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Introduction (Six Senses and Moxy)
Six Senses is a leading hotel brand that wants its places and spaces to help its customers reconnect and explore the meaning of physical, mental, spiritual and emotional happiness. The hotel brand is highly sustainable towards the environment, and it wants to offer an extraordinary experience to its potential customers (Luxury resorts, spa escapes - six senses. 2023). The hotel brand incorporates resorts, spas, and residences. The brand believes that it can design and build an elevated experience without harming the natural environment, and the services offered by the brand have distinctive and diverse features. The aim of the brand is to make its guests remember their services (Stombelli, 2020). 
In contrast, Moxy aims to provide a playful experience hotel for its young customers, and it has more than 70 properties across Asia Pacific, North America, Europe, and many more. It breaks the rules of conventional hotel stays, and it offers a non-traditional hotel experience that starts with check-in at Bar Moxy (Hospitalitynet.org. 2023). They offer lounges, libraries, social spaces, and small but smart rooms. The brand is presented by Marriott International, and it offers industrial and stylish design and sociable service for making the experience guests splurge. It includes open-mindedness, nonconformity and originality (George, 2021). 
Main body 
In terms of product strategy, it can be found that Six Senses aims to make the hotel experience of their guests better with their sustainable services. The brand incorporates a diverse, multicultural and multinational property portfolio that helps it to bring values to life in an innovative way. It offers spas and resorts to its guests (Piuchan and Prachansit, 2019). On the other hand, Moxy, as a leading hotel brand, offers a nontraditional hotel experience to its guests. Additionally, it offers lounges, libraries and smart bedrooms to its guests. The extraordinary portfolio helps it develop its business (Prmono, 2022). 
In terms of pricing strategy, as a leading hotel brand, Six Senses offers exotic spas, luxury resorts, clubs and luxury residences at a competitive price. The hotel brand considers comparative pricing to unite a diverse and multicultural portfolio (Urmila, Astuti, and Triyuni, 2023). In contrast, Moxy by Marriott International offers socialising places and spaces to its young guests at an attractive price point. It offers budget boutique hotels to attract more customers across the world (Shrivastava et al., 2019). 
In terms of expansion of the property, Six Senses has more than 16 hotels and luxurious resorts, along with more than 20 spas in 19 countries. It has signed to develop more than 31 properties in the business. On the other hand, Moxy relies on expanding its services all over the world with openness and nonconformity. It has over 30 properties across the world and offers non-traditional hotel experiences to customers (Ketter, 2020). 
In terms of promotional strategy, Six Senses is highly considerate towards its website and social media pages. Anyone can go through their website and can find their mission, vision and values. Anyone can book rooms, resorts or spas through their website and Instagram handle, and the brand is highly active where. They share their services continuously (Zhang, Xiong, and Lee, 2020. In contrast, Moxy also relies on digital platforms for promoting its services. Moxy also offers its services through its website and social media pages (Weinstein, 2022). 
In terms of market segmentation as well as positioning of Six Senses as a leading hotel brand, it can be found that the five-star hotel chain specialises in offering exotic hotel experiences in various remote and exotic locations across the world, and it promotes rejuvenation and sustainability culture immensely. The hotel brand knows the importance of offering innovative and sustainable services to its guests, and it targets mainly families as well as the millennial group. Additionally, the target market of the hotel brand is the socio-demographic aspects. For the hotel brand, millennials are extremely significant, and the hotel brand positions the business with the value of sustainability and wellness for the entire generation (Pham, Dhir, and Carrier Guillomet, 2022). The hotel brand also relies on psychographic market segmentation and considers the lifestyle and personal traits of its guests. On the basis of that, the brand offers atmosphere and serenity to its guests. In terms of geographic segmentation,  the hotel brand has divided its market into states, regions and nations. The major market of the business can be found in China, Germany, France, Australia, the USA and the UK.
On the other hand, Moxy started in Georgia; however, it currently operates in more than 30 destinations. The hotel brand is full of youthful spirit, and it is well known for its bold design and affordable pricing strategy. The hotel brand offers modern furniture, and the target demographic of the brand is millennials. It is basically a cosy boutique-style hotel and wants to appeal to a younger audience. In terms of positioning, the hotel brand wants to attract young customers by focusing on providing smart bedrooms along with a cheerful atmosphere. Additionally, it provides personal service along with a friendly environment (Minner and Nayak, 2019). The brand focuses on a determined segment to develop and specialise in the customers' preferences.
 In terms of marketing communication, both hotel brands use digital and social media platforms; so that they can interact with their potential target customers effectively. As discussed earlier, Six Senses targets mainly families and millennials, and on the other hand, Moxy targets only millennials (Sousa, Magalhães, and Soares, 2021). Both hotel brands use websites to make people know about their offers and services. Additionally, both hotel brands are quite active in their social media channels to understand the choices and preferences of the guests so that they can provide better services (Sikand, 2020). 
Conclusion
From the above discussion, it can be concluded that both the hotel brands aim to offer delighted and cheerful services to their potential customers, and regarding this, it has also been found that both hotel brands rely on developing their portfolio so that they can make people understand about their mission and values. Considerably, the use of social media and digital platforms helps hotel brands to expand their business by improving brand awareness.
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