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A comparison of the marketing methods of two multinational hotel brands

Marketing is an essential component of every company plan, and the hotel sector is no exception. The success of hotel brands is often contingent on their capacity to separate themselves from rivals and attract clients via efficient marketing methods (Pappas, 2015). This article will analyze the marketing tactics of two international hotel businesses, Six Senses and Moxy, and compare their marketing techniques using a variety of situational analysis methodologies. The essay will examine the marketing mix, segmentation targeting, and marketing communication tactics of both businesses in order to discover their significant parallels and contrasts. In addition, the essay will include advice for how these businesses might expand and improve their marketing operations to help in their possible future development, taking into account current market concerns. This essay will give useful insights into how hotel companies may successfully promote their goods and appeal to their target audiences in a competitive environment by comparing and evaluating the marketing tactics of these two businesses.
Six Senses, a premium hotel and resort brand created in 1995, opened its first location in Thailand. The brand's distinctive and sustainable resorts provide wellness and experience tourism. InterContinental Hotels Group (IHG), a global hotel chain, owns Six Senses (Six senses, 2023).
Moxy, a boutique hotel brand of Marriott International, was created in 2014. The brand targets young people looking for fashionable, cheap urban lodging. Moxy hotels are usually in city centers or near transit connections, making them convenient for visitors (Linchi kwok, 2018).
Moxy and Six Senses are quite different hotel brands with separate target groups and brand images. Moxy caters to younger, budget-conscious tourists, while Six Senses emphasizes luxury and sustainability (Marketing dive, 2022). Both brands are owned by huge hotel corporations, which offers those resources and marketing assistance, but they have distinct brand positions and marketing methods.
Six Senses and Moxy have various marketing strategies, which may be examined by comparing the product, pricing, promotion, and location components of their marketing mix.
Six Senses focuses on providing a distinctive and eco-friendly luxury experience, with an emphasis on wellness and experiential travel. Its villas are often situated in remote and picturesque areas, allowing visitors to unplug and unwind (Positioner, 2019). Moxy, on the other hand, targets a younger clientele seeking a fashionable and convenient experience by providing elegant and inexpensive lodgings in metropolitan settings (Nykiel, 2019).
Six Senses charges a premium for its luxurious and distinctive products, with prices well above average. Moxy, on the other hand, employs a value-based pricing approach to attract younger, price-conscious clients by providing inexpensive rates without sacrificing the brand's contemporary image (Silva, 2018).
Six Senses attracts clients via word-of-mouth marketing and social media influencers. It highlights its dedication to sustainability and wellbeing via collaborations with environmental groups and the provision of exclusive experiences, including private island resorts (Marketing dive, 2022). Moxy has a mass-market strategy with a focus on digital marketing, social media, and collaborations with music and fashion events. Additionally, the business provides rooftop bars and creative venues to attract its target population (Linchi kwok, 2018).
Six Senses and Moxy have distinctive marketing approaches that are customized to their individual target audiences and brand positioning. Moxy focuses on cost, style, and convenience, whereas Six Senses stresses luxury, sustainability, and wellbeing (Zhang et al., 2020). Both firms use a combination of digital and experiential marketing to attract consumers, but their pricing strategies, product offers, and brand identities are extremely different.
Based on the distinct features of their respective target markets, Six Senses and Moxy use diverse segmentation targeting tactics.
Six Senses categorizes its clients by luxury, wellness, and sustainability. It targets wealthy travellers seeking unique experiences. The firm targets wealthy, environmentally conscious people. Six Senses is a luxury health and environmental brand (Positioner, 2019). The company offers luxury villas, private islands, and bespoke experiences.
Moxy caters to a younger crowd looking for affordable yet attractive urban accommodations. The brand targets younger, price-conscious customers who value convenience and style. Moxy targets budget-conscious travelers who want a stylish and comfortable stay. Moxy promotes community and innovation (Marketing dive, 2022). The brand offers rooftop bars, immersive elements, and a trendy, social atmosphere.
Six Senses targets high-end, health-conscious visitors with luxury and sustainability. Moxy, on the other hand, targets younger urbanites looking for trendy, affordable housing. Six Senses's market is small and exclusive, whereas Moxy's is wider and more price-sensitive (Carvalho and Pinto, 2018). Six Senses markets itself as a premium brand with unique and sustainable options, whereas Moxy markets itself as a fun, trendy, and affordable accommodation brand.
Six Senses and Moxy have distinct segmentation targeting tactics that match their separate brand positioning and target audiences. Six Senses caters to affluent guests in search of innovative and eco-friendly luxury experiences, while Moxy targets younger, price-conscious guests in need of stylish and economical urban lodgings (Stombelli, 2020). Their targeting tactics are a vital aspect of their entire marketing plans.
Six Senses and Moxy use distinct marketing communication tactics to reach their unique target demographics. Their brand and goods are promoted via a variety of marketing channels and messages.
The marketing communication strategy of Six Senses focuses on giving clients with a unique and individualized experience. Six Senses promotes its brand and goods using social media, blogs, and other digital platforms. The company employs high-quality images to highlight its opulent and environmentally-friendly residences in exotic locales (Аль-Алави, 2021). Six Senses also collaborates with numerous environmental groups and celebrities to promote their sustainable practices, which resonates with their target market of affluent eco-conscious and wellness-focused guests.
Moxy's marketing communication approach focuses on developing a youthful and hip brand image that connects with their target demographic. Moxy promotes its brand and goods using digital platforms such as social media, email marketing, and experiential marketing initiatives (Linchi kwok, 2018). The company creates a lively and enjoyable brand image by using clever and amusing messages to attract its target market. Moxy also collaborates with numerous fashion and music events to promote brand recognition within their target demographic (Pappas, 2015).
Comparing the two companies, Six Senses' marketing communication approach focuses on providing clients with a distinct and distinctive experience. The brand's message is built on sustainable luxury, with an emphasis on highlighting its properties' natural beauty and tranquil settings (Campaignme, 2020). In contrast, Moxy's marketing communication approach focuses on establishing a lively and fashionable brand image that connects with their youthful and price-conscious target customer. The message for this brand focuses on cost, convenience, and social encounters (Gustavo, 2013).
Six Senses and Moxy have distinct marketing communication techniques that correspond with their distinctive brand positioning and target demographics. Six Senses's strategy focuses on offering a distinctive and sustainable luxury experience, while Moxy's strategy focuses on building a fun and cheap brand image that connects with a younger and more price-sensitive target demographic (Silva, 2018). Both businesses advertise their services using a combination of digital and experiential marketing, and their marketing communication techniques are crucial to their entire marketing objectives.
On the basis of a review of Six Senses and Moxy's marketing operations, there are a number of suggestions that might improve their marketing tactics and boost their potential future development, taking into account current market concerns.
Six Senses should leverage its sustainable practices further to appeal to the rising number of environmentally concerned customers. This might include forming partnerships with other sustainable businesses or groups to promote eco-friendliness and expand brand recognition. Additionally, Six Senses may separate itself further from rivals and boost consumer loyalty by creating experiences that are more distinctive and individualized in line with its luxury and sustainability stance.
Moxy might continue to expand into new metropolitan settings, since this will increase brand exposure and business potential (Nykiel, 2019). In addition, Moxy should use social media and experiential marketing more effectively to promote their modern and entertaining brand image. As modern concerns in the hotel industry continue to trend toward social responsibility (Carvalho and Pinto, 2018), Moxy should explore integrating more eco-friendly methods, such as decreasing waste and employing renewable energy sources, in their operations.
Both Six Senses and Moxy might benefit from using data-driven marketing tactics to more precisely target their respective client demographics. By assessing consumer data and preferences, these firms could adjust their marketing efforts to the specific requirements and desires of their clients, therefore enhancing the entire customer experience and fostering growth.
Lastly, both businesses should analyze how current geopolitical events and industry shifts influence their respective target audiences and marketing tactics. For instance, the COVID-19 epidemic has had a substantial influence on the hotel sector, and Six Senses and Moxy may need to alter their marketing tactics to reflect changes in customer behavior and expectations, such as a greater emphasis on health and safety precautions (Marketing dive, 2022). By enhancing their marketing activities through sustainable practices, personalized experiences, data-driven marketing, and adapting to contemporary concerns and changes in the hospitality market, Six Senses and Moxy can position themselves for potential future growth and differentiate themselves from competitors.
In conclusion, Six Senses and Moxy have distinct marketing tactics. Six Senses offers sustainable luxury, while Moxy creates a fashionable and exciting brand. Each brand targets its customers and builds a strong brand image using distinct marketing mix components. Six Senses and Moxy target distinct audiences and use various targeting tactics. Six Senses targets high-end visitors who prioritize sustainability and wellbeing, whereas Moxy targets youthful, price-sensitive travelers who want cheap, sociable experiences. Both businesses' marketing messages show their distinct approaches to reaching their consumers. Six Senses employs content marketing to promote their luxury and ecological properties, whereas Moxy uses clever and amusing messaging to build a pleasant and exciting brand. Finally, Six Senses and Moxy should improve their marketing. Sustainable methods, tailored experiences, data-driven marketing, and adjusting to current hospitality industry issues are these proposals. 
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