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A Comparison of The Marketing Methods of Two Multinational Hotel Brands.
Introduction 
Marketing strategies are crucial for hotels to attract and retain customers in a highly competitive industry. This essay examines how Six Senses and Moxy, two hotel brands targeting young people, use situational analysis tools for marketing effectively. The exposition investigates the likenesses and contrasts in their promoting methodologies, including their way of dealing with market division, showcasing correspondences, and outer examination. Additionally, this essay examines the hospitality industry's current challenges and how they affect hotel marketing strategies.
Main Body 
The hospitality industry has faced numerous challenges in recent years, including changing consumer preferences, market saturation, and the impact of the COVID-19 pandemic. Customers' preferences have changed, and they now place a higher value on personalized experiences, sustainability, and technology integration (Sigala, 2019). In addition, hotel brands are concerned about market saturation as more competitors enter the market, resulting in fierce competition for market share (Kim, Mattila, & Kim, 2017). Besides, the Coronavirus pandemic essentially affects the cordiality business, with movement limitations, lockdowns, and social separating estimates influencing lodgings' tasks and incomes (Gössling et al., 2020). To successfully navigate these obstacles, hotels must maintain adaptability and adaptability in their marketing strategies.
Moxy and Six Senses have approached these difficulties in different ways. Six Senses has launched virtual wellness programs in response to its customers' shifting requirements during the pandemic. The brand offers online yoga and reflection classes, health counsels, and cooking studios, empowering clients to keep up with their well-being schedules while remaining at home (Six Senses, 2021). In addition, the company engages with customers via social media platforms to offer advice on staying healthy and active during the pandemic. Moxy, then again, has upgraded cleaning conventions and adaptable booking strategies to console clients and keep up with their dedication. The brand has collaborated with driving cleaning organizations to guarantee that its properties are protected and clean for visitors (Marriott Worldwide, 2020). Additionally, Moxy has introduced flexible booking policies that give customers peace of mind in uncertain times by allowing them to modify or cancel reservations without being charged (Moxy Hotels, 2021).
Six Senses and Moxy use different marketing strategies to reach their respective audiences. Six Senses employs a differentiated and focused strategy to target niche markets. The brand targets young people with sustainability campaigns and plastic-free products that appeal to environmentally conscious millennials. Moxy, on the other hand, targets millennials with user-generated content. Bookings, television travel documentaries, and Snapisodes, where influencers showcase Moxy's bar and luxury properties, are all made possible by the brand's use of social media. According to Barber (2021), user-generated content is the most effective marketing strategy for attracting millennials. The strategy works incredibly well because it provides genuine reviews of the hotel experience and social proof, which helps to build trust with potential customers. On the other hand, Six Senses generates a distinct selling proposition through its sustainability initiatives. According to Blythe & Martin (2019), the brand targets young people who highly value environmentally friendly travel practices.
In addition, Six Senses and Moxy use marketing communications and market segmentation to reach their intended customers. Because it enables businesses to tailor their offerings to meet their target customers' specific requirements and preferences, market segmentation is an essential component of any marketing strategy. Six Faculties and Moxy have embraced different division systems in light of various elements. Psychographic segmentation, which divides the market according to values, interests, and lifestyle, is the focus of Six Senses. The target market for the brand is eco-conscious travelers who place a high value on wellness and sustainability. According to Blythe & Martin (2019), travelers increasingly seek eco-friendly accommodations that match their values. This strategy is in line with the growing trend of sustainable tourism.
Conversely, Moxy utilizes segment division to target twenty- to thirty-year-olds who look for excellent yet snazzy and valuable facilities. The brand takes exceptional care of the requirements and inclinations of this client bunch by offering an exciting lodging experience that consolidates moderateness, extravagance, and comfort. Millennials are also the target audience for Moxy's marketing communications, which strongly emphasize social media and user-generated content. About 80% of the brand's bookings come from social media platforms (Barber, 2021). The brand has used social media to spread the word and attract customers.
External analysis is as crucial to a hotel's success as market segmentation and marketing communication. Six Senses use the 5Cs situational analysis tool and Moxy to navigate external factors that affect their businesses. Company, collaboration, customers, rivals, and climate are all included in the 5Cs analysis (Suriyankietkaew, 2019). Six Senses independently conducts the company's external analysis. Sustainability is the brand's distinctive selling point, reflected in its operations. The brand's maintainability crusades are not just pointed toward diminishing the inn's ecological effect but also appeal to youthful explorers who focus on manageable travel rehearses. The organization breaks down its client base to recognize changing patterns on the lookout and change its methodologies as needs be. Moxy, on the other hand, enhances its communication infrastructure in partnership with Avaya. The brand's collaboration with Avaya helps it improve its communication and customer service channels. The cooperation likewise empowers the brand to remain in front of the opposition by giving better client encounters. In addition, Moxy evaluates the external factors that impact its clients, such as the state of the economy, and adjusts its pricing strategy accordingly.
The two brands likewise break down contenders' assets and shortcomings to acquire an upper hand. Six Senses stands out from other hotel brands by focusing on sustainable campaigns. Products made without plastic, initiatives to conserve water, and eco-friendly practices demonstrate the company's commitment to sustainability (Stombelli, 2020). On the other hand, Moxy aims to attract customers by providing affordable hotels (Sikand, 2020). The brand has capitalized on the millennial preference for budget-friendly, stylish, and practical lodging. While additionally giving exceptional encounters that take care of their objective market. Six Senses and Moxy can gain a competitive advantage by analyzing their rivals, identifying market gaps, and adapting their marketing strategies to meet these requirements. For example, Six Senses' emphasis on maintainability has assisted it with separating itself from different lodgings and appeal to ecologically cognizant shoppers, while Moxy's financial plan accommodating methodology and utilization of client-produced content have drawn in an unwavering client base. Six Senses and Moxy can stay competitive in a changing market by staying aware of industry trends and adapting their marketing strategies accordingly.
Both brands also utilize similar web analysis tools for market research and marketing enhancement. Six Senses and Moxy's use of web examination devices features the significance of computerized showcasing in the cordiality business. With the rising utilization of the web and virtual entertainment, inn brands should have significant areas of strength for a presence to reach and draw in their objective clients (Wu, Liu, and Le, 2023). According to Norder & Berbekova (2002), web analytics provides hotel brands valuable insights into their online performance, such as website traffic, user behavior, and engagement levels.
Through web-based entertainment examination, Six Senses can follow the outcome of its supportability crusades and recognize regions for development. This information can illuminate future missions and assist the brand with fitting its contributions to address the issues and inclinations of its objective market (Chang et al., 2019). Similarly, through web analysis tools, Moxy can identify user-generated content that resonates with its target market (Górska-Warsewicz & Kulykovets, 2020). It is possible to use this data to enhance its presence on social media, acquire additional clients, and cultivate brand loyalty. Additionally, by identifying industry trends and opportunities, web analysis tools assist hotel brands in staying ahead of their rivals (Lánczky & Gyrffy, 2021). By checking their web-based presence and contrasting it with their rivals, brands can recognize holes on the lookout and design their advertising procedures to address these issues. For example, assuming an inn brand sees that its rivals are not focusing on a particular market portion, it can change its showcasing methodology to speak to this fragment and gain the upper hand.
Conclusion:
As the hospitality industry continues to evolve, the marketing strategies of Six Senses and Moxy serve as examples of how hotels can navigate these changes. Using situational analysis tools, both brands can identify external factors affecting their businesses and tailor their marketing strategies accordingly. Moreover, market segmentation and marketing communications are crucial in reaching their target audiences. However, the two brands differ in their approach to targeting their audiences. Six Senses focuses on sustainability campaigns and appeals to environmentally conscious young people. On the other hand, Moxy uses user-generated content to attract budget-conscious millennials. Their respective success rates further support the effectiveness of these approaches.
With contemporary challenges facing the hospitality industry, hotels must remain adaptable and nimble in their marketing strategies. As consumer preferences continue to evolve, hotels must be able to adjust their offerings and marketing strategies to meet these needs. Furthermore, the COVID-19 pandemic has highlighted the importance of adaptability and flexibility in the face of unexpected disruptions. As such, hotels must remain vigilant and responsive to changes in the market and consumer behavior to remain competitive and successful.
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