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The hotel industry is booming across the globe day by day. The essay will enlighten the comparison of marketing methods and strategies of two recognized multinational hotel brands, Six Senses and Moxy. Six senses hotel is a globally recognized and award-winning hotel brand. They are involved in providing offerings in different places, such as majestic mountains, romantic valleys, etc. On the contrary, the Moxy hotel brand is recognized by people as a playful, affordable, and stylish hotel brand. The essay will define their comparison between marketing aspects, strategies, market positions, marketing messages, and so on. Before concluding, an adequate and relevant comparison between the two hotel brands is going to elicit in this essay. 
The journey of Six Senses hotel was incepted in 1995. The marketing approach was designed in the earlier days of Six Senses by keeping a specific purpose. By being environmentally friendly and socially responsible, they market via offline modes such as TVC, billboards, newspapers, magazines, etc. They kept the specific purposes while promoting personal well-being and the planet's health (Jobber and Ellis, 2020). As a result, in earlier days, it got the people's attention. In earlier days, they used to do personal selling promotions to get a good number of conversions of business people, corporate people, etc. Recently, they have gone beyond their marketing aspects, and by adding additional facilities such as a spa, recreational facilities, etc., they are trying to attract more customers (Chaffey and Ellis, 2019). By ensuring the availability of every facility for people, they promote their service offline and online in a way where every aspect is connected with magic (Stombelli, 2020). They have recently focused on online promotions, advertisements, SEO, and social media marketing. Six Senses hotel is putting much more emphasis on email marketing, and they are getting good outcomes. From the commencement of its journey, Moxy hotel has been a stylish, playful, and affordable brand connected via celebrating, originality, and open-mindedness. By focusing on an easy-going and friendly atmosphere, they do marketing to get their target customers (Wang and Chung, 2018). In this case, by only keeping its motto and expected products of a hotel, they try to connect customers and bring them towards its hotel. In the earliest days, they did not focus so much online and tried getting customers via offline marketing channels. Nevertheless, in the present day, Moxy has introduced several additional facilities with an iconic feature, a bar. They do the marketing so that people will get all the facilities from one place. Additionally, they introduce welcome drinks and complimentary breakfasts, and this marketing strategy helps make customers loyal. Social media strategies, SEO, branded activations, etc., and marketing strategies are now performed by Moxy hotel to create a profitable customer relationship indeed (Bowie et al., 2017). Both hotels switched to online marketing approaches more than offline ones.  
People recognize six sense hotels for their resorts, wellness spas, and five-star hotels. The hotel industry is very competitive and getting more competitive day by day. Currently, banyantree, amanresots, Four Seasons, etc., are six sense hotel's core competitors. It always remains among the top 5 luxury hotels in this competitive market (Kotler et al., 2020). Also, IHG’s $300 million acquisition of six senses make a power in the $60 billion luxury market. It has also been recognized as the number one hotel brand in the travel and leisure 2019 world’s best awards. In the case of the Moxy hotel brand, hotel Ellam, the pod hotel, hotel ZaZa, etc., are some of the core competitors of the Moxy hotel brand. In 2022, it will have a 17.69% market share in its competitive market. In the aspect of Six Senses, a hotel brand, through its marketing strategy, tries to connect to people mentally, physically, and spiritually. Through its website and online communication, they are emotive, and this emotive marketing strategy is helping the hotel brand a lot (Pantulu, 2021). Also, by enlightening their different functions such as Spa and resorts, people who seek these facilities are getting connected. In their marketing methods, they keep an augmented product that makes people superior and loyal (Xiong and King, 2019). Also, the hotel creates content with several customers' desires, which makes them visit their hotel or other facilities. Their content is created and marketed in a way that showcases their brand stories, communicating with guests and connecting with customers robustly. Currently, keeping with millennials and being affordable along with a stylish place, Moxy hotel employs its market strategy to reach its target market (Pantulu, 2021). The marketing strategy or communication is done by Moxy hotel to attract people who want more than a room to sleep in. They showcase their product promotion and establish the hotel's places in a way that tends to be conscious and demanding at the same time to be connected socially. The marketing strategy enlightens the affordable prices, stylish amenities, and technical accommodations that attract fun hunters to enjoy at Moxy hotel (Kotler et al., 2020). The hotel uses several offline and online campaigns to create brand recognition indeed. Also, currently, they are giving so much emphasis on influencer marketing and user-generated content marketing.
In the case of Six Senses hotel, they consider sustainability issues regarding their marketing strategies or aspects. Blue ocean's marketing strategy is mainly followed by Six Senses hotel. In their marketing strategies or aspects, they keep the promotion environment-friendly and socially friendly by being responsible towards the hotel’s products, practices, and brand values. Also, to reduce waste and emphasis waste management, they consider sustainability in their marketing strategy, which makes their offering or service more environmentally friendly than anything else (Guttentag, 2019). The hotel's marketing strategy is related to being environment friendly and in 2022, they aim to be free of unnecessary plastic. By developing more excellent practices and influencing people to stay beside them, they want to create a better world with superior service to its ultimate customers (Tokue, 2021). Through its marketing strategies or with the implementation of marketing 4p, they are ensuring eliminating of single-use plastic, making people aware of paperless environments, sourcing from sustainable suppliers, purchasing green cleaning supplies, and developing recycling programs. In the aspect of Moxy hotel, the hotel employs its marketing strategy towards youth centric as the hotel is youth-oriented hotel brand and committed to living its truth (Giacomel and Raveleau, 2020). Fewer hotels are youth-centric like they offer offerings and services only for. Therefore, Moxy hotel is considering the youth-centric complementary issue in its marketing aspect, as the youth-centric hotel offerings issue e still not that available and is still unresolved (Tokue, 2021). Its marketing strategy is basically enhancing the user experience of the youth, their primary target group of Generation X and Millennials. Their marketing strategy stimulates the youth group to do “what they want when they want without holding them up.” Through gamified hospitality with AR experience, they are getting more lucrative results and diminishing youth-centric contemporary issues in the hospitality industry. 
The marketing message is the communication for representing a brand that communicates to its customers and highlights the value of its products or services (Giacomel and Raveleau, 2020). In earlier days, Six Senses hotel's marketing message was related to new experiences and cultures (Banyeva et al., 2020). They did the marketing in a way that let their customers think that they have a specific purpose behind selecting them. In their offline marketing campaigns or personal selling, they did this communication where they made people think to get a specific purpose in case of their journey with Six Senses hotel (Banyeva et al., 2022). Day by day, the hotel has come a long way, and in this digitalization era, they modified their marketing terms and messages by evaluating and analyzing consumers' insights. It has occurred because people and their perceptions have also changed. So on that basis, they keep magic behind their brand, making their customer much more superior. Also, behind the magic of their marketing message, they ensure sustainability, dragging the customer's attention. The “Moxy” hotel brand has been incepted by explicitly focusing on affordable, playful, and stylish hotels. With these specific aspects, they try to draw the attention of their target customers (Housden, 2018). However, after operating business day by day, they fabricate that there is a vast complimentary issue: fewer hotels are youth-centric and youth facilities-centric (Kandampully et al., 2022). As a result, they now emphasize their marketing message in a way where youths get stimulated and have an exceptional new experience from the hotel. Through its user-generated content, it wants to give a superior experience to youths, which is how its marketing message has changed till now. 
The essay has showcased all the comparisons based on the requirements. At first, a concise introduction was given between two hotel brands, Six Sense, and Moxy. Afterward, both hotels' marketing approach roadmap has been elicited relevantly. Then, the hotel's market position and competitive market view are showcased, along with enlightening the strategies that are helping the business to do operation properly along with getting customers. Lastly, it has been showcased that Six Senses considers sustainability, and Moxy considers contemporary issues in its marketing. Also, the flow of both hotels' marketing message transition has been showcased and occurred due to the change of the market scenario and change of the perception and adoption of customers. 
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