A comparison of the marketing methods of two multinational hotel brands
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Introduction
Marketing is distributing the company's current offerings to a wider audience. Knowing marketing principles is crucial since they help get the word out about a company's offerings. The two prominent hotels which are Six Sense and Moxy are compared in this study. These two hotels are both high-end establishments that strive to provide visitors with unforgettable stays. Since there is a lot of competition in the hotel business, it is crucial for establishments to use strong advertising campaigns to draw in guests. these are two prominent hotels in this field. This article will examine and evaluate the marketing approaches of these rival businesses, looking at their respective marketplaces, present marketing tactics, and how they address ecological, economic, geographical, and modern themes in their advertising. Furthermore, the evolution of the marketing content sent to consumers will be analyzed.
The hotels of the Six Senses chain are known for providing guests with unforgettable stays in exotic locales in the midst of beautiful highlands, along ocean beaches, in picturesque valleys, and in fascinating city centers. In 1995, Sonu Shivdasani founded the business (Piuchan and Prachansit, 2019). The number of hotels that  Six Senses owns and operates is 17 and also it has 26 spas. Twenty different nations are home to its branches (Stombelli, 2020). On the other hand, Moxy Hotels is a relatively young division of Marriott International. In 2014, Moxy Hotels launched for the first time in Milano, Italy, in collaboration with IKEA, a Swedish furnishing company(Savov, 2013). Due to this, Moxy Hotels is seeing explosive growth since 2014. More than 70 outlets across 3 continents are now functioning. 
Main body
The Six Senses hotel chain provides a one-of-a-kind, five-star understanding to discerning travelers in a number of the globe's most remote locales. The company's advertising highlights the company's reputation for caring for the environment and customer health. Among the many promotional strategies used by Six Senses is the utilization of social networks, emails, and blogging (Pinto, 2022). The hotel promotes its qualities, eco-friendly practices, and spa services via social networks. brand journalism includes the production and distribution of insightful and entertaining articles and posts that feature the hotel's services and principles, whilst also online marketing is utilized to endorse special proposals and discounts to clients or audiences. The company has always been dedicated to spreading messages of preservation, uniqueness, and elegance. News and magazine advertisements were the main drivers of growth in the company's early years. Six senses, like many other companies, saw the rise in popularity of digital advertising and the opportunity it presented to engage a wider audience and entice more affluent consumers (Munaro et al. 2021).
The brand's dedication to ecological and social concern is highlighted via all six senses as part of the strategy of marketing (Panda et al. 2020). Clients wishing for a really memorable and opulent vacation will respond positively to this approach. Even while they attempt to minimize their effect on the planet. Six Senses also features an array of high-end facilities and offerings at each of its locations, emphasizing its individuality and luxury. In this regard, Six Senses stands out for its customer-centric emphasis. Families make up a significant portion of the business at present; the establishment caters to this demographic by providing private butler-planned barbecues in the mansions and stunning settings in which to have excursions. Six Senses sets itself apart by serving only locally produced and harvested products and doing away with the use of paper straws and containers. The Six Senses resort has a Blue Ocean approach to market segmentation (Nogueira, 2021). What this implies is that they not only foresee but also actively generate interest from clients via their innovations.
In contrast, Moxy hotels are a cheap option that mostly serves metropolitan areas and attracts a youth, more cost-conscious clientele (George, 2021). So that those who are young, thrifty, and in need of a vacation might have one. In order to attract customers, they employ a marketing approach centered on expanding their customer base and giving their visitors a feeling of belonging. Moxy does this by connecting with and engaging its intended group via an assortment of media channels comprising social media. The hotel also engages in celebrity endorsements to expand its brand's exposure (Fonseca, 2019). Moxy also employs messaging through email to educate clients about discounts and deals. The Moxy hotel chain has made it a point to advertise its low rates and hip ambiance for a long time. This hotel has always depended largely on a digital or online marketing strategy, which involves robust visibility on different media channels and well-known websites, to broaden its audience and attract cost-conscious consumers. In order for Moxy's target clientele to learn about its offerings, the resort makes its logbook available to the public for posting on media platforms (marketingdive, 2022). Radical innovation, in which hotels aim to provide customers with unique and engaging encounters, is another tactic utilized by Moxy hotels.  The company often presents live bands, art exhibits, and temporary food and beverage offerings. These functions generate excitement and draw in youth, a more tech-savvy audience. Moxy hotels also work with neighborhood establishments to provide visitors with one-of-a-kind activities and discounts. In addition to luring in additional sightseers, this boosts interaction between residents and the business. The Moxy Hotel relies heavily on referral programs to fill rooms (George, 2021). Current customers are encouraged to bring in new business by being rewarded for bringing in new friends and family. Not only does this encourages repeat visits from existing customers, but also draws in new ones. Marketers at Moxy Hotels use a variety of online and offline tactics to reach their target demographic of youthful, technologically aware, cost-conscious tourists.
The marketing strategy of both hotels center on environmental responsibility. Utilizing solar power, reusing treated wastewater, and emphasizing regional and natural food sources are just a few of the eco-friendly initiatives that the Six Senses hotel chain has implemented (Farooq et al. 2022). The company also cares deeply about its surrounding area and the conservation of its heritage, therefore it often collaborates with regional craftspeople and provides financial assistance to non-profits. Moxy Hotels, which competes with brands like Hilton and Marriott for the affordable traveler, also prioritizes environmental responsibility (Guo, 2021). The campaigns supported by the company encourage cycling and decomposition in addition to cutting down on trash and resource use. Furthermore, they place a premium on using environmentally friendly amenities throughout the hotel. Both companies' advertising addresses social and international politics with environmental concerns. For instance, Six Senses promotes the value of travel while also striving to lessen the industry's toll on host areas and the natural world. Moxy also supports "responsible traveling," an approach that urges visitors to be aware of how their actions may affect the places they visit. These two hotels seem to be in line with the present, and they both know about things like the current Coronavirus epidemic. Both companies follow rigorous safety and security procedures to ensure the well-being of their customers and employees, and they have changed their business models to meet legal requirements.
Strategies used in marketing have undoubtedly changed through time to respond to shifts in the sector and the preferences of its ideal guests (Corbisiero and Monaco, 2021). Six Senses is now marketing itself as a premium healthcare brand with an emphasis on fitness & well-being services including spa services and gym memberships, in addition to the utilization of organic substances and environmentally responsible business methods (Moschis, 2022). Companies also feature prominently their one-of-a-kind settings, like far-flung foreign hotspots. In contrast, Moxy is aimed toward a young audience of tech-savvy and financially savvy globetrotters. They highlight the low rates and modern, minimalist accommodations that they provide in their ads. Since the two hotels are catering to various demographics and provide distinctive amenities, their marketing messaging reflects these differences.
Conclusion
This text's primary focus is on a comparison of the Six Sense and Moxy hotels' respective marketing strategies. Everywhere you look in this article, you'll see comparisons drawn between the two companies. This study compares and contrasts the marketing strategies used by the two companies, Six Sense and Moxy, to determine how the former caters to affluent individuals searching for a high-end experience, while the latter targets families seeking a higher-end affordable option. This study supports the sustainability-oriented actions taken by both organizations, such as those aimed at ensuring worker safety and reducing the company's carbon footprint.
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