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A comparison of the marketing methods of two multinational hotel brands

Introduction: The Six Senses Hotels Resorts Spas is a luxury hotel chain that operates properties in various locations around the world. The brand is known for its commitment to sustainable tourism and for providing a unique and holistic approach to wellness. Each hotel offers a range of amenities and services designed to promote relaxation, rejuvenation, and overall well-being. Six Senses properties are often located in picturesque and secluded locations, such as tropical islands, historic villages, or mountainous regions. The properties are known for their unique design, blending traditional architecture with contemporary elements. They offer a range of accommodation options, including villas and suites, many of which feature private pools or outdoor bathrooms. Moxy Hotels is a hotel brand that is part of the Marriott International portfolio of brands (Bowie et al., 2017). The brand is designed to offer a fun and affordable alternative to traditional hotel options, with a focus on design, technology, and socializing. Moxy Hotels are geared towards the millennial traveler, with a focus on providing a stylish, yet affordable stay for those who want to explore the city and meet new people. This essay will try to compare the marketing methods of two multinational hotel brands on various dimensions. Two specific multinational models will be used for the comparison in terms of various aspects. The hotels are Six Senses Hotels Resorts Spas and the Moxy 
Main body
Strengths of Six Senses hotels and Moxy hotels include but not limited to strong brand image, unique and exotic locations of the establishments. Considering the SWOT analysis, sustainability focus is another specific advantage for the hotels in this regard. In terms of similarities between the hotels, several important issues can be found. Both brands face competition from other hotel brands in their related markets. Both the brands have been facing potential threats from changes in consumer preferences and economic downturns. Both brands have opportunities for growth and expansion into new markets. The Six Senses Hotels Resorts Spas utilizes several marketing strategies to promote their properties and attract guests. Some of these strategies include sustainable tourism and wellness and spa. Six Senses places a strong emphasis on sustainable tourism and promotes their properties as eco-friendly and socially responsible (Smith & Zook, 2020). This helps to attract environmentally conscious travelers and sets the brand apart from competitors. Six Senses is known for its commitment to wellness and spa, and the brand promotes its properties as destinations for relaxation and rejuvenation. They offer a wide range of wellness services and activities, such as spa treatments, fitness classes, and yoga. At present, the company has been offering different types of value propositions with the help of various marketing techniques (Chaffey & Ellis- Chadwick, 2019).  As far as Moxy is concerned, it is a brand of hotels that is owned and operated by Marriott International. The brand was launched in 2014, and is designed to appeal to a younger, budget-conscious traveler who is looking for a trendy, affordable hotel experience. Moxy Hotels typically feature smaller, more efficient rooms that are designed to maximize space and minimize costs. They also feature a variety of public spaces, such as lobbies, bars, and lounges, where guests can socialize and relax. Moxy Hotels uses a combination of traditional and digital marketing strategies to reach its target audience and promote its brand (Li, 2023). Moxy Hotels uses social media platforms such as Instagram, Facebook, and Twitter to connect with potential guests and create buzz around the brand. They also use influencer marketing to reach a larger audience through partnerships with popular travel bloggers and social media personalities. Moxy Hotels uses a variety of content such as videos, blogs, and photographs to showcase the unique features of their hotels and create an emotional connection with potential guests. Moxy Hotels uses experiential marketing to create memorable experiences for guests (Magalhães & Marques, 2022). They often organize events and activities that align with the local culture and highlight the unique features of their hotels. Moxy Hotels is a relatively new brand in the hotel industry and has been expanding rapidly in recent years. According to Marriott International, the parent company of Moxy Hotels, the brand has over 50 hotels open and another 100 in the pipeline in Europe, North America, and Asia.

The marketing mix of Six Senses hotels and Moxy hotels have certain similarities and differences as well.  Six Senses has a strong presence on social media and uses platforms such as Instagram and Facebook to showcase their properties and promote their brand. They also use engaging visuals and videos to showcase their properties and highlight the unique features of their hotels. Six Senses uses public relations to generate positive media coverage and increase brand awareness (Clow & Baack, 2013). They work with travel bloggers, influencers, and journalists to promote their properties and highlight the unique features of their hotels. Six Senses partners with other companies and brands to promote their properties. They work with travel agencies, airlines, and other travel-related companies to offer discounts and promotions to their customers (Ghauri, 2014). Six Senses encourages guests to refer their friends and family to their properties by offering incentives such as discounts and free nights. The company also uses email marketing to promote their properties and offer special deals and promotions to their subscribers (Wibisono, 2019). Six Senses hosts events such as wellness retreats, cooking classes, and cultural excursions to attract guests and promote their properties. Six Senses Hotels Resorts Spas is considered a luxury hotel brand with a strong reputation for its commitment to sustainable tourism and wellness. The brand has a strong presence in various locations around the world, including Asia, Europe, and the Americas (Harris et al., 2020). They are known for providing a unique and holistic approach to wellness, with a range of amenities and services designed to promote relaxation, rejuvenation, and overall well-being. Six Senses company uses various situational, generic and contemporary marketing tools to effectively manage the marketing activities (Sharma, 2014). It responds to contemporary marketing challenges by utilizing a combination of traditional and digital marketing techniques. The company is involved in developing a strong brand identity and building a positive reputation through customer service and word-of-mouth marketing. Besides, it is utilizing social media and other digital channels to reach a larger audience and engage with customers on a more personal level (Housden , 2008). Moxy Hotels targets budget-conscious travelers looking for a trendy, affordable hotel experience. The brand positions itself as a fun, edgy alternative to traditional budget hotels, and has been successful in attracting a younger, millennial-focused clientele. Moxy has taken environmental Sustainability quite seriously. Many guests are looking for hotels that prioritize environmental sustainability, such as reducing energy and water consumption, recycling, and using eco-friendly products (Mariani et al., 2016). Moxy has been maintaining a cautious focus on the maintenance of the diverse backgrounds and needs of their guests and employees and take steps to create an inclusive and welcoming environment. Guests expect a high level of personalization and flexibility in their travel experiences. Hotels should therefore be prepared to offer a range of options, such as customizable room layouts, various food and beverage options, and flexibility in cancellation policies (Ryan, 2012). Experience and brand reputation are critical to success in the hotel industry.



In terms of segmentation and targeting, the Six Senses hotels and Moxy hotels have certain similarities and differences as well. Both brands target travelers who are seeking unique and memorable experiences. This is one of the most standalone features for the brands. Besides, both brands aim to stand out from the competition by offering distinctive features and services for the targeted customers. The companies are also involved in leveraging data and analytics to better understand customer needs and preferences, and to develop more targeted and effective marketing campaigns. The companies offers various special promotions and discounts to attract new customers and retain existing ones. The company is also involved in creating personalized experiences for customers using technology such as mobile apps and loyalty programs. It also tries to invest in search engine optimization (SEO) and pay-per-click (PPC) advertising to improve visibility and drive traffic to their website. Creating partnerships and collaborations with other businesses or influencers to reach new audiences and gain credibility is another specific method of the company (Jobber & Ellis-Chadwick, 2020). As far as the urgency to respond to the contemporary issues is concerned, both the companies maintain some key considerations (Kotler & Kartajaya, 2017). With the ongoing COVID-19 pandemic, both hotels have taken steps to ensure the health and safety of guests and employees. Those included implementing enhanced cleaning protocols, providing hand sanitizers and masks, and following local and national guidelines for social distancing. There also certain differences in terms of segmentation and position strategies of the organisations involved. Six Senses Hotels primarily target luxury travelers who are looking for exclusive and high-end experiences, while Moxy Hotels target budget-conscious travelers, in particular who generally seek for affordability and convenience.


Conclusion: So, to sum up, it is quite evident that the hotel brands have been quite focus in delivering superior value to the target customers in order to maintain organisational sustainability and performance in a competitive business environment. Both companies have been experiencing monitoring industry trends and adapt their offerings and marketing strategies accordingly. The brands been well received by guests and industry experts, with many praising its unique design and public spaces, as well as its affordability. However, it is necessary for both the brands to continuously improve to the product offering and maintain the effective marketing and operational strategies to maintain long-term competitiveness. 
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