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The comparison of marketing methods of two multinational hotel brands
Introduction: In 1995, The Six Senses was founded. The luxury hotel chain Six Senses places a strong emphasis on sustainability and well-being. Their resorts are found in some of the most stunning locations on earth, and they provide visitors with a variety of wellness options like spa services, yoga, and meditation (Sixsenses.com, 2012). On the other side, Moxy is a more recent entry into the hotel business. By Marriott International 2014, the brand was introduced. Moxy is a budget-friendly hotel chain that caters to younger guests. With each property boasting vibrant colors and eccentric furnishings, the brand delivers a lively and contemporary design ethos (Moxy Hotels, 2022).
Marketing refers to the process through which businesses build strong customer relationships that allow them to obtain value from their clients while also generating value for society. A market is a collection of current and potential consumers of a product or service (Kotler et al., 2017). The many choices and tactics that businesses use to market their goods and services to their target market are referred to as marketing choices (Kotler and Keller, 2016). It includes:
[bookmark: _Hlk130492329]The technique of breaking a bigger market into smaller groups of consumers who have similar requirements or characteristics is known as marketing segmentation (Kotler and Armstrong, 2018). With a distinctive and fun design concept, Moxy is a brand of lifestyle hotels that appeals to millennials (George, 2021). The luxury hospitality brand Six Senses offers one-of-a-kind and immersive experiences in breathtaking settings all over the world with a focus on wellness and sustainability (Madni and Rathod, 2016). On the other hand, Moxy caters to younger millennials who are price aware, trend conscious, and seeking a fun and edgy hotel experience (George, 2021).  Six Senses, on the other hand, caters to high-end luxury guests looking for distinctive and immersive wellness experiences (Sui, 2015).
Targeting is the method of figuring out the particular client demographic a business wishes to target (Kotler and Keller, 2016). Six Senses use these choices to make a profitable business in the market. High-end vacationers who value sustainability and well-being are the company's target market. Wealthy visitors who are prepared to pay more for a luxurious, eco-friendly experience are among their target customers. Younger, tech-savvy, and socially connected tourists looking for a distinctive, economical, and memorable hotel experience are often the target market for Moxy Hotel.
[bookmark: _Hlk130491728]Product Positioning is the process of giving a product or service a distinctive reputation and identity in the minds of the target market (Al Ries and Trout, 2010). The premium brand Six Senses prides itself on providing a distinctive wellness and sustainability-focused experience. The brand's six fundamental values—wellness, community, sustainability, local sensitivity, customization, and experience—are incorporated into every facet of the guest experience, from the architecture of the hotels to the menu items (Allied Market Research, 2019). A brand of Marriott International, Moxy Hotels is renowned for its cutting-edge, fashionable, and fun designs that appeal to millennials and younger generations. With shared facilities like co-working spaces, game rooms, and rooftop bars, Moxy Hotels hopes to foster a lively and sociable environment that will inspire visitors to engage with one another and the neighborhood. To meet the demands of tech-savvy tourists, the hotels frequently offer technology-driven facilities like keyless entry, mobile check-in, and high-speed Wi-Fi (George, 2021). 
Branding is the process of coming up with a unique name, symbol, or design to identify and set a product apart from competing goods (Aaker, 2020).  The logo for Six Senses stresses the company's emphasis on sustainability and wellness through a simple and organic design. Six Senses' premium pricing policy reflects the company's emphasis on luxury and sustainability (Statista, 2019). 
The marketing mix is a collection of strategic instruments used by businesses to advertise their goods and services to their target market. It is known as the 4p’s of marketing. These are product, price, place, and promotion (Kotler and Armstrong, 2018). High-end amenities, farm-to-table dining, and spa services are all part of Six Senses' marketing strategy, which stresses luxury and sustainability. Their exclusiveness is reflected in their price strategy. They only have a few sites, and they cater to wealthy tourists with their goods and services (Sigala, 2012). The product strategy for Moxy places a strong emphasis on value and enjoyment through trendy design, shared spaces, and adaptable booking options. The target market is reflected in their pricing strategy. They have more sites, and they offer goods and services that are suitable for visitors on a tight budget (Jaén-Carrillo et al., 2021). Pricing Strategy means determining the cost of production, market competitiveness, and consumer demand as the basis for pricing goods and services (Nagle and Georg Müller, 2017). Moxy Hotel also applies all these marketing strategies for itself. Moxy Hotels are renowned for being reasonably priced, providing a premium hotel experience at a lesser cost than many of its rivals. Due to this, Moxy Hotels is a desirable choice for tourists on a tight budget who want to have an exceptional hotel experience without spending a fortune. (Weinstein, 2022). On the other hand, Six Sense follows a premium pricing strategy.
Younger, trend-conscious travelers are attracted by Moxy's bright, fun, and cheeky messaging. Their marketing messaging frequently targets social media and focuses on developing an entertaining and interesting online presence (Andi, Gusti and Deden, 2021). Six Senses, in contrast, employs a more opulent and refined strategy to entice high-end luxury guests. Their marketing materials highlight their emphasis on wellbeing, sustainability, and one-of-a-kind experiences. Additionally, they make use of more conventional advertising mediums including targeted email campaigns and print ads in luxury travel publications (Rebelo, 2020)
Both Six Senses and Moxy have incorporated sustainability, social, geopolitical, and modern issues into their marketing strategies. Six Senses is strongly committed to sustainability and uses eco-friendly materials in all of its construction projects. Through its Earth Lab program, the business has also put in place several efforts to lessen its carbon footprint and inform visitors about sustainability. Six Senses has teamed with organizations like Pack with a Purpose to support local communities and promote guests' positive effects when they travel about social and geopolitical issues (Six Senses, 2022)
With a focus on minimizing plastic waste, Moxy has also included sustainability in its marketing initiatives. The company has done away with single-use plastics in its establishments and provides refillable water bottles to visitors. Moxy also collaborates with groups who are concerned with environmental issues, such World Wildlife Fund (Hasek, 2022)
Some recent marketing messages that Six Senses have used based on their websites and social media pages are "Experience the extraordinary", "Reconnect with nature and awaken your senses", and "Our wellness programs and practices are designed to guide you on a personal path to greater well-being" (Six Senses, 2019). On the other side, Some recent marketing messages that Moxy have used based on their websites and social media pages are "We don't do normal, we do fun", "We're all about creating buzz and bringing energy to the neighborhood" and "We believe in making you feel alive" (Marriott, 2022).
The luxury health company Six Senses places a strong emphasis on environmental responsibility. Its advantages include a well-known and well-recognized brand, distinctive properties in exotic places, top-notch amenities and individualized services, and honors and recognition for best practices in design, hospitality, and sustainability. However, its constrained worldwide reach, exorbitant costs, and reliance on the high-end wellness industry are drawbacks. Opportunities for Six Senses include industry diversification, alliances with green and sustainable companies, and market expansion. Threats to the industry include rising rivalry from other high-end hotel brands, economic downturns or changes in consumer behavior, as well as travel limitations or safety issues around the world (World Travel Awards, 2019)
On the other hand, Moxy is a chic and cost-effective hotel chain that caters to millennials and tourists on a tight budget. Affordable prices, distinctive and humorous design aspects, prime locations in well-known tourist sites and urban areas, and collaboration with Marriott International are just a few of its advantages. However, its narrow concentration on opulent extras and individualized services, reliance on a certain target demographic, and young brand are drawbacks. Opportunities for Moxy include entering new markets, creating new features and services, and forming alliances with regional companies and brands. Increased competition from other low-cost and design-focused hotel companies, economic downturns or changes in consumer behavior, international travel restrictions, or safety concerns are some of its challenges (AHEAD Awards | Europe, 2021)
Conclusion: Finally, it should be noted that Six Senses and Moxy are two unique hotel brands with various target audiences and marketing approaches. The luxury experiences offered by Six Senses place a strong emphasis on sustainability and wellness, whilst Moxy targets a younger, more frugal audience seeking out exciting and enjoyable activities. Through their business processes and marketing initiatives, both businesses have shown a dedication to sustainability and social responsibility. Six Senses actively supports sustainability through its marketing themes and has undertaken several eco-friendly projects at its locations. Moxy, on the other hand, appeals to the demand for original and socially shareable experiences among the younger generation by using playful and innovative marketing techniques. Both brands must constantly keep an eye on the shifting consumer preferences and shifting market trends to remain competitive and relevant in the market. Utilizing situational analysis tools like SWOT can help businesses find market opportunities and risks and give them the information they need to make wise strategic choices.
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