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A comparison of the marketing methods of two multinational hotel brands

Six Senses is a premium hotel and resort brand known for its emphasis on wellness, sustainability, and immersion in local culture. Moreover,  the business runs hotels in some of the world most beautiful and exclusive locations, providing visitors with the chance to disconnect from regular life and reconnect with nature. Furthermore, Six Senses hotels and resorts provide large and attractively built in  rooms and suites, as well as a variety of wellness and spa amenities (Sixsenses.com, 2019). In addition, the brand dedication to sustainability is evident in its use of locally sourced products, attempts to decrease its carbon footprint, and emphasis on healthy and ecologically friendly dining alternatives. On the other hand, Moxy is a Marriott International hotel brand noted for its distinct and modern approach to hospitality. The company caters to budget-conscious visitors searching for a fun, fashionable, and inexpensive place to stay (Moxy Hotels, 2019).  They provide small and practical guest rooms with a focus on comfort and convenience, as well as high-tech facilities like as fast Wi-Fi and smart TVs.  The purpose of this essay is to compare the Six Senses Hotels and Moxy Hotels, by looking at the differences and similarities among their marketing strategies. 
Six Senses Hotels is a premium hotel brand that provides a distinct combination of sumptuous rooms and environmentally friendly hospitality.  Additionally, their marketing approach focuses on high-end tourists that seek authentic and sustainable experiences, as well as promoting their brand as a wellness and sustainable tourism leader. Six Senses hotels target their customers using a mix of regional and psychographic segmentation. Furthermore, geographic segmentation entails splitting the market depending on geography and climate, allowing Six Senses to provide customised experiences to guests in various locations (Silva, 2018). Also, psychographic segmentation divides the market according to lifestyle, personality, and values. Six Senses caters to high-end guests that value luxury, wellness, and sustainability, and presents itself as an industry leader in these areas. In addition, Six Senses reaches their target audience using a number of marketing communication channels, including digital and conventional media, public relations, and events. They have a strong digital presence, with an active social media presence and a comprehensive website that highlights their hotels, experiences, and dedication to sustainability(Sousa, Magalhaes, and Soares, 2021). They also employ public relations and events to build buzz and garner media attention on a local and worldwide scale. For instance, the hotel conducts health retreats and sustainable tourism events on a monthly basis, which are highly attended by travel industry executives and media. Hence, Six Senses is a pioneer in environmentally friendly tourism, and its marketing strategy reflects this dedication. They employ marketing communications to educate and motivate travellers about the importance of sustainable travel and their efforts to reduce their environmental effect. This strategy appeals to their target clientele and distinguishes Six Senses from other luxury hotel businesses (Kaleka and Morgan, 2019).  In addition, according to the traffic statistics presented (Simmilarweb.com, n.d.), Six Senses looks to have made a few improvements in its marketing approach that have helped to its success in increasing people to its website. Firstly, by focusing on direct and organic search traffic, Six Senses appears to have been effective in attracting traffic to their website through direct bookings and search engine optimization (SEO) tactics, with over 91,526 visits from direct traffic and 262,991 visits from organic search (Iskandar and Komara, 2018). Similarly, with Facebook accounting for 53.55% of social traffic, it is apparent that Six Senses has placed a major focus on social media marketing. This has enabled the company to reach a larger audience and increase traffic to its website. In addition, it appears that Six Senses has used referral marketing to attract traffic to their website, as evidenced by 24,953 visits from referrals. For instance,  Partnerships with travel agencies, influencer marketing, or other referral schemes might all helped.(Simmilarweb.com, n.d.). However, Six Senses has low emphasis on paid search & display ads, with only 7,892 visits from paid search and under 5,000 from display ads. The company likely focuses on more effective marketing channels and has a strong online presence with a Global rank of #144,689 and a Country rank of #161,401 in the US. They are performing well in the Accommodation & Hotels industry with an Industry rank of #646. (Simmilarweb.com, n.d.). The hotel chain places a great value on clients such as families and the Millennial generation in their company, explicitly identifying their target market in socio-demographic terms. The geographic segmentation of the market divides it into nations, states, and regions. The marketing message that Six Senses gives to its customers is one of luxury and indulgence in the natural world, offering experiences that are both rejuvenating and immersive. Six Senses promises to provide guests with a sense of escape and relaxation, offering a range of activities and amenities designed to help them connect with nature and rediscover their sense of wellbeing. The brand emphasizes its commitment to sustainability, highlighting its efforts to minimize its impact on the environment and preserve local cultures and communities (Trivedi, 2014). Overall, the marketing message from Six Senses is one of a unique and luxurious escape that prioritizes sustainability and a connection with nature.
On the other hand, Moxy Hotels, debuted in 2014, and it caters to millennial travellers seeking cost, fun, and innovation. The brand is positioned as a lifestyle brand, catering to the demands of a younger generation of tourists seeking a unique and unforgettable experience throughout their stay. Moxy Hotels utilisation of technology and creativity in marketing communications is one of their important marketing decisions (Minner and Nayak, 2019). The brand has placed a high value on using technology to improve the guest experience and streamline the check-in process. For example, the company has established a mobile check-in system that enables visitors to check-in and access their rooms using mobile devices. Therefore, this technology is meant to make the check-in process faster and easier for visitors, and it has garnered positive feedback from the target demographic. Another significant marketing decision made by Moxy Hotels is the usage of social media to reach and communicate with their target audience. The company has a significant presence on social media sites such as Instagram and Facebook, which it utilises to highlight the brand's distinctive and amusing qualities (Shrivastava et al., 2022). For example, the brand uses social media to promote the hotels many events and activities, as well as to publish photographs and videos of the hotel's distinctive guest rooms and other amenities. This sort of material is designed to appeal to younger, tech-savvy tourists searching for a one-of-a-kind and unforgettable experience (Maurer and Siller, 2019). Another significant marketing approach employed by Moxy Hotels to reach their target demographic is segmentation, targeting, and positioning. The company has divided its market into demographic and psychographic segments, such as age, lifestyle, and travel habits. The company has targeted millennials who are searching for affordability, fun, and innovation, and it has positioned itself as a lifestyle brand that is tailored to their requirements (George, 2021). Finally, Moxy Hotels has placed a heavy emphasis on marketing communications in order to reach and engage their target audience. To promote the brand and reach its target demographic, the brand has employed numerous channels such as email marketing, direct mail, and web advertising. For example, the firm has employed email marketing to advertise special discounts and promotions, as well as online advertising on social media and other websites to reach its target demographic. Also, according to Similarweb.com, (n.d.), it is reasonable to assume that the bulk of traffic of Moxy Hotels is generated via organic search, implying that the website ranks highly in search engines for relevant terms. This is due to a strong search engine optimization (SEO) strategy that focuses on enhancing the website content and structure in order to boost its exposure and ranking in search results (Dakouan, Benabdelouahed and Anabir, 2019). Moxy Hotels is a low-cost hotel chain that caters to budget-conscious tourists that appreciate the value and convenience. Their marketing approach focuses on harnessing digital technology to make the booking and check-in process as simple and fast as possible, and they employ a minimalist, modern design to appeal to young and tech-savvy tourists.
While both firms cater to tourists, their target markets and marketing tactics are very different. Six Senses caters to high-end tourists who value luxury, wellness, and sustainability, whereas Moxy caters to budget-conscious customers who appreciate value and convenience. Six Senses differentiates itself via sustainable tourism and wellbeing, whereas MOXY differentiates itself through technology and design. Furthermore, given the increased desire for sustainable tourism and wellness experiences, Six Senses should continue to emphasise their dedication to these areas. They might also explore collaborating with like-minded groups and businesses to promote sustainable tourism and expand their reach. They might also grow their digital presence and leverage technology to improve the passenger experience while remaining committed to sustainability. (Istamkhuja, 2020). Alternatively, Moxy Hotels, might consider entering new markets and collaborating with other companies to reach new customers. They might additionally investigate new technology and digital solutions to make the guest experience even more easy and efficient, as well as innovative methods to appeal to budget-conscious tourists seeking more than just a basic place to stay (Huang and Lan, 2021).
To conclude, both Six Senses and MOXY Hotels have distinct marketing methods that suit their target consumers' demands and interests. These brands can generate future development and continue to compete in the competitive hospitality sector by focusing on their core strengths and exploring new possibilities.
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