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The purpose of this report is to compare the marketing strategies used by two multinationals hotel brands – Moxy Hotels and Six Senses.
The hospitality industry is a highly competitive market, with huge multinational companies vying for customer attention and loyalty (Mokhtar and Sjahruddin, 2019). In order to be successful in this market, companies must have an effective marketing strategy in place. This essay will compare the marketing methods of two multinational hotel brands, Six Senses and Moxy. It will analyse the ways in which these organisations market their products and services, examining the use of segmentation, targeting and positioning as well as marketing communications with their target audiences. The essay will also explore the similarities and differences between their respective marketing strategies and make recommendations to enhance their marketing activities.
[bookmark: _p18g1jc167cr]Main Body
Six Senses is a luxury hospitality brand with a portfolio of nine luxury resort and spa destinations across the world (Six Senses, 2023). It has a strong focus on sustainability, offering an ‘Eco-Sense’ program to reduce its environmental impact. The company’s marketing approach is heavily focused on building relationships with customers, incorporating both traditional and digital marketing strategies. Six Senses employs segmentation, targeting and positioning (STP) to reach its target demographic (Six Senses, 2023). It targets affluent customers by offering luxurious services and amenities, such as spa treatments and private villas. The company uses a variety of marketing channels to reach its target customers, including digital marketing channels such as website content, social media and email campaigns.
Product: Six Senses offers a unique and luxurious experience in its resorts, spas, and hotels that includes a high quality of service and amenities. Their product offerings include world-class spa treatments, gourmet dining experiences, exquisite accommodations, and activities for every taste, including yoga and meditation, spa treatments, outdoor adventures, and more (Banyeva et al. 2023).
Price: Six Senses offers a variety of pricing options that are tailored to fit the needs of each individual guest. Prices vary according to the type of accommodation, spa treatments, activities, and other services (Piuchan and Prachansit, 2019). They also offer packages and discounts for groups and long-term stays.
Promotion: Six Senses uses a variety of promotional tactics to reach their target market. They have a strong online presence and use digital marketing to reach their audience (Alzoubi et al. 2022). They also use traditional advertising such as print, television, and radio. Additionally, they participate in trade shows and hold special events to further promote their brand.
Place: Six Senses has resorts, spas, and hotels in some of the world’s most desirable locations. These include places such as India, Thailand, Vietnam, Bali, the Maldives, and the Seychelles (Stombelli, 2020). They are also expanding their presence to other locations, such as the United States, Canada, and Europe.
People: Six Senses employs a team of dedicated professionals who work to ensure each guest has an exceptional experience. This includes hospitality staff, spa therapists, chefs, and activities coordinators (Lam, Cheung, and Lugosi, 2022). They also have a team of experts who provide consulting services in areas such as wellness, sustainability, and lifestyle design.
Process: Six Senses has a comprehensive process for delivering a luxurious experience to each guest. This includes personalizing each guest’s stay, providing a tailored spa experience, offering a variety of activities and experiences, and ensuring a high level of service throughout (Stombelli, 2020). They also offer a range of additional services, such as private dining experiences, concierge services, and transportation.
Physical Evidence: Six Senses has a portfolio of luxurious resorts, spas, and hotels that provide a unique and memorable experience. These locations are designed with the highest quality of materials and feature modern amenities and décor (Piuchan and Prachansit, 2019). They also have a range of activities and services that are tailored to the individual needs of each guest.
The above marketing mix indicates that Six Senses offers a unique and luxurious experience in its resorts, spas, and hotels. They provide a variety of price options, use various promotional tactics to reach their target market, and have a presence in desirable locations around the world. They also employ a team of dedicated professionals to ensure each guest has an exceptional experience, and have a comprehensive process for delivering a luxurious experience. Finally, they have a portfolio of luxurious resorts, spas, and hotels that feature modern amenities and décor.
Moxy is a new hotel brand launched by Marriott International in 2013 (Moxy Hotels, 2023). It is a budget boutique hotel brand with a focus on ‘hip’ design and a fun atmosphere. The brand is aimed at young travellers and business travellers looking for an affordable, modern and stylish place to stay. Its marketing approach is more digital-focused than Six Senses, and the company has invested heavily in social media marketing, mobile apps and online advertising. Moxy has also adopted an STP strategy, targeting young travellers and business travellers with an accessible and stylish experience. The company has also employed a range of digital marketing channels, such as email campaigns, website content, and apps to reach its target customers.
Product: MOXY is a lightweight and portable fitness tracker that records and monitors the physical activity. It is designed to improve the overall health and fitness by tracking the steps, calories, and heart rate (Kim et al. 2022). The product is available in a variety of colors and styles to suit individual preferences.
Price: MOXY offers a range of pricing options to cater to different customers. The standard model is priced at $99.99, while the premium version is priced at $129.99 (George, 2021). The company also offers discounts and promotions to encourage customers to purchase the product.
Promotion: MOXY uses a range of promotional strategies to reach its target audience. The company has a strong presence on social media, and uses influencer marketing to promote its product (George, 2021). It also works with fitness bloggers and other online influencers to reach its target market. Additionally, MOXY offers a range of discounts and deals to encourage customers to purchase the product.
Place: MOXY is available through a range of retail outlets, including online stores, physical stores, and specialty fitness stores. The company also works with distributors to ensure its product is widely available.
People: MOXY works with a range of professionals to ensure its product is successful. This includes fitness bloggers, health and wellness professionals, and influencers (Glenister, 2021). The company also employs a team of customer service representatives to help customers with any issues they may have.
Process: MOXY has a streamlined and efficient process for marketing its product. The company uses data-driven insights to identify target markets and develop effective marketing strategies. It also uses customer feedback to improve its product and services. Additionally, MOXY works with influencers and other professionals to ensure its product reaches its target audience (Yetimoğlu and Uğurlu, 2020).
The above marketing mix indicates that MOXY is using a range of strategies to promote its product, including social media marketing, influencer marketing, discounts, and retail outlets. The company is also utilizing data-driven insights, customer feedback, and professionals to ensure its product is successful.
Despite the differences in their respective marketing strategies, there are some similarities between Six Senses and Moxy. Both brands employ a combination of traditional and digital marketing strategies, and both focus on building relationships with their customers through STP. Both brands have also adopted a range of digital marketing channels to reach their target customers, such as website content, social media, email campaigns and apps. Six Senses and Moxy both use segmentation, targeting, and positioning to reach their target markets. Six Senses targets affluent customers by offering luxurious services and amenities, while Moxy targets young travellers and business travellers with an accessible and stylish experience. Six Senses employs a variety of traditional and digital marketing strategies, including print, television, radio, email campaigns, website content, and social media. Moxy, on the other hand, focuses more on digital marketing and invests heavily in social media marketing, mobile apps, and online advertising (Glenister, 2021). Additionally, Moxy works with influencers and other professionals to ensure its product reaches its target audience.
In order to enhance their marketing activities, both brands should consider investing in new digital marketing channels, such as virtual reality, and developing a more comprehensive customer loyalty program. Additionally, both brands should focus on creating content that resonates with their target audiences, such as videos and podcasts. This will help them to better engage with their customers and build stronger relationships. Additionally, they should focus on developing personalised marketing campaigns that are tailored to the individual needs of their customers. This will help them to better understand their target audience and create effective messages that resonate with their customers. Furthermore, both brands should focus on leveraging data to create more targeted and effective marketing campaigns. By collecting and analysing customer data, they can gain valuable insights into their customers’ behaviours and preferences (Kim et al. 2020). This will allow them to create more personalised and effective marketing campaigns that will be more likely to reach their target audience. Finally, both brands should focus on creating an effective online presence by optimising their websites for search engines, as well as investing in search engine optimisation and pay-per-click advertising. This will help them to reach a wider audience and increase their visibility online.
[bookmark: _4agx9516jo5l]Conclusion
In conclusion, Six Senses and Moxy have adopted different marketing strategies, but they have also employed some similar techniques. Six Senses has adopted a traditional approach to marketing, focusing on building relationships with customers through STP. Moxy is more digital-focused, using a range of digital marketing channels to reach its target customers. Despite their differences, both brands have adopted a combination of traditional and digital marketing strategies, and both have focussed on building relationships with their customers. In order to enhance their marketing activities, both brands should consider investing in new digital marketing channels, such as virtual reality, and developing a more comprehensive customer loyalty program. 
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