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Essay on
A comparison of the marketing methods of Moxy Hotel and Six Senses Hotel
Marketing is the process of promoting a company's brand, goods, and services with the aim of facilitating its growth and maximizing its return on investment (ROI). Generally, marketing promotions are meant to boost brand awareness, product sales, and content engagement. The hotel industry provides tangible and intangible services, which make marketing savvy a must. A hotel's brand consistency must be maintained through effective marketing techniques. In order to conduct the essay here two hotels is selected that is Six senses and Moxy. After reading the essay, the reader will be able to know about comparison between marketing techniques used by the Moxy Hotel and six senses Hotel based on their marketing techniques after reading it. 
The first Moxy Hotel opened in Milan in 2014 thanks to a cooperation between the city's IKEA and Moxy Hotels, a well-known Swedish furniture company. Moxy Hotels has seen tremendous success since that time. There are more than 70 places on three continents. Hotels in airports, suburbs, and city centers are offered by competitors like Travelodge and Ibis. There was an immediate demand for the chain. Through its history, the hotel has offered its guests the opportunity to experience a diversity of cultures. The hotel and resort guests, the homeowners, the spa guests, and even the hotel and resort staff who will visit one of our spas have the opportunity to see first-hand how ethics and social responsibility are not empty words (Chehimi, 2019).
To expand, a new hotel venture needs client. A crucial part of this is played by hospitality marketing. interacting on social media with well-known businesses in order to develop a following of devoted customers. In 2014, IKEA released it in Milan. Moxy Hotels has done well since then. 70 locations are spread over three continents. Airport, suburban, and city center hotels compete with Travelodge and Ibis. Chains circulated immediately. Since its beginnings, the hotel has offered visitors a multicultural vacation experience. When hotel and resort guests, spa guests, and homeowners visit our spas, ethics and social responsibility are shown (Sherry, 2018).
The Hotel Marketing Mix describes how a marketer influences demand using instruments and strategies (Frank, 2023). The customer satisfaction and dissatisfaction is also necessary for hotel chain. Product, Price, Placement, and Promotion are also known as the Four P's. In marketing, a target market is the group of customers intended to be affected by the product. A certain clientele is targeted by hotel administration, and their demands are met. Their opulent services attract clients who want a luxurious stay. Hotel amenities and extensive room service are desired by a number of clients. To maximize their free time and enjoyment, they want enough accommodations at the hotel. Customers over the age of 30 with high incomes are the target market for the firm (Albaum, 2019).
Bargain pricing gives customers great value. The hotel further discriminates by not offering its lowest prices on Fridays, Saturdays, and Sundays. The market is full with pillows to fit everyone's tastes because people think comfort is subjective. The rooms share color palettes, furnishings, and beds. We consider consumer needs (Lafrenière, 2019).
The performance of the Moxy and Six senses hotel chain is probably hindered by internal concerns inside the company's walls or management. Several topics are discussed here, including marketing mix modelling, strategic constraints, and consumer behavior. This document outlines the steps Intercontinental is taking to meet the needs of its target market as part of its marketing plan. In addition to its affordable rates, the company offers fashionable accommodations as well as the latest technological advancements. Guests at the Moxy hotel, for example, can be picked up from the airport by the hotel's transportation service (Carvalho & Pinto, 2018). Located in the city's heart, Marriot International Inc.'s hotel helps it attract clients. Guests are efficiently served by a hotel employee who is qualified. Hotel cleaning crews keep the hotel's surroundings clean at all times. Therefore, the target market and demographics of the hotel authority. A number of amenities are available at the Six senses Hotel as an alternative. Customers can influence prospective buyers through twenty brands. A premium is charged for the services provided by the company. A superior level of service is being provided by it. Excellent service and memorable experiences are the hallmarks of the Days Inn brand. Breakfast is provided for free, which attracts guests to the hotel. Marketing strategies (marketing mix) are used to expand market share at both the Moxy and Six Senses hotels (Pulido Polo, 2018). As part of its strategic marketing mix, Moxy seeks to maximize its profit margins. A major housing provider in the world, Moxy has a global presence. A high standard of lodging is provided by the company. Furthermore, timeshare and premium services are available through the company. Among the 30 successful brands, there are 30 different categories of services (van den Berg et al., 2018).
Travelers who are currently travelling and those who will be travelling in the future need different promotional actions. Rates are also set based on geographical regions, market demands, and market rivalries. Travelers who are currently travelling and those who will be travelling in the future need different promotional actions. Increasingly, it uses digital technology as a means of promoting its products (Charlier, 2018). The company promotes its business and services through the use of social media, a website, and mobile applications. In order to attract clients, the company has an online presence with current information. Additionally, incentives are a priority for the corporation. Moxy's Bonvoy offers visitors the opportunity to broaden their experiences through free Facebook promotions for example if a client add check ins and promote their business the they get extra promotion. Corporations gain an understanding of client concerns through their social media marketing activities. In order to diversify its marketing mix, the company is expanding its product line (Codita, 2019). There are seven types of activities included in the program. Revisions are being made to the company's processes. As a means of increasing market share, the company's leadership invests heavily in technology. Keeping operational efficiency and increasing client satisfaction is achieved through the employment of qualified personnel. An organization's marketing mix also includes physical proof (Elliana, 2018). There is a lively and well-appointed physical atmosphere at the company. To attract consumers, Six Sensations uses marketing mix actions. Five product lines are offered through the company, each of which is based on a major area of service. There are several options available to customers, so they can select the one that suits them best. Products are both conventional and digital, and the company assures product quality (Hoyt, 2019).
The Moxy Hotel's management has decided to temporarily lay off a number of employees as a result of the global epidemic of covid-19 in an effort to save operating expenses as a response to this epidemic. Research and development are being focused on to find the answer. An alumni association has been established to assist the organization's workforce. Contrary to its competitors, six senses provide clients with health and safety protection. A focus is being placed on technologies for reaching consumers and minimizing the damage caused by the virus. There is a recruitment effort being made by both businesses. Their financial situation has been adversely affected by the worldwide epidemic (Reichelt, 2017). Pricing is based on bundles of products available from the organization. To combat competition and maintain its market position, the company is also developing a pricing strategy. Globalization is the hallmark of its business activities. Through wholesale and online channels, it sells its products. The company used traditional marketing tools such as radio, television, and newspapers. Social media and digital platforms are now being used by the company for the purpose of marketing its products and services. Customer service is offered by a team of professionals who are highly skilled and trained. There are many things that are satisfied with the Six Senses Hotel, including their method and their physical surroundings. Using technology, it aims to create a vibrant environment by digitalizing processes.
The company focuses on green marketing initiatives and messages to improve its long-term viability. A web-based menu system and complimentary wine from the tap will decrease waste by preventing bottles from being used excessively. Electricity equipment, like telephones, wires, and lights, is recycled. In order to reduce carbon emissions into the atmosphere, the Sheraton brand emphasizes energy conservation. As a part of its environmental conservation efforts, the Six senses hotel engages in green marketing. Reducing trash and energy consumption are the company's primary goals. Three green initiatives have been launched by the company. Green toolboxes, green certifications, and green housekeeping are all terms used in the context of green housekeeping. By 2025, it believes 100 percent renewable energy will be available, plastics will be eliminated, case-free eggs will be available, and water usage will be reduced by 15 percent (Leach, 2021).
Market dominance and maximization of market share are the most important responsibilities of an organization's marketing activities. Marketing strategies that are used effectively can easily motivate loyal customers to purchase from a company. Performing marketing operations in the modern age requires the use of technology, as evidenced by the Moxy hotel and six senses hotel. Among the techniques used by it to sway buyers are market positioning, marketing mix, market segmentation, market targeting, and green marketing.
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