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The essay is on understanding the marketing methods of Six Senses Hotels and Moxy Hotels as these multinational hotel brands are experiencing negative impacts over some years. First the Covid-19 pandemic and now the Russo-Ukraine War creating an unstable situation in several countries which is decreasing travel and tours. People are avoiding visiting certain countries yet, these brands are looking for their best shoots to encourage people to visit their services and make possible changes to have the best experiences from their services.
Six Senses Hotel Resort Spas and Moxy Hotels are different brands in the same business field which are targeting sustainable development and different aspect of marketing approaches. Six Senses is a luxury brand which aware of wellness and also this brand has been founded in 1995 and it still operates about 16 hotels and resorts in 10 countries. By analyzing the background of this brand, it can be found that they promote about wellness, sustainability, and luxury. The brand mainly focused on the traditional marketing system and they use both experimental and digitalized marketing processes to establish its marketing approach in the national and international region to stick in the peak of the marketing system (Horng et al., 2022). The recent years, the resort and hotel company has gone through several changes in its marketing approach as it adopted social media services and digital marketing to reach more people and mostly they are trying to grab the attention of young women and tech-savvy audiences. Additionally, the resort brand is trying to increase its emphasis on wellness and sustainability and positioning the company as the wellness tourism market leader in a national and international company (Rutherford, 2021). To compare between the two hotel management organizations, here the Moxy hotel is another shot to explain the company’s feasibility above marketing methods and their strategy. Moxy Hotels is also known as the Marriott International restaurant and hotel. It is another experiential hotel brand for travelers that opened in 2014, in Europe and it is rapidly grown since then and expanded its services globally. The brand is heavily advancing towards expanding its presence through making more digital plans in more than 40 destinations to establish its market position strongly in these years. This brand is more focused on the needs and responses of the recent generation’s needs and fulfills their expectations. It tailored the experience of the traveler to make it more exotic and fun which makes their brand name more spread in the tourist fields (Silva, 2018). Moxy mainly helps travelers to have a comfortable tour and gives them enough support through its marketing design. Such as they give affordable service. The company is designing its brand advertisement by involving new technological support over social media and plenty of new support systems. They believe in the best service to their guest without worrying them about the hefty prices which are helping the company to set up its success and strengthen its market position upper (Stombelli, 2020).
According to Dieguez et al., (2022) market position means the capability to influence the consumers’ perception of a product or a brand and is directly related to the competitors (Dieguez et al., 2022). The market position of a brand helps them to objectify its situation by establishing a strong image and identity among the consumers. The marketing strategies mostly the Six Senses Resort and Hotel and Moxy hotels use can be identified on the 4Ps of the marketing mix. And the market position attains through these marketing mix’s 7Ps. Those are- product, price, promotion, process, physical evidence, positioning, and place (Karim et al., 2021). However, the marketing strategy of these two hotel brands here can be explained by comparing their marketing position and strategy. For Six Senses Hotels, Resorts and Spas are to work on promoting their consumer’s unique sustainable experience and wellness (Zhang et al., 2020). They involve some key elements to create their marketing strategy such as the company highlighting the eco-friendly approach in the hospitality business. The brand emphasizes its focus on spa treatment, fitness facilities, and healthy dining options. This also indicates their prices and products for the consumer. Moreover, the company is leveraging its partnership with more luxury travel brands to increase visibility. The survey on the use of technological support gives them new changes in the promotion of their brand to the audience (Serradas, 2022). Such as utilizing social media services and platforms help the brand to prioritize its product among the consumers and also helps to understand the services. If one customer shares their views and experiences on Facebook, Twitter, or on Instagram, it will help to gather more consumers’ attention who would likely visit the hotel and spa to get proper services like others. Overall, the Six Senses marketing strategy is to position its brand as one of the leading brands in the luxury and sustainable travel market. On the other hand, the marketing strategy of Moxy Hotels Brand is to collect young audiences who are willing to get budget-friendly services and this brand also values the design, technology, and social experience. They similarly use some elements used in their strategy by focusing on their marketing segmentation, targeting the audience and position in the market (Wynn and Jones, 2022). For example, they utilize a playful and bold visual for young travelers who seek budget-friendly support. Also the tech-forward feature as such keyless room entry, Wi-Fi connection, and mobile check-in, etc. They have cultural places and social spaces like lounges, and bar areas to encourage travelers and guests to communicate and socialize. Overall, the marketing strategy is helpful for them to appeal to younger travelers who are looking for a social and affordable hotel experience (Kang and Lee, 2022).
The marketing processes get changed with time and with how the world is expecting changes in the organization. Each year and era has its own type of policies and changes in the marketing system as time flies by adapting new experiences and technological changes to managing an organization. A few years ago, travel agencies look for travelers on spot. But now both travelers and hotel management can get connected from long distances for blessings of technological support and innovation. The changes in hotel management mostly happened by changing the choices of the audience as they are exploring more by using online platforms where they find more good options rather than visiting directly (Banyeva et al., 2023). So hotel brands like Six Senses Hotels and Moxy Hotels are trying to make the most featured websites and social media profiles to attract more consumers to their hotels and resorts. For sustainability and social issues, every organization should understand its environment if they are affected by it and do always good to attain sustainability. The Six Senses Hotels are promoting more eco-friendly products for their consumers to introduce the necessity to secure our environment. This brand is very much deeply connecting people with nature, culture, and the ecosystem with which people are directly part and how this brand is giving a natural experience to their customers (Yozukmaz and Topaloğlu, 2016). They promote to use of organic products and make people learn to end the use of wasting productive, organic, and natural products rather, everyone should learn to use them properly. After the pandemic situation of Covid-19, it become difficult to find an affordable service in a different destination, at this point, the rescuer is Moxy Hotels which is promoting the best services to their consumers which is both productive for the travelers and the owners. The company also trying to cope with the situation after the pandemic. The hotel business become one of the business types that was impacted most by the pandemic. But for the world-class global platforms of technical support, these companies are backed up by sustainable growth for the company (Ip-Soo-Ching et al., 2015). In hotel management, some recent issues have created a great change in the business system. For example, the Russo-Ukraine war has impacted on the economic situation of many countries, mostly in European countries. Also, the covid-19 pandemic created many unusual changes in marketing strategies. Every brand has to make changes to get a sustainable situation for their company. Most of the company has to choose online platforms to do advertisement or appointment. These brands have to take extra precautions for their customers. These changes have created many difficulties. Also, geopolitical concerns have created a crisis over natural resources and the cost of utilities. Moxy Hotels are concerned about how they can cope with the situation and how they can find out the proper trends to extend their sales to their customers (Sousa et al., 2021).
Hotel brands are changing through different difficult times. From the covid-19 in 2020 and after the Russo-Ukraine war has changed the marketing system in the international and national markets (Pham et al., 2022). But there is some common message for the customers of the Six Senses Hotel and Moxy hotels. Unique and luxurious experience but with affordable prices is the motto of Moxy hotels, on the contrary, sustainability, and wellness are being focused elements for the customers of Six Senses Hotels. This company is trying to provide high-end services and experiences to their customers by giving them personalized services, natural experiences, and connecting with the culture.
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PESTEL Analysis 

Political: Taxes, government influences, regulations, legislations, etc. 

Economical:  inflation, recession etc. 

Social: Culture, beliefs, norms and values. 

Technological:  technical development and innovative tools in management and marketing strategies. 

Environmental:  weather, climate changes, eco-friendly products etc. 

Legal:  healthy and safety law, customer rights and laws in hotel management. 
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Segmentation And Targeting Customers of 

Six Senses and Moxy Hotels 

o

The targeted customers of Six Senses and Moxy Hotels are the 

tourists and travelers. 

o

The segmentation and targeting strategies are accomplished 

through the marketing mix. 

o

Market segmentation and targeting customers are key steps in the 

development of a successful marketing plan.
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Digital Marketing of Six Senses and Moxy

Hotels 



Online Marketing



Mobile Apps 



Booster Campaigns for social media platforms 



Email and Content Marketing  
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Marketing Overview of Six Senses and 

Moxy Hotels  



The Six Senses marketing strategy is to position its brand as one of 

the leading brands in the luxury and sustainable travel market.



The marketing strategy of Moxy Hotels Brand is to collect young 

audiences who are willing to get budget-friendly services and this 

brand also values the design, technology, and social experience.
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Marketing plan and situational analysis: 

Internal and External Indicators 

A marketing plan is a written document which outlines an 

organization's overall marketing strategies.

•

PESTEL Analysis 

•

Market Research 

•

Marketing Mix

•

Target Customers 

•

Digital Marketing
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PESTEL Analysis 
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