marketing strategies and messages highlights the importance of staying ahead of trends and adapting to consumers' changing needs and preferences in the hospitality industry.
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