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Essay
Six Senses and Moxy are two multinational hotel brands that cater to different segments of the market. Six Senses is a luxury resort brand that operates in some of the most beautiful and remote locations around the world, offering guests an authentic and sustainable travel experience (Stombelli, 2020). Moxy, on the other hand, is a more budget-friendly hotel brand that targets a younger, more design-savvy demographic, with a focus on providing a fun and social atmosphere. Six Senses has a strong focus on sustainability and environmental responsibility, offering guests a chance to experience luxury travel while minimizing their impact on the environment (Sousa et al., 2021). The brand's resorts feature a variety of eco-friendly initiatives, such as solar power, rainwater harvesting, and organic gardens. Six Senses also offers a range of wellness activities and treatments, such as yoga and spa services, to help guests relax and rejuvenate during their stay. Moxy Hotels is a lifestyle brand that is designed to appeal to the next generation of travellers. Moxy's hotels are designed to be social, with public spaces that encourage guests to mingle and connect. The brand also places a strong emphasis on design, with each hotel featuring unique and playful decor. Moxy also offers free Wi-Fi, complimentary breakfast, and a fitness centre.

Six Senses has primarily focused on luxury eco-tourism and wellness in its marketing strategy. The brand positions itself as a luxury resort brand that offers an authentic and sustainable travel experience. Six Senses has also heavily emphasized sustainability and wellness in its marketing campaigns, promoting the eco-friendly and wellness features of its resorts (Pham et al., 2022). In terms of the marketing mix, Six Senses has primarily focused on product, price, and place. The brand's resorts are positioned as premium, luxury properties, with a focus on eco-friendly and sustainable features. Six Senses also places a strong emphasis on the service aspect of the marketing mix, offering a wide range of wellness activities and treatments at its resorts (Botta, 2016).
Moxy has focused on targeting budget-conscious travellers who value design, socializing, and affordability (Wang et al., 2015). The brand positions itself as a budget-friendly hotel brand that offers a fun and social atmosphere. In terms of the marketing mix, Moxy has primarily focused on price and place. The brand's hotels are designed to be budget-friendly and offer a fun and social atmosphere. Moxy also heavily focuses on product and promotion. The brand's website and social media channels are designed to showcase the playful and social atmosphere of its hotels, and the brand also uses email marketing and influencer marketing to promote its hotels. Moxy also heavily focuses on design, targeting budget-conscious travellers who value design, socializing, and affordability.
Both Six Senses and Moxy have made clear choices in terms of their marketing approach, targeting specific market segments and emphasizing their unique selling points. Both brands have also adapted to changing market trends, incorporating elements of sustainability and digital marketing into their campaigns to better reach their target audiences (Kotler et al., 2020).

Currently, Six Senses continues to position itself as a luxury eco-tourism and wellness brand, targeting affluent and environmentally conscious travellers. The brand has a strong focus on sustainability and wellness and promotes its resorts as offering an authentic and sustainable travel experience (Ahn et al., 2019). In terms of marketing strategies, Six Senses heavily relies on digital marketing to reach its target audience. The brand has a strong presence on social media, with a focus on Instagram and Facebook, and uses these platforms to showcase the natural beauty and wellness offerings of its resorts. The brand also uses email marketing, influencer marketing, and content marketing to promote its resorts. Additionally, Six Senses uses traditional advertising methods, such as print and outdoor advertising, to reach its target audience.
Currently, Moxy positions itself as a budget-friendly hotel brand that targets budget-conscious travellers who value design, socializing, and affordability. The brand's hotels are designed to be budget-friendly and offer a fun and social atmosphere. In terms of marketing strategies, Moxy heavily relies on digital marketing to reach its target audience. The brand has a strong presence on social media, with a focus on Instagram and Facebook, and uses these platforms to showcase the playful and social atmosphere of its hotels. The brand also uses email marketing, influencer marketing, and content marketing to promote its hotels. Additionally, Moxy uses traditional advertising methods, such as print and outdoor advertising, to reach its target audience (Bogicevic et al., 2021).
Both Six Senses and Moxy currently use a combination of digital marketing and traditional advertising methods to reach their target audiences (Turner et al., 2018). Additionally, both brands use influencer marketing, content marketing, and email marketing to promote their products and services (Smith et al., 2020).

Sustainability: Six Senses places a strong emphasis on sustainability in its marketing, positioning itself as a luxury eco-tourism brand and promoting the eco-friendly and sustainable features of its resorts (Rezaee, 2016). The brand has made efforts to reduce its environmental impacts, such as by using renewable energy sources, reducing water consumption, and promoting conservation and biodiversity. Moxy is not a brand that has a strong emphasis on sustainability in its marketing, targeting budget-conscious travellers who value design, socializing, and affordability (George, 2021). It is not clear if the brand has made any specific considerations regarding sustainability in its marketing.
Social Issues: Six Senses promotes its resorts as offering an authentic and sustainable travel experience, with a focus on cultural awareness and respect for local communities. The brand has also made efforts to promote social responsibility by supporting local initiatives and implementing fair trade practices. Moxy promotes its hotels as offering a fun and social atmosphere, with a focus on design and affordability. The brand has not made any specific considerations regarding social issues in its marketing (Bowie et al., 2017).
Geopolitical Issues: It is not clear if Six Senses has made any specific considerations regarding geopolitical issues in its marketing. However, as a luxury brand, it may be impacted by geopolitical events that affect travel and tourism, such as border closures or travel restrictions. It is not clear if Moxy has made any specific considerations regarding geopolitical issues in its marketing. However, as a budget-friendly brand, it may be impacted by geopolitical events that affect travel and tourism, such as border closures or travel restrictions (Jobber et al., 2020).
Contemporary Issues: Six Senses has adapted to changing market trends by incorporating elements of sustainability and digital marketing into its campaigns to better reach its target audience. Additionally, the brand has also made efforts to promote social responsibility and cultural awareness in its marketing, reflecting contemporary concerns about responsible travel and tourism. Moxy has adapted to changing market trends by incorporating elements of digital marketing into its campaigns to better reach its target audience. Additionally, the brand has also made efforts to promote its hotels as offering a fun and social atmosphere, reflecting contemporary concerns about design and affordability in the hospitality market.

Currently, the marketing message for Six Senses is focused on luxury eco-tourism, promoting the brand's commitment to sustainability, conservation, and cultural awareness (Thornburg, 2017). The message is that Six Senses provides a unique and authentic travel experience that is also environmentally responsible. Over time, Six Senses has shifted its marketing message to focus more on sustainability, reflecting a growing awareness and concern among consumers about the environmental impact of travel and tourism. The brand has also placed more emphasis on cultural awareness and respect for local communities, reflecting a growing interest among consumers in responsible and authentic travel experiences.
Currently, the marketing message for Moxy is focused on affordability, design, and socializing (George, 2021). The message is that Moxy provides an affordable yet stylish and fun hotel experience for budget-conscious travellers. Over time, Moxy has shifted its marketing message to focus more on design and socializing, reflecting a growing interest among budget-conscious travellers in stylish and fun travel experiences. The brand has also placed more emphasis on affordability, reflecting a growing concern among consumers about the cost of travel and tourism.

Six Senses uses a combination of digital marketing, social media, and PR to reach its target audience. The brand's website and social media channels are designed to showcase the beauty and sustainability of its resorts, and the brand also uses email marketing and influencer marketing to promote its resorts (Dhaoui et al., 2017). Moxy uses a combination of digital marketing, social media, and PR to reach its target audience. The brand's website and social media channels are designed to showcase the playful and social atmosphere of its hotels, and the brand also uses email marketing and influencer marketing to promote its hotels. Both Six Senses and Moxy use a combination of digital marketing, social media, and PR to reach their target audience. However, there are some key differences in their marketing strategies. Six Senses focuses on promoting the luxury and sustainability of its resorts, while Moxy focuses on promoting the fun and affordability of its hotels. Six Senses also heavily focuses on wellness, targeting affluent travellers who value sustainability and wellness and are willing to pay a premium for a luxury experience. Moxy, on the other hand, targets budget-conscious travellers who value design, socializing, and affordability.

To develop and enhance marketing activities for Six Senses, the brand could consider expanding its reach by targeting a younger, more design-savvy demographic (Yoon et al., 2017). This could be achieved by leveraging social media and influencer marketing to promote the brand's eco-friendly initiatives and wellness activities. Additionally, the brand could consider partnering with other luxury brands to increase its visibility and reach among affluent travellers. For Moxy, the brand could consider expanding its reach by targeting a more affluent demographic. This could be achieved by leveraging social media and influencer marketing to promote the brand's design-savvy hotels and affordable prices. Additionally, the brand could consider partnering with budget-friendly luxury brands to increase its visibility and reach among budget-conscious travellers who are looking.
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