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 Introduction
	Every hotel brand needs a solid marketing plan to make it in the cutthroat hospitality industry. Six Senses is a brand of high-end hotels that prides itself on offering an immersive experience emphasizing health and environmental responsibility. It is strongly dedicated to sustainable methods, renewable energy, and community involvement. Six Senses caters to well-heeled vacationers who value privacy and comfort by providing opulent services like spas and gourmet meals from local farms (Aeberhard et al., 2020, p.275). However, Moxy is a lifestyle hotel brand that provides a hip and inexpensive stay for millennials and Gen Z (Ubi, 2017). It is designed to be a lively social hub with cutting-edge conveniences like digital keyless access and mobile check-in. Moxy aims at young travelers from generations Y and Z looking for a vibrant social scene. Understanding how these two brands reach their target demographics and set themselves apart from the competition may be attained by examining their marketing methods. 
Marketing Choices of Moxy and Six Senses
	Six Senses and Moxy are luxury hotel chains that approach marketing differently. Six Senses has a long history of using wellness and environmental protection as selling points. Its dedication to eco-friendly policies is sure to please eco-conscious vacationers. Six Senses has always marketed itself to the affluent as a luxury brand, providing them with unique and expensive services (Atwal & Williams, 2017, p.43). In order to broaden its customer base, Six Senses has increased its use of digital marketing tools, including social media and online booking platforms, in recent years. More experiential offerings, such as farm-to-table dining and outdoor activities, have been added to the brand to attract adventure-seeking tourists. However, Moxy has taken a less conventional route to promote its product. The brand aims to provide a fun, social environment with cutting-edge conveniences like mobile check-in and keyless admission. 
	Moxy is marketing itself to younger vacationers by positioning itself as a lifestyle brand (George, 2021, p.221). The company has heavily advertised its name on social media, frequently teaming up with famous people to attract its core audience. In its advertising, Moxy has emphasized the low prices it charges for its trendy rooms. Six Senses and Moxy have both modified their advertising strategies throughout time. Six Senses is now more interested in providing its guests with an immersive experience through wellness programs and outdoor excursions (Silva, 2018). It has also increased its visibility on the internet to appeal to more people. In addition to maintaining a robust social media presence, Moxy has widened the scope of its marketing to include partnerships with influencers and celebrities. Both firms, however, could need to strengthen their marketing methods to help fuel any future expansion they may have in the highly competitive hospitality industry.
Methods Strategies
	The Six Senses and Moxy hotel brands use distinct marketing approaches to appeal to their target demographics. The premium hotel brand Six Senses markets itself as the provider of one-of-a-kind, customized stays. The company places a premium on ecological responsibility, personal health, and cultural exposure. Six Senses caters to affluent vacationers who care about environmental responsibility and cultural immersion. The four pillars of the marketing mix—product, place, pricing, and promotion—form the basis of the brand's promotional strategy (Khan, 2014, p. 95). Six Senses has a one-of-a-kind product line that includes plush lodgings, individualized attention, and one-of-a-kind adventures. The company's place strategy involves putting its hotels in unusual locations like national parks and cultural centers to give visitors something special. The brand's premium price strategy is meant to convey the exclusive nature of the product. To spread the word about Six Senses, the company prioritizes digital channels, including social media, targeted ads, and email blasts.
	Conversely, Moxy is a hotel brand aimed squarely at millennials and described as "affordable, stylish, and fun." The four pillars of the marketing mix—product, place, pricing, and promotion—form the basis of the brand's promotional strategy. The goal of Moxy's product strategy is to attract millennials by providing rooms that are both beautiful and practical (Weinstein, 2022). The brand's place strategy is to situate its hotels in densely populated neighborhoods and tourist hotspots, where its core consumer base congregates. The pricing approach at Moxy is to provide a one-of-a-kind experience at a low cost. The brand's promotion is built on social media, particularly Instagram, Facebook, and Twitter, with additional promotion through experiential marketing and influencer partnerships (Wang & Sirakaya-Turk, 2017, p.449). Each company positions its products to appeal to specific demographics of consumers. Moxy caters to young, budget-conscious visitors who place a premium on style and affordability, while Six Senses caters to luxury guests who place a premium on sustainability and authenticity.
	Six Senses promotes its brand and products through a combination of social media, email marketing, and content marketing. The company has made a concerted effort to promote its dedication to environmental responsibility and cultural enrichment in its marketing materials. Moxy emphasizes social media and influencer partnerships to reach its demographic by emphasizing fun, style, and affordability values in all of its marketing materials (Xiong & King, 2019, p.67). Six Senses and Moxy's distinct brand identities and customer bases necessitate distinctive promotional approaches.
Marketing Considerations
	The importance of environmentally and socially responsible corporate practices in today's marketing tactics is growing. Six Senses and Moxy have noted this pattern and made major attempts to integrate environmental and social consciousness into their advertising and business practices. When it comes to eco-friendly, five-star accommodation, Six Senses has always been ahead of the curve (Navare, 2017). They have created a sustainability program called "Sustainability in Action," which details their efforts to lessen their negative effects on the environment and increase the prevalence of sustainable methods throughout their sites. Activities such as decreasing energy use and encouraging regional food and material production are part of this program. Six Senses collaborates with local groups to fund and spread educational and community improvement programs. They target eco-conscious vacationers by emphasizing their commitment to sustainability in promotional materials like their website and social media pages.
On the other hand, Moxy's advertising has become more socially conscious. They are marketing themselves as a company that welcomes and appreciates people of all backgrounds and kinds (Bowen & McCain, 2015, p.415). They have created several programs, such as the "Moxy Makers" initiative, which helps local artists and manufacturers by allowing them to exhibit their wares in Moxy buildings to spread these principles. Moxy also collaborates with neighborhood groups to promote social welfare and economic growth. For instance, they are helping to generate money for the Rainforest Foundation's environmental protection initiatives by teaming up. These community-oriented projects are highlighted in Moxy's advertising to show that the company cares about and values its surrounding neighborhoods. 
	Six Senses has instituted stringent health and safety measures at each location to guarantee the well-being of both guests and employees. They have also begun several programs to aid local populations hit hard by the pandemic, such as distributing food and materials. Moxy, like other companies, has taken precautions to prevent the spread of illness (Kasriel-Alexander, 2016, p.18). The company has also adjusted its marketing strategy to reflect the shift in consumer preferences in light of the pandemic. To capitalize on the rising popularity of working from home, they have developed a "Work Anywhere" campaign to advertise their buildings as suitable locations for telecommuting employees.
Advertising Messages
	As client needs and preferences have evolved, so too have the marketing strategies of hospitality giants like Six Senses and Moxy (de Korte et al., 2019, p. 122). Sustainable travel and wellness vacations are becoming increasingly important to today's tourists, and Six Senses has prioritized promoting both (Demir & Sarıbaş, 2014, p.1). The company's marketing campaigns highlight the natural materials and organic products used across its establishments and its dedication to environmental and social responsibility. In recent years, Six Senses has emphasized its dedication to local community service and cultural immersion. The website offers a "Grow with Six Senses" curriculum that instructs kids in eco-friendly ways of life.
	In contrast, Moxy's advertising campaigns feature greater humor and irreverence. The brand's "Play on" slogan and colorful, eye-catching designs are aimed at attracting younger, tech-savvy vacationers. Marketing for Moxy Hotels frequently features prominent figures from social media to emphasize the company's commitment to fostering a lively and welcoming environment for its guests (Backaler & Backaler, 2018, p.119). Both companies have hit the goal by creating distinctive and persuasive marketing messages that connect with their respective consumer bases. In contrast to Moxy, whose focus is on social and experiential travel, Six Senses is more concerned with sustainability and well-being, which aligns with the rising desire for responsible travel experiences, while Moxy is better suited to the needs of younger, more adventurous tourists.

Conclusion
	Six Senses and Moxy are two hotel chains that use distinctive approaches to advertising to draw in and keep guests. These brands have set themselves apart in the crowded hotel industry by strategically using the marketing mix's segmentation, targeting, and positioning elements. To adapt to their target audience's changing values and interests, they have also included sustainability, social, geopolitical, and topical themes in their advertising campaigns. Six Senses is dedicated to sustainable tourism, and its focus on the environment, health, and the local community reflects this. Conversely, Moxy caters to young people and frugal vacationers by emphasizing spontaneity, low prices, and ease of use. To stay current and competitive, both brands have shifted their advertising approaches. While Moxy has continued to expand into hip and happening neighborhoods, Six Senses has shifted its emphasis to experiential luxury. Six Senses should maintain its emphasis on experience, luxury, and sustainability, while Moxy should work to increase its presence in urban and resort areas. Both companies may increase customer interaction and brand loyalty through digital marketing and social media. These firms will need to monitor changes in the hotel industry and adjust their marketing tactics accordingly if they want to remain competitive.
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