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This essay compares the marketing strategies of two hotel brands, Six Senses and Moxy Hotels. Six Senses is a luxury brand established in 1995, with a focus on wellness and sustainability, catering to affluent travellers. (Piuchan & Prachansit, 2019). The Moxy Hotel brand, established in 2014, offers stylish design and modern amenities designed with young, budget-conscious travellers in mind. (Wang & Chung, 2015). The SWOT and PESTEL frameworks were used to examine the internal and external factors affecting the success of the two brands. The 7Ps marketing mix was also employed to analyse their marketing strategies and the elements that differentiate them in product, price, place, promotion, people, process, and physical evidence. The STP strategies of Six Senses and Moxy Hotels were assessed using SimilarWeb to analyse their target audience and the effectiveness of their positioning. This data provides insights into their marketing strategies and success in attracting and retaining customers. The evaluations of the SWOT, PESTEL, 7Ps marketing mix, and STP strategies offer a comprehensive evaluation of the marketing strategies used by these two brands and their impact on success in the hospitality industry.
Strengths are the internal factors of a company that have a positive impact on its competitiveness and success. (Fikri & Putha, 2022). Six Senses Hotels is known for its focus on wellness and sustainability, and has a strong reputation for exceptional service and high-quality amenities (Stombelli, 2015). This brand has carved out a niche in the market by offering a customized experience for guests who prioritize health and wellness. Moxy Hotels, on the other hand, stands out with its affordable pricing that appeals to price-conscious travellers, particularly younger generations (Sikand, 2020). With an emphasis on guest well-being, Moxy offers high-end services and eco-friendly practices.
Weaknesses in a company's internal factors such as lack of resources, inadequate funding, low market share, poor management, weak brand image, low employee morale, outdated technology, or limited geographical reach can negatively impact its success and goals (Sarsby, 2016). Six Senses Hotels faces challenges such as a limited global presence, relatively high prices, and traveller complaints about high prices and poor service. Moxy Hotels faces challenges such as a lack of luxury amenities, small rooms, no parking, and staff training issues (TripAdvisor reviews).
Opportunities for business growth are crucial for success (David et al., 2019). Six Senses can tap into the growing demand for sustainable travel and enter new markets, while Moxy can attract tech-savvy and cost-conscious travellers and expand geographically. Both brands have the potential to differentiate themselves and succeed by leveraging available opportunities.
Threats to business come in the form of external factors such as intense competition, changing customer preferences and pandemics (Vigna et al., 2018). Six Senses faces competition from prominent luxury hotel brands such as Aman, Banyan Tree and Four Seasons, and their premium pricing strategy may dampen demand. As a five-star hotel, there is also the risk of becoming a target for terrorism (Gagne, 2021). Moxy hotels face competition from budget hotels such as Premier Inn, Travelodge and Ibis, as well as limited resources and confusion among Marriott regulars who have different expectations of Marriott hotels. The rise of Airbnb poses a threat to the hotel industry (Lu and Tabari, 2019). The COVID-19 pandemic has greatly affected the entire hotel industry and caused significant financial losses, announced the two parent companies IHG (Mayling, 2021) and Marriott International (Nicola et al., 2021).

The 7Ps marketing mix is a comprehensive framework for businesses to consider the different elements of their marketing strategy. Understanding the interrelationship of these elements and balancing them effectively is crucial for businesses to create an effective marketing approach that meets the needs of their target customers (Jain, 2013). 
Providing unique products and services that cater to specific target markets is what sets Six Senses Hotels and Moxy Hotels apart in the market. Six Senses prioritizes luxury and wellness, offering luxurious rooms, gourmet dining, a comprehensive spa and wellness program, and cultural and outdoor activities (Sotos, 2020). Moxy caters to budget-conscious travellers by offering compact, stylish, and affordable rooms with dining options and fun amenities like a gym and games room (Miceli, 2022). Their products align with their brand positions and target markets, with Six Senses being a luxury brand known for premium products and services including rooms starting at several hundred dollars per night, gourmet dining options, and high-end spa and activity options (Au, 2021). Moxy, on the other hand, offers affordable room prices starting at a few hundred dollars along with cost-effective dining, bar, and fitness centre options (Miceli, 2021). Six Senses has a global presence with hotels in exotic and remote locations, while Moxy hotels are primarily located in urban areas (Darnall, 2008). Both hotels primarily sell their products and services through their hotel locations and market them through a combination of traditional and digital marketing channels, including print and online advertisements, direct mail campaigns, email marketing, and social media promotion. People play a crucial role in the marketing mix with a dedicated management team and sales and marketing team working to promote the hotels and build customer loyalty, while front-line employees such as front-desk, housekeeping, and food and beverage staff are trained to provide guests with a high-quality experience. Efficiency and reliability are also key focuses for both hotels, with Six Senses emphasizing sustainability (Darnall, 2008), and Moxy aiming for a fun and seamless experience for guests (Catchings, 2021). Both hotels have integrated various technological advancements and initiatives, such as mobile check-in and keyless room entry at Moxy and eco-friendly practices at Six Senses, to achieve their objectives. Physical evidence also plays an important role in reinforcing their brand identities and providing guests with a memorable experience. Six Senses incorporates natural materials, wellness facilities, and activities to promote sustainability and wellness (Hasek, 2022), while Moxy features bold decor, playful amenities, and interactive spaces to create a fun atmosphere. Both hotels use physical evidence to enhance the customer experience and align with their brand values.
According to the data from SimilarWeb, the demographic segmentation of the target market of Six Senses and Moxy Hotels shows that both hotels primarily target millennials between the ages of 25 and 34, while Moxy is also attractive to young adults between the ages of 18 and 24 (see Appendix A). Six Senses hotel website has a higher percentage of male users, while Moxy Hotels website has a higher percentage of female users. In terms of geographic segmentation, the data show that most of Six Senses' traffic comes from Turkey, United States, Brazil, Thailand and United Kingdom (see Appendix B), while the Moxy hotel's traffic comes from America, England, Germany, Japan and Canada (see Appendix C). To determine their targeting strategy, the online behaviour of the users of both hotels was analysed. The Six Senses site attracts more engaged and interested users, as evidenced by its higher monthly visits, unique visitors and lower bounce rates compared to the Moxy site (see Appendix D). In terms of industry distribution based on audience interest, Six Senses attracts a wider range of interests, including travel and tourism, computers, adult, electronics and technology, and arts and entertainment (see Appendix E). In contrast, Moxy Hotels primarily attracts users interested in computers, electronics and technology, arts and entertainment, and accommodation and hotels. Based on the data, Six Senses can position itself as a hotel with a broad target market that appeals to millennials, a strong online presence and engaged users (see Appendix F). Meanwhile, Moxy Hotels can position itself primarily as a hotel serving young adults and millennials, with a strong online presence (see Appendix G). The findings can be linked back to the marketing mix or situational analysis, as the targeting strategy, segmentation and positioning of the two brands can be aligned with the products offered, pricing, promotion and place in the market. This can help the brands to effectively reach their target audience and compete in the market.
The essay analysed the marketing strategies of two multinational hotel brands, Six Senses and Moxy Hotels. Six Senses focuses on wellness and sustainability, while Moxy targets budget-conscious millennials. Both brands have unique products and services that appeal to their target markets. Six Senses faces challenges like limited global presence and high prices, while Moxy faces competition from affordable hotels and limited resources. The COVID-19 pandemic has impacted the entire hotel industry, resulting in financial losses for both brands. The products and services are priced according to brand position and target market and sold through traditional and digital channels. Both brands have effectively used the 7Ps marketing mix to create a unique brand position. Further research could explore the impact of technology on the hotel industry and the marketing strategies of these brands.
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Appendix E: Browsing habits of Six Senses
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