


Introduction
The founding principle of Six Senses, which dates back to its inception in 1995, was to advocate for ethical standards in luxury lodging. Their projects range from eco-friendly hotels and spas to exclusive country clubs and high-end homes, and each one is designed to highlight the region's natural splendor. An up-and-coming hotel chain, Moxy Hotels is part of Marriott International's portfolio. Moxy is a lively, fashionable hotel that provides its customers with all they need and nothing more. The Moxy Milan hotel opened in September 2014 as the first experience brand, the experience brand, which is distinguished by its attitude and where the price is only a nice surprise. Consequently, we will compare and contrast the two hotels' advertising campaigns, taking into account their various demographic targets and marketing strategy techniques, in this investigation. As part of our investigation, we will compare and contrast the two companies’ market positions before and after the covid19 outbreak, and we will also evaluate their advertising persistence (Leonidou and Zeriti, 2013).


A Comparison of the Marketing Methods of Six Senses and Moxy Hotels

The first MOXY hotel debuted in Milan, Italy, the same year. In a decade, the chain hopes to have 150 hotels across Europe. They have an extensive brand portfolio and are continually on the lookout for new methods to expand. Owners see the value in Moxy because it allows them to enter the market quickly, provides them with access to first-rate worldwide platforms, and is supported by Marriott Rewards, the dominant loyalty card in the hotel business. In addition to being crucial to Moxy's growth strategy, the franchise model is the primary driver of nearly all of the company's actual signed contracts. At present, Moxy Hotels generates an estimated $259.6M annually in sales (Chan, 2013).
In 1995, when they opened their first resort, Six Senses introduced their signature philosophy. In their mission statement, Six Senses Hotel expresses their dedication to environmental protection and eco-friendly business practices’ Senses places a premium on appealing to the millennial generation. Generation Y is drawn to their properties because their emphasis on eco-friendliness and health care strikes a chord with their values. Companies picked by them are those that not only appear to be what they claim to be, but also act accordingly. Six Senses is committed to fostering relationships within the neighborhood. The staff at these resorts and spas strives to improve not only the lives of their visitors, but also those of the local community. Currently, six senses predicts a yearly income of $283M.The use of apps has become more vital to the success of hotels in managing the offerings they give to their consumers. There is no need to state that the movement toward digital and wireless solutions has gathered steam. Guests of the Six Senses and Moxy Hotels are frequently the focus of highly customized and specific advertising campaigns. 
Moxy was made specifically to cater to the needs of today's youth. Everything about it is first-rate except the cost, so customers won't have to give up quality or convenience to purchase it. With a focus on do-it-yourself amenities and public spaces, the Moxy brand is creating its lodgings with guests in mind. At Moxy Hotels, for instance, guests are welcomed with a free beverage as they check in at the bar. Moxy hotels provide their guests with a variety of public areas, from the lively bar to the quiet library, so that they can choose the optimal setting for their needs (Narteh and Braimah, 2013).
When it comes to marketing, Six Senses places a premium on millennials. We recognize that this generation is looking for homes that share the values of sustainability and well-being. Organizations chosen are those that not only are what they claim to be but also act accordingly. As a company, Six Senses is committed to fostering connections with the neighborhood and the greater San Francisco area. Both the local community and the guests of the resorts and spas will benefit from the efforts. The millennial generation has a deep appreciation for the things we provide. In Vietnam, visitors to the Six Senses Ninh Van Bay resort can order fresh lobster from a nearby farm and have it prepared in their room (Sarmaniotis and Papaioannou, 2013).
Accommodations at Moxy Hotels have a walk-in shower, luxury MUK bath products, an accessible wall wardrobe, a flat-screen HDTV with Netflix and YouTube, and a  high thread counts mattress. Each bedroom has a clean and contemporary aesthetic, and the space within it has been cleverly optimized to make the most of the available square footage. In addition, certain hotels offer exclusive amenities, such as  the rooftop pools at the Moxy Miami South Beach and the Moxy Lisbon City. The price of Moxy varies widely per hotel, client, and area. Prices are set according to supply, demand, and ongoing marketing and promotion efforts. The pricing structure of Moxy shifts based on market conditions and other factors. Moxy hotels are typically situated near major thoroughfares, airways, and commercial districts. Moxy chain strategically places its hotels near transportation hubs, shopping areas, and major thoroughfares. Moxy's main focus is on expanding its business in both direct and indirect ways. That helps cut down on the money spent keeping track of infrastructure supplies (Camilleri, 2018). Moxy promotes its brand online. Since they are a well-known company all over the world, they have a website where guests can reserve a room in advance. Media such as commercials, online videos, and social networking sites are utilized. Moxy provides sales and new items to existing clients to keep them as loyal as possible (Cervellon and Galipienzo, 2015).
At Six Senses, they advocate for sustainable methods of providing 5-star service. their developments, which range from exclusive clubs and exquisite homes to exotic resorts and spas, are cutting-edge, environmentally friendly, and reflective of the local culture and natural splendor’s senses costs can range greatly depending on the hotel, the client, and the location. Superior quality at reasonable costs. Moxy finds an optimal balance between maximizing profits and maintaining high standards of quality. Supply, demand, and continual advertising and promotion are all considered when determining price. Several of the world's most exotic and stunning locations are home to Six Senses Hotels, Residences, and Spas. The touchstones are consistent regardless of location, be it a private island or a bustling city. Eleven of the Best Six Senses Hotels & Resorts Around the Globe. In total, Six Senses operates over 21 hotels in 17 different nations. Six senses use the internet to spread the word about its products. Their worldwide fame necessitates the maintenance of a website where prospective customers can make advance accommodation reservations. Promotion is done through a variety of channels. Six senses try to maintain as much customer loyalty as possible by offering discounts and new products to its current customer base.
Overall, the LEED certification is a good indicator that Moxy Hotels is one of the best options for eco-friendly lodging in the Danish capital of Copenhagen. Reaching Platinum status is a remarkable accomplishment that attests to the hotel's thoughtfulness towards sustainability during its construction. VA stint has long adhered to the notion of requiring every new construction to meet a minimum level of environmental quality. They established this benchmark because they care about making positive contributions to the communities where they build without negatively impacting them (Barth and Theis, 2013).
Six Senses established new resorts that focused local people, wildlife, and the environment. We now bottle our own still and sparkling water to cut shipping costs. To supply the resort's chefs with seasonal produce and spa products, an organic garden made sense. To maintain their restorative tourism approach, they have always prioritized small projects that conserve the environment and boost the local economy more than offset any negative impacts.
As Six senses return to the skies and readjust to modern travel norms and expectations, users have assurance that they will do everything possible to ensure that users may rest easy and renew their bonds throughout their time with us. They maintain the same rigorous standards for cleanliness, sanitation, and hygiene that they have always held since these are core principles of how they choose to conduct their lives. In accordance with WHO recommendations and guidelines, they have detailed some of the extra measures performed on top of these strict procedures.
Moxy Hotels, which is a subsidiary of Marriott International, has implemented a variety of measures to improve its already stringent cleaning procedures and standards. They have also made certain changes to the offered services and amenities during the stay considering the recent COVID-19 epidemic.


[bookmark: _Toc126942031]Conclusion
Marketing includes activities such as publicizing the product, selling it to customers, and delivering the product to stores. There are numerous strategies for promoting a product. Including a firm's value creation, marketing messages, and population information in an advertising plan is essential. Moxy’s rapid expansion can be attributed to the increasing number of property owners searching for ways to swiftly increase asset value through repurposing, recycling, and other means. The adaptability of the Moxy brand makes it a good investment for owners, as it can be applied to a wide variety of development projects, such as the renovation of nontraditional buildings into trendy, unorthodox hotels. Six Senses resorts are small and personal, with a focus on providing service with empathy at its core. All Six Senses workers and the communities in which they live and work benefit from the company's innate sense of responsibility and care. To that end, it has adopted a set of core beliefs and principles to guide its efforts toward environmental sustainability (Al-Jobori,2019).
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