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A Comparative Analysis of Marketing Strategies and Sustainability Efforts of Six Senses Hotels and Moxy Brands
[bookmark: _Toc134560766]Introduction
A luxury hotel chain called Six Senses Hotels established its headquarters in Bangkok, Thailand, in the year 1995 (Backaler and Backaler 2018). The company is dedicated to being environmentally responsible and strives to provide its customers with a holiday that is both relaxing and wholesome. In contrast, Moxy Brands is a collection of boutique hotels that was first launched by Marriott International in the year 2014. The company appeals to millennials by offering budget-friendly, high-design, and technologically advanced rooms in the heart of busy metropolitan centres (Schiniotakis and Divini 2020). Comparing Six Senses Hotels and Moxy Brands prompted us to consider their distinct marketing tactics as well as their respective consumer groups. Moxy Brands is an affordable boutique hotel company that caters to a younger audience, while Six Senses Hotels is an upscale brand that puts a priority on sustainability and health. Moxy Brands was founded in 2012, and Six Senses Hotels was founded in 1998. By comparing these two firms, one may have a better understanding of the various marketing strategies used by different hotel chains.  In this study, an analysis of the marketing strategies used by Six Senses Hotels and Moxy Brands will be presented. This essay will analyse the ways in which these two companies are similar to one another as well as the ways in which they vary in order to make suggestions for how each business may enhance its marketing strategy moving ahead.

[bookmark: _Toc134560767]Historical Background and Changes Made in Marketing Approach of the Two Brands
Two global hotel chains that have been in the hospitality business for a while are Six Senses Hotels and Moxy Brands. When Six Senses Hotels was established in 1995, its first focus was on creating eco-resorts in outlying areas. With an emphasis on social and environmental responsibility, the brand's marketing strategy emphasised the idea of sustainability. InterContinental Hotels Group (IHG), which bought Six Senses in 2019, has subsequently expanded the brand's range and employed new marketing techniques to appeal to a larger market (Guo 2021).Moxy Brands, on the other hand, was established in 2014 by Marriott International and is a more recent arrival in the hotel sector. Targeting a younger generation of travellers who value price, convenience, and technology is the brand's marketing strategy. To reach its target demographic, Moxy Brands has created a digital advertising approach that makes use of social media and influencer marketing. As customer needs and market trends changed over time, Six Senses Hotels and Moxy Brands both modified their marketing strategies. Beyond sustainability and eco-tourism, Six Senses Hotels has broadened its focus to encompass opulent wellness and holistic experiences (D'Ambrosio and Sorrentino 2020). While maintaining its focus on price and accessibility, Moxy Brands has also developed distinctive design features and experiences to set itself apart from other low-cost hotel companies (Almeida, Ramires and Marinho 2023). Both firms have been able to stay afloat and remain competitive in the hotel sector because to these adjustments in marketing strategy.

[bookmark: _Toc134560768]Current Marketing Positions of the Two Brands
[bookmark: _Toc134560769]An Overview of Six Senses Hotels and Moxy Brands' Current Market Position
Luxury hotel chain Six Senses Hotels provides visitors with a distinctive and immersive experience. The brand's emphasis on sustainability and wellbeing has helped it draw in a specialised clientele. Six Senses operates 16 hotels and resorts around the globe as of 2021, including in Asia, Europe, and the Middle East. The properties of the brand are typically found in secluded and beautiful areas, like private islands, woodlands, and deserts (Sousa, Magalhães and Soares 2021). Six Senses Hotels are often expensive, which distinguishes them as a premium brand. On the other side, Moxy Hotels is a chain of low-cost lodgings that emphasises giving visitors a trendy and pleasant stay at a reasonable price. The company behind the brand, Marriott International, is known for its energetic and young-looking branding. Smaller rooms are the norm at Moxy Hotels, but they include a variety of facilities including free Wi-Fi, round-the-clock service for meals and beverages, and public areas for socialising. North America, Europe, and Asia are just a few of the major tourist locales where the company has properties (Guo 2021). Travellers on a tight budget might choose Moxy Hotels since their rates are often lower than those of other Marriott brands.

[bookmark: _Toc134560770]Comparison of the Brand’s Market Positions
The market positioning of Moxy Hotels and Six Senses Hotels are very dissimilar. Affluent travellers who are prepared to pay more for a distinctive and ecological travel experience are the target market for Six Senses Hotels. The company's emphasis on sustainability and wellbeing has helped it stand out among competing luxury hotel companies. The hotels of Six Senses Hotels are typically found in far-flung, exotic locales, which contribute to the appeal of the brand. The brand's premium costs, however, could only appeal to a select group of customers (Silva 2018). Whereas, Moxy Hotels caters to travellers on a tight budget who are searching for a chic and pleasant stay at a reasonable price. The company's emphasis on technological innovation and design has assisted in luring in younger travellers who place a higher importance on experiences than opulent facilities. The majority of Moxy Hotels' locations are situated in well-known tourist areas, making it a convenient choice for tourists who prefer to stay close to the action (Tan 2019). But the company's smaller rooms and fewer facilities could make it less appealing to families or business travellers, as instance (Schiniotakis and Divini 2020).

[bookmark: _Toc134560771]Current Marketing Strategies of the Two Hotel Chains
In their marketing campaigns, Six Senses Hotels and Moxy Brands both employ segmentation, targeting, and positioning (STP) techniques. The high-end, upscale travellers catered to by Six Senses Hotels are those seeking for sustainable and wellness-oriented experiences. In order to establish themselves as a global leader in sustainable tourism, they divide their market into segments based on psychographic characteristics like lifestyle and values. On the other side, Moxy Brands caters to younger, more frugal travellers looking for a lively and exciting hotel experience. They divide their market into segments based on demographic characteristics like age and earnings, and they present themselves as a hip and cost-effective choice for millennial travelers (Cohen and Shivdasani 2010).

[bookmark: _Toc134560772]Marketing Communications with Target Audiences
In order to reach its target consumers, Six Senses Hotels and Moxy Brands utilise several marketing strategies. Six Senses Hotels emphasise experiential marketing and highlight their sustainability and wellness-centered experiences through social media and influencer marketing. They also employ content marketing to tell potential buyers about their business and their objective (Weinstein 2022). Moxy Brands, on the contrary hand, combines conventional and digital marketing strategies to reach its target demographic of younger, frugal travellers through collaborations with music events and festivals, social media campaigns, and print advertisements (Karampini 2018).

[bookmark: _Toc134560773]Comparison of Marketing Strategies Used by Six Senses Hotels and Moxy Brands
Although both firms employ STP methods in their marketing, their target markets and modes of communication differ significantly (Languillon, Milne and Tam 2012). Six Senses Hotels uses experiential and content advertising to highlight their sustainability and wellness-focused experiences for a high-end, premium market. Moxy Brands uses a combination of conventional and digital advertising techniques to build a hip and cost-effective image and caters to a younger, budget-conscious demographic (Pham, Dhir and Guillomet 2022). While Moxy Brands focuses on delivering a lively and exciting hotel experience, Six Senses Hotels places a strong emphasis on ecologically conscious tourism and wellbeing. In order to effectively reach the relevant target groups and stand out in the cutthroat hospitality industry, both firms make good use of their marketing techniques.

[bookmark: _Toc134560774]Considerations Made Regarding Sustainability and Green Messaging in Both Hotels
Both Moxy Brands and Six Senses Hotels are dedicated to implementing sustainable practises in their daily business operations. Numerous sustainability measures have been put in place by Six Senses Hotels, including the use of renewable energy, a reduction in plastic waste, and the use of water conservation techniques (Pham, Dhir and Guillomet 2022). On the contrary hand, Moxy Brands has put in place energy-efficient initiatives in their hotels, such the use of LED bulbs and low-flow water systems. Both hotel groups have launched recycling programmes and switched to eco-friendly cleaning supplies. Both Moxy Brands and Six Senses Hotels have included environmental themes into their marketing plans. With branding that emphasises their dedication to conservation and their eco-friendly practises, Six Senses Hotels have established themselves as an environmentally conscious luxury brand. The marketing language of Moxy Brands, whereas, focuses on their energy-saving practises and their use of reused supplies in their hotel designs, positioning them as a hip and environmentally responsible brand (Karampini 2018). In order to interact with their environmentally concerned target audience and promote their sustainability programmes, both hotel chains have employed the use of social media and digital advertising.

[bookmark: _Toc134560775]Recommendations to Develop and Enhance Marketing Activities in Both Hotel Brands
It is evident from examining Six Senses Hotels' and Moxy Brands' marketing plans that both businesses run potent advertising campaigns (Karampini 2018). While Moxy Brands aims to provide millennial travellers stylish, reasonably priced lodging, Six Senses Hotels places a strong emphasis on delivering an opulent and environmentally friendly experience for its customers. Stunning hotels are shown by Six Senses Hotels on social media channels like Facebook and Instagram, where they also interact with prospective visitors. While Moxy Brands efficiently targets its customers with digital marketing techniques like SEO and SEM (Almeida, Ramires and Marinho 2023). Six Senses Hotels might concentrate on utilising influencer marketing to further improve their marketing efforts and reach a larger audience. The company may benefit from working with eco-aware influencers to improve its exposure and draw in a younger audience. Moxy Brands could think about extending their social media reach to additional channels on sites like TikTok and Instagram, which have gained popularity among their target market. Future development for Moxy Brands and Six Senses Hotels is quite promising. By creating relationships with airlines or other tourism companies and building buildings in well-known tourist areas, Six Senses Hotels might increase the size of their portfolio. By opening new locations in significant cities throughout the world and concentrating on the expanding market for solo travellers, Moxy Brands may widen their audience.

[bookmark: _Toc134560776]Conclusion
Hence, several significant parallels and contrasts between Six Senses Hotels' and Moxy Brands' marketing tactics have been brought to light. Although Six Senses Hotels seems to place more of a focus on sustainability and green message, both companies have made substantial efforts in these directions. In terms of promotional communications, Six Senses Hotels concentrates on advertising its opulent and wellness-focused products to a high-end population, whereas Moxy Brands employs social media and digital marketing to target a younger, more price-conscious consumer. A more focused approach to categorization and placement, as well as the introduction of more interactive and immersive marketing strategies, are all suggestions to improve marketing efforts for both businesses.
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