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Introduction
Six Senses is a premium and ecologically conscientious hotel brand that provides its guests with unique and comprehensive experiences. Six Senses provides an oasis of calm and harmony with an emphasis on health and sustainability, offering visitors a wide range of services and accommodations that respond to their physical, mental, and spiritual requirements. Six Senses delivers a genuinely memorable and revitalising experience that tries to connect people with nature and themselves, from gorgeous sites to eco-friendly design, from great food to holistic spa treatments (Housden, 2008). Moxy is a pleasant and inexpensive hotel brand aimed at the next generation of tourists. Moxy hotels, designed with a stylish and edgy style, provide a dynamic and sociable environment where guests can work, play, and meet with like-minded individuals. Moxy focuses on technology and convenience by delivering innovative and effective services like self-check-in kiosks and mobile keys, as well as a choice of food and beverage alternatives such as 24/7 grab-and-go shops and vibrant bars (Chaffey, et al, 2019). Whether travelling for work or pleasure, Moxy offers a pleasant and easy experience that embodies the personality of its customers (Kotler, et al, 2020). This assessment will cover the marketing mix of two different hotel brands as well as the different strategies for marketing.
Six Senses and Moxy are two hotel brands with unique marketing strategies for attracting and retaining their target clients. Six Senses has always prioritised luxury and sustainability, basing its brand on the concepts of well-being and eco-friendliness (Makhlouf, 2022). They have used their beautiful sites and one-of-a-kind experiences, such as tree-top yoga and organic farm-to-table cuisine, to attract high-end guests who appreciate authenticity, exclusivity, and responsible tourism (Ghauri, 2014). Six Senses has grown its worldwide reach and varied its services throughout the years, opening spas, resorts, and residential properties and collaborating with like-minded firms and influencers to spread its message. The brand was bought by InterContinental Hotels Group (IHG) in 2019, which has increased its exposure and size while maintaining its basic principles. Moxy, on the other hand, has embraced a more unusual and disruptive marketing approach, using a bright and irreverent brand personality to target millennials and Gen Z (Clow, et al, 2013). They have positioned themselves as a fun and economical alternative to traditional hotels, generating awareness and engagement through social media, influencer marketing, and experiential events. They have also embraced technology and innovation in order to provide a seamless and customised guest experience, such as employing virtual reality to demonstrate their rooms and collaborating with startups to provide augmented reality games and smart room controls. In essence, Six Senses and Moxy have adopted distinct marketing strategies that represent their individual brand values and target audiences. While Six Senses has concentrated on luxury and sustainability, using its unique experiences and relationships, Moxy has adopted a humorous and tech-savvy attitude, standing out in a competitive market through social media and innovation. Both firms' marketing tactics have responded to shifting consumer tastes and industry changes, exhibiting agility and inventiveness.
Six Senses and Moxy will continue to pursue their different market positions and marketing strategies in 2021 while adjusting to the changing travel landscape and client preferences. Six Senses has been able to grow its worldwide reach and client base as part of the IHG family while maintaining its commitment to sustainability and well-being. The company has continued to stress its distinctive experiences, such as health retreats and cultural immersion, while also introducing new products, such as Six Senses Residences, to meet the expanding demand for luxury real estate. Six Senses has also made investments in digital promotion and e-commerce, utilising its website and social media platforms to display its properties, interact with clients, and promote unique discounts and packages. Furthermore, Six Senses has responded to the COVID-19 epidemic by implementing strengthened safety and sanitary standards and encouraging flexible booking and cancellation policies. Moxy has retained its humorous and irreverent brand personality as part of the Marriott International portfolio while growing its footprint in important urban and leisure areas. With its colourful appearance, tech-enabled amenities, and social activities like rooftop parties and live music, the brand has proven to appeal to younger tourists (Varadarajan, 2012). Moxy has also championed localization and community involvement, collaborating with local artists, musicians, and influencers to provide guests with unique and unforgettable experiences. Moxy has depended significantly on social media and influencer marketing for promotion, utilising channels such as Instagram, TikTok, and Snapchat to interact with its target demographic and promote its distinct personality (Mansour Ghazi, 2016). Moxy has also responded to the COVID-19 outbreak by implementing additional cleaning and safety procedures, as well as providing flexible booking and cancellation policies. 
In their marketing efforts, Six Senses and Moxy have both acknowledged the rising relevance of sustainability, social responsibility, and current challenges (Zook, 2020). Six Senses has always valued environmental stewardship and sustainability, including it in every part of its business, from design and building to operations and personalized service. Six Senses has adopted a more aggressive position on global problems such as climate change and social justice in recent years, leveraging its platform and resources to promote change and encourage action. Six Senses, for example, has established a number of programmes, including Earth Lab, which tries to reduce waste, water, and energy consumption, and Out of the Bottle, which strives to eradicate single-use plastics (Pepels, 2016). Six Senses has also collaborated with local communities and non-profit groups to assist educational, ecological, and cultural preservation initiatives. Six Senses' sustainability initiatives and pledges have been publicised through its website, social media, and marketing materials, highlighting its eco-friendly design, local sourcing, and charitable collaborations. Moxy, while not as blatantly concerned with sustainability as Six Senses, has acknowledged the significance of social and geopolitical themes in its marketing approach. Moxy has welcomed diversity and inclusion, collaborating with groups such as The Trevor Project and GLAAD to promote LGBTQ+ visibility and rights. Moxy has also taken a position on political matters such as the Black Lives Matter movement and the US presidential election, utilising its social media channels to express its support and encourage people to vote. Furthermore, in response to the COVID-19 epidemic, Moxy has emphasised safety and hygiene, implemented new cleaning processes, and promoted contactless check-in and other elements that limit the danger of transmission (Mariussen, et al, 2017). Moxy's marketing approach has also been modified to appeal to new trends and tastes, such as the increase of remote work and the need for outdoor and wellness activities, by creating new packages and promotions that meet these demands. Finally, Six Senses and Moxy have realised the importance of sustainability, social responsibility, and current challenges in their marketing efforts. Six Senses has adopted a broader approach to sustainability, including it in every part of its business and utilising its platform to effect positive change. Moxy has also recognised the importance of social and political problems, communicating its principles and engaging with its audience through its brand personality and social media platforms. By taking these challenges into account, Six Senses and Moxy were able to improve their brand reputation, attract new audiences, and contribute to a more sustainable and fair society (Palmatier & Sridhar, 2017).
Six Senses and Moxy's marketing slogans have shifted over time to suit changes in the tourism industry, client preferences, and world events. Six Senses, for illustration, has always emphasised luxury, environmentalism, and well-being while altering its language to appeal to new niches and trends. Six Senses has previously highlighted its distinctive experiences, such as spa treatments, farm-to-table eating, and cultural absorption, as well as its dedication to ecological sustainability and local communities (Heyes, 2017). Six Senses has pushed its digital skills in recent years, including online health programs and e-commerce opportunities for visitors to purchase items and experiences. Six Senses has also changed its marketing to match the changing travel landscape and health concerns, implementing new guidelines for cleanliness and safety and encouraging flexible booking arrangements. Moxy, on the other hand, has kept its irreverent and humorous brand identity while modifying its messaging to cater to evolving customer behaviours and tastes (Jobber, et al,  2020). Moxy has always stressed value and enjoyment, appealing to younger tourists who appreciate design, technology, and social interactions. Moxy has, however, stressed its dedication to diversity and tolerance in recent years, engaging with LGBTQ+ groups and marketing its open-minded and tolerant brand image. Moxy's marketing has also been modified to cater to the development of remote work and digital nomadism, touting its founder spaces and alternative booking possibilities. In addition to these particular message adjustments, Six Senses and Moxy have also reacted to the COVID-19 pandemic's problems and potential, bringing new messaging regarding health and safety, flexibility, and local travel. Both businesses have highlighted improved cleaning processes and flexible booking regulations, as well as emphasising outdoor and health experiences that allow guests to retain social distance.
Conclusion
Finally, Six Senses and Moxy have both developed their marketing tactics throughout time in order to appeal to evolving customer tastes, respond to global events and difficulties, and keep their brand identities. While Six Senses focuses on sustainability, luxury, and wellness, Moxy focuses on affordability, enjoyment, and diversity (Schmalen, 2021). Both companies have also responded to the COVID-19 epidemic with new messaging centred on safety, flexibility, and local travel. Six Senses and Moxy have been able to remain relevant and appealing to their target audiences while contributing to a more sustainable and fair tourism industry by taking these aspects into account and modifying their marketing methods appropriately.
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