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The objective of this essay is to compare the marketing strategies of the multinational brands Moxy and Six Senses. As division of Marriott International, Moxy Hotels is an innovative hospitality brand created for the contemporary traveller. Moxy, which was founded in 2014, stands out for its fashionable, boutique-like decor, reasonable prices, and unconventional amenities (Jobber and Elis-Chadwick, 2020). The brand appeals to a group of sharp, vivacious, and creative people by emphasising a dynamic, social experience (Moxy Hotels, 2019). Moxy reimagines conventional hospitality by providing lively common areas, comfortable bedrooms and a 24-hour bar, creating a fun environment that combines work and play (Bowie et al., 2017).  On the other hand, Luxury hotel and resort chain Six Senses is well known for emphasising sustainability and wellbeing (Kotler et al., 2020). Six Senses was founded in 1995, and its collection of luxury accommodations includes both urban hotels and resorts on tropical islands (Six Senses, 2019). The company's activities incorporate elements of local culture, holistic wellbeing, and environmental care, making the brand a byword for eco-conscious luxury (Smith and Zook, 2020). Six Senses resorts are renowned for their spectacular locations that aim to immerse visitors in nature while also offering world-class service, unmatched comfort, and cutting-edge wellness initiatives (Ryan, 2012). Due to their various approaches to hospitality and marketing techniques, these two multinational chains were selected. For instance, Moxy's innovative, tech-forward, and budget-friendly approach accommodates to a younger demographic, whereas Six Senses' emphasis on wellness and sustainability appeals to luxury travellers. Their dissimilar market segments and brand philosophies will allow for a comprehensive comparison of marketing strategies in the hospitality industry. This analysis will emphasise the significance of effectively targeting a brand's intended audience with marketing efforts.
Moxy Hotels positions itself in the economy boutique segment of the hotel industry. It accommodates to a younger demographic of millennials and Gen Z travellers who seek affordable lodging without sacrificing style, comfort, or digital convenience (Moxy Hotels, 2019).  Its hotels are frequently located in close proximity to cultural and nightlife destinations, making them attractive to guests who value socialising and local experiences. Six Senses, on the other hand, is firmly established within the luxury market segment. The brand appeals to affluent travellers who seek wellness-cantered, eco-friendly, and tailor-made experiences. Each Six Senses property is intended to provide an immersive experience, regardless of whether it is located on a remote island or in a bustling metropolis (Six Senses, 2019). Unique visitor experiences reflect the brand's emphasis on wellness, sustainability, and local culture through its services, amenities, and facilities. Both Moxy and Six Senses have developed marketing strategies that correspond with their respective market positions. Moxy's digital-first, socially driven marketing strategy resonates with the tech-savvy younger generation, whereas Six Senses' emphasis on wellness, sustainability, and luxury speaks to the lifestyle and values of the luxury traveller (Clow and Baack, 2013). Their marketing strategies and communication channels contribute to a consistent brand experience across all touchpoints by reinforcing their market positions. 
Since its inception, Moxy Hotels has adopted a bold and innovative marketing strategy, utilising technology, and social media platforms to reach its target market. Moxy has consistently employed interactive campaigns, influencer marketing, and social media contests to attract younger, more tech-savvy travellers (Kotler and Kartajaya, 2017).  Their 2017 #AtTheMoxy campaign, for example, utilised Instagram influencers to share experiences from various Moxy locations, thereby increasing brand visibility and generating user engagement (Housden , 2008).  Moxy has substantially departed from conventional hotel marketing practises by utilising technology and digital media as its primary marketing tools. Six Senses, on the other hand, has carved out a segment in the luxury hospitality market by emphasising wellness and sustainability, establishing themselves as a leader in sustainable luxury. Their marketing campaigns emphasise tranquilly, connection with nature, and holistic wellness, which aligns perfectly with the values of their wealthy, wellness-oriented customers (Kotler et al., 2020). Their strategies, which include visually breath-taking photographs showcasing their locations, immersive wellness events, and partnerships with organisations focused on sustainability, demonstrate their commitment to environmental and social responsibility. Historically, Six Senses began as a resort-only brand, but their 2012 announcement to expand into urban centres prompted a shift in marketing strategy. This urban expansion required messaging that not only remained consistent with their core values, but also appealed to city residents seeking urban sanctuary (Sixsenses.com, 2012).
In addition, the year 2020 marked the debut of the "Moxy #BlankCanvas" marketing campaign. Moxy Hotels, known for its innovative and whimsical approach, launched the campaign in 2020. This campaign sought to engage youthful, artistic individuals by inviting them to display their work on the walls of Moxy hotels  (Bluebird Studio, n.d.). Guests were encouraged to share their artwork on social media using the campaign's hashtag, thereby generating user-generated content, and boosting brand awareness. In addition to providing visitors with a unique and interactive experience, the campaign positioned Moxy Hotels as a brand that values individuality and self-expression. In contrast, with the "Sustainability Stories" campaign in 2020, Six Senses highlighted its commitment to sustainability and wellness. The campaign emphasised Six Senses' environmental initiatives, including the reduction of single-use plastics, the implementation of energy-saving measures, and community support (Ghauri, 2014). Six Senses conveyed its commitment to responsible travel and encouraged guests to make conscientious decisions through the use of captivating visuals and narratives. The campaign resonated with eco-conscious travellers seeking opulent experiences that align with their values. Both campaigns demonstrated the brands' knowledge of their respective target markets and engaged their audiences with effective narratives and digital platforms (Chaffey and Ellis- Chadwick, 2019). Moxy Hotels utilised social media and user-generated content to communicate with a younger, social media-savvy audience, whereas Six Senses emphasised sustainability through visual narratives that appealed to environmentally conscious travellers.
Additionally, Moxy Hotels recently implemented innovative marketing strategies for its Asia Pacific Campaign 2022, titled "Moxy Universe, Play Beyond." This strategy is centred on an augmented reality (AR) experience designed to engage a young-at-heart audience and disrupt the norms of a traditional hotel stay. They are utilising digital technology and mobile engagement first. Guests can use their mobile devices to access the Moxy Universe, personalise their avatars, and plan their stay prior to arriving at the hotel. Guests can engage further with the universe upon check-in by scanning a QR marker, which activates a variety of challenges throughout the hotel's grounds. In addition, they employ gamification as a marketing strategy (Marriott International Newscenter (US), n.d.). Thus,  guests have the opportunity to earn prizes by completing challenges in the hotel's guestrooms and public areas. This playful and interactive approach to guest experiences is intended to foster participation, enthusiasm, and deeper brand connections. Also, Moxy is integrating social media into their campaign, allowing visitors to take photos with their avatar and share their experiences using the hashtag #moxyuniverse on social platforms. This strategy increases online visibility, promotes user-generated content, and expands the campaign's message's reach.
Contrarily, Six Senses Ninh Van Bay has launched an extensive marketing campaign centred on sustainability. They have effectively communicated their commitment to reducing their ecological and carbon footprint by comparing their performance to predetermined objectives and targets. The campaign emphasises their environmental efforts, including the collection of over 611 kilogrammes of trash from local beaches and the provision of clean drinking water to 2,504 locals. In addition, 300 reusable water vessels have been distributed to students in an effort to promote sustainable practises among the younger generation (www.sixsenses.com, n.d.). In addition to demonstrating their commitment to sustainability, these actions illustrate their positive impact on the local community and environment. The resort's inventive solar farm, Ninh Van Greens, is one of the most important components of their sustainability campaign. This marketing campaign centred on sustainability positions Six Senses Ninh Van Bay as a leader in environmentally responsible hospitality. By emphasising their concrete actions, quantifiable results, and community involvement, they appeal to eco-conscious travellers who prioritise sustainable travel options. The campaign effectively conveys the resort's commitment to reducing their environmental impact and provides an authentic, meaningful experience for visitors who prioritise resorts that prioritise sustainability (Ryan , 2012). 
Hence, Six Senses utilises a variety of marketing communications to reach their intended market. They showcase the natural grandeur of their locations, luxurious accommodations, and wellness facilities with high-quality images. Their messaging emphasises the brand's eco-friendly practises, wellness offerings, and genuine cultural experiences (Chaffey and Elis-Chadwick, 2019). Six Senses emphasises personalised service and attention to detail, employing narratives to elicit emotions and inspire aspiration in their target audience. In addition, they utilise partnerships and collaborations with eco-friendly organisations to bolster their commitment to sustainability. While, through digital channels and social media platforms, Moxy's marketing communications are intended to attract their target audience. They generate buzz and enthusiasm through interactive campaigns, influencer marketing, and user-generated content. Moxy's messaging adopts a lighthearted and irreverent tone, employing humour and contemporary language to communicate with their target audience. Their marketing materials feature vibrant visuals, contemporary design elements, and effervescent environments, which reflect the brand's personality and attract their target audience.
In conclusion, the distinct brand identities and target markets of Moxy Hotels and Six Senses are reflected in their respective marketing strategies. Using social media, interactive campaigns, and influencer marketing, Moxy Hotels engages a younger demographic seeking affordable yet fashionable accommodations. Six Senses, on the other hand, concentrates on sustainability, wellness, and luxury, using captivating visuals, narratives, and partnerships to attract environmentally conscious and affluent travellers. Both brands are effectively positioned within their respective market segments, with marketing strategies that align with their brand philosophies. Moxy Hotels caters to millennials and Gen Z travellers in search of a dynamic and social experience, whereas Six Senses caters to wellness-focused luxury travellers in search of immersive experiences. 
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