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Introduction
The performance of any organization is highly dependent on the marketing strategies employed. The objective of marketing is building and enhancing the relationship of the business with the clients and the general market. Six senses and Moxy hotels and resorts are multinational brands recognized for exemplary performance. Six senses have unique propositions and a strong heritage and offer entry into the globally most admired locations, such as great urban markets (Stombelli and Virginia, 2020, p.532). Their competitive edge lies in their design, location, and their commitment to sustainability. On the other hand, Moxy is established on the idea of a boutique hotel targeting budget-savvy travelers. Despite its target market, it still does not to compromise on its design and technology application (Bilgihan, Anil, and Mohammad, 2015). This essay majorly aims to compare the marketing strategies of six senses Hotels and Moxy hotels, outlining the differences and similarities as well as the changes that have taken place over time as far as marketing is concerned.
Six senses Resort Spas is recognized globally as one of the top operators of resorts, spas, and luxury hotels. It was established in 1995 with one resort, but at the moment, it manages 18 hotels across 14 nations and 37 spas, and more expansion plans are underway. It is recognized as the hospitality industry that pioneered sustainability and demonstrated that quality could be offered while implementing sustainability (Silva and Sofia, 2018). Moxy hospitality industry is in collaboration with IKEA, the Swedish furniture industry. The first Moxy hotel was opened for business on 1 Sept. 2014 in Milan, Italy. By 2020, it was aiming to open 150 hotels in Europe. With the onset of technology and digitalization, these two companies have significantly evolved their marketing strategies, shifting from traditional to digital marketing (George and Richard. 2021, p.230). With the expanding target markets, they have shifted how and where they convey their information. With six senses targeting millennials also, they have had to invest in social media and change some of their designs and products to fit this particular group. Moxy has also created the Moxy universe, a platform that allows travelers to have the Moxy experience even before they arrive at the hotel (Backaler, Joel, and Joel, 2018, p.121). Travelers can now customize and create their avatars, selecting from 344 designs and 122 features, depicting various hairstyles, and body shapes, among other features.
Market segmentation refers to segregating the target markets into sub-groups according to their behavioral, geographical, psychographic, and socio-demographic characteristics. Market segmentation defines the marketing strategies to reach different groups (Languillon et al., 2012, p.390). Six senses target market differs from Moxy. Six senses mainly focus on millennials, couples, and families, while Moxy targets travelers. Millennials are so crucial to Six senses that they have modified some of their designs, products, and services to fit this group precisely. Millennials are curious and advententurus, and they look forward to new experiences. Families and couples are after serenity and fun. Six senses have developed slogans such as “Eat with six senses” or “sleep with Six senses” just to fit these audiences (Pavlova, Tatiana. n d). Moxy has employed several marketing strategies as well to fit its target market. These include creating the Moxy universe, a virtual platform allowing travelers to have a Moxy experience before physically arriving at the hotel. Moxy also uses the “Behind the Creative” strategy to attract travelers. It entails having designs and outlooks, such as a mural on the 6-story naked concrete, to give visitors a scene to admire and capture their attention. Another strategy they have employed is The Finale; this was a once questionable room experience that has turned out to be the most requested (Fox and Jena, 2020). The 6-story mural activation is now an experience that many are after. Other marketing strategies include social media asset creation and branded activations. 
Six senses hotels have increased the existing market by introducing existing products to new customers. They also identify the products and services their customers are interested in and develop a mix-and-match bundle that attracts more customers (Alawi et l., 2021, p.16). Both six senses and Moxy have simplified distribution arrangements that give customers convenience. For instance, they both have simple channels for accessing customer care services. They have social media, phone calls, chats, and in-person attendants that quickly respond to customer inquiries and bookings. They both have a simple mobile application for online booking (Banyeva et al., 2023, p.71). They have developed applications and websites that help customers easily book. They both have digital wallets; this entails digital payment options, such as PayPal, MasterCard, American Express, and Alipay.
 Both companies have adopted generational marketing. Generational marketing is when the target market is segmented and targeted generation-wise. Generations are broadly classified as the silent generation, the baby boomers, Generation X, millennials, and generation Z (Kim et al., 2015, p.278). Despite the standard features that cut across, every generation has its preferences, beliefs, and experiences, which influence its reasoning and actions. It is critical because it will define how they purchase or interact with specific brands (Lissitsa, Sabina, and Ofrit, 2016, p.310). Generational marketing implies using different means to reach different groups as they see fit. Generational marketing provides a better understanding of the target groups allowing the business to engage them effectively and promote brand awareness. Six senses and Moxy use traditional and digital marketing platforms to reach all generations. However, the language of communication depends on the target audience. The old generations may find certain words offensive, but the younger generations may find fun in the exact words. Generational marketing has partitioned hotels into different areas with features consistent with the targeted group (Goh, Edmund, and Fevzi, 2020, p.100603). In both Six senses and Moxy, a children's area is distinct from a teenager’s and an adult’s areas.
Six senses and Moxy have employed both traditional and digital marketing in media marketing. Traditional marketing refers to marketing using traditional means like the print media such as magazines and newspapers. In contrast, digital marketing refers to using digital platforms such as social media and websites in marketing (Todor and Raluca, 2016, p.51). With the advancing technology, digital marketing is gaining more influence than traditional marketing. Both Six senses and Moxy have also concentrated more on social media marketing. Moxy has created a digital platform called' The Guestbook," found in their lobby (WeCreate, n.d). As a marketing strategy, the hotel encourages its customers to collect quotes, stories, videos, and images and share their experiences in Moxy on Instagram with the hashtag #atthemoxy. Moxy hotels also have a YouTube channel where they entertain fans and travelers through a comedy series called “DO NOT DISTURB” (Moxy Marketing, n.d). This 8-episode series adds more value because it advertises the Moxy experience to the audience. On the other hand, Six Senses have also employed diverse media strategies for disseminating its information. They utilize newspapers, radio, and social media platforms such as Facebook and Instagram to advertise and promote their products and services. Six senses also launched a social media edit, a user-generated feed aggregator on the brand's website (www.studocu.com, n.d). The edit pulls different contents using a hashtag and a keyword on social media platforms such as Instagram, Twitter, Facebook, and interest. This edit allows the users to select the best content and easily search the content, videos, or photos by property subject and location (blogmarketing9113BC_10.3, 2019). The vice president of marketing and communications, Julia Gajcak, claims “We’ve seen some tremendous work and creative content developed at all levels of the organization and look forward to evolving our social media and online presence in the months ahead.”
With the rising sensitivity to sustainability, Businesses are now compelled to adopt sustainable practices for better performance. Six senses and Moxy have demonstrated their commitment to sustainability. All the six senses properties have funds dedicated to sustainability. A total of 0.5% of guest donations and revenue is allocated for the benefit of ecosystems or local communities (Alawi et l., 2021, p.16). These funds provide all Six senses with community development, Laamu marine conservation, and education work. Six senses have also reduced disposable plastics by bottling their water in glass. More recently, they also eliminated using disposable F&B containers and plastic straws. On the other hand, Moxy has also embraced sustainability in its marketing. Moxy Copenhagen is the second hotel in Denmark to be given a LEED certificate. (Fox and Jena, 2020) It is clear proof of their commitment to a sustainable environment.
In conclusion, business performance can be projected by the strategies employed in marketing. Six senses and Moxy share some marketing strategies, such as social media marketing, quick customer care services, and simplified payment methods. However, they also have other differing market strategies regarding their target audiences. Six senses target millennials, families, and couples, while Moxy targets travelers. Six senses have special offers and designs for millennials, couples, and families, while Moxy generally focuses on travelers through such strategies as Moxy universe. They have both embraced sustainability and generational marketing.
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