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Introduction
[bookmark: _Hlk126838844]This essay will compare the marketing strategies used by multinational hotel brands. The essay begins with a SWOT analysis of two hotels considered in this essay which are Moxy and Six Senses. Thereafter, the term segmentation is explained and the advertising methods of both hotels are briefly identified. Consideration is given to how both companies reach their targeted audience and similarities and differences within their respective marketing strategies.

The multinational hotel brands analysed in this essay are Moxy and Six Senses. Moxy is one of the latest joiners to the Marriot international brand. Moxy opened its doors in February 2019 and it now has over 70 branches worldwide, operating in Europe, North America and Asia (FlightDeck, 2022).  Alternatively, Six Senses was established in 1995 (Arabician Business, January 2010). In February 2019, Six Senses was taken over by InterContinental Hotel Group (IHG) for $300 million (Reuters, February 2019). At the time of this takeover, Six Senses “managed 16 hotels and resorts” and was considered to be one of the world’s leading operators of luxury hotels, resorts and spas (IHG, 2019).  


Main Body
One method through which an analysis of both Moxy and Six Senses can be carried out is through a SWOT analysis. The acronym SWOT stands for Strengths, Weaknesses, Opportunities and Threats. In essence, SWOT is a tool that is used across industries and other contexts to help organisations capitalise on their strengths, minimise or eliminate their weaknesses, discover new opportunities to advance and develop products and services, and identify potential threats. 

One of the key strengths of Moxy is that it is associated with the prestigious Marriot international brand. Moxy’s target audience are ‘'millennial travelers’’ (Hospitality ON, November 2021). Aged between the ages of 26 and 41, millennials can be considered as having reached ‘’their prime spending years” (Roller 2023). However, with the rise of a cost-of-living crisis in the UK, Moxy have another strength in relation to affordability. Moxy are 3-star hotel that are known as the ‘’economy lifestyle brand’’ (Amadeus October 2014).

In contrast to Moxy, Six Senses offer 5-star luxury hotels and resorts. A key strength of the Six Sense’s brand is that it at its core it has a “commitment to guest rejuvenation and reconnection, with an expert focus on wellness and sustainability” (IHG, 2019). Six Senses focus on personal wellness and being environmentally friendly adds a conscientious element to its offering of a safe and serene environment. Six Senses also prides itself in offering customers the opportunity to holiday in desired locations such as ‘’majestic mountains, coral-fringed bays, romantic valleys and inspiring city districts’’ (The Luxury Travel Expert, February 2020).

In contrast to the strengths identified, both Moxy and Six Senses have their weaknesses. For instance, it could be stated that Moxy have a confusing concept at the heart of its brand. Whilst a hotel is conventionally known as a place to rest, Moxy offer a hotel with a non-stop party life style” (blogmarketing81.home.blog, 2019). 
One of the insights gained from digital marketing website SimilarWeb relates well to this point. As can be seen below (see. appendix 1), Six Senses have more hits on their website through organic search in comparison to Moxy. The significant reduction in the traffic to Moxy website could be indicative of the confusion within Moxy’s brand concept and therefore affect their ranking within organic web search. Furthermore, as identified, Moxy is a budget hotel whilst Six Senses offers a more luxurious option. In comparison, the target audience for Six Sense is wealthier customers. Typically, Six Senses reservation rates begin at over a thousand pounds per night. Where prices are a premium, reservations could dwindle especially at a time of recession or cost-of-living crisis being experienced nationally or globally, leading potentially to a loss of revenue. Similarly, as noted by Barbradozier (2015), “when the population of a given country is in financial difficulty, the hospitality industry is negatively affected because there are no tourism activities and thus the hotels remain vacant and record losses.”

Of the many opportunities that may be highlighted, one in particular that relates to both Moxy and Six Senses is that of expansion in foreign countries. The point to be made on Moxy relates both to a strength and an opportunity that stems from this. Barbradozier (2015) states that Moxy ensures to hire “the best of the best labor force available in the industry.” Barbradozier (2015) goes on to explain that a skilled workforce “drives an organization toward both local and international growth”. Based on this analysis, Moxy have the key ingredient of a skilled workforce which is needed to expand into foreign markets. As explained above, Six Senses was acquired by IHG in February 2019 and IHG state that it sees the “potential to grow the Six Senses estate to more than 60 properties globally over the next 10 years” (IHG, 2019). In this forecasting of future growth, IHG plans to expand Six Senses to “important urban markets” (IHG, 2019). More recently, Moxy have announced that over the next two years, it plans to open six new branches including in cities such as Rome and London (Six Senses, 2023). In addition to this, we can return momentarily to the point on cost-of-living.

Considering the above, it could be suggested that a cost-of-living crisis can potentially be an opportunity for more business for Moxy whereas such a crisis can also be a threat for Six Senses given its expensive reservation rates. As for threats to Moxy, other budget hotel could, at relatively low cost, adopt the social element Moxy offer through replacing their reception for customer check in/out with a 24/7 open bar with board games. This could create an additional number of competitors for Moxy in relatively short space of time. Similarly, Six Senses have many competitors such as The Luxury Hotel company who offer similar kind of experiences but also include cruises, which is perfect for those who have fear of planes to still see the world but via alternative methods.

Another way in which companies can plan their approach for marketing is through the 7Ps. The 7Ps involve; Product, Price, Place and Promotion (McCarthy, 1960) and an additional three elements that help us meet the challenges of marketing services, People, Process and Physical Evidence (Booms & Bitner, 1982). 
As for term reaching their targeted audience, companies use an approach called segmentation. Segmentation is when companies break down the market into groups of customers with similar wants and needs and using the insights gained, an ideal customer is identified. Four variables are used to help with this process and these are: (1) Geographic such as location, population and climate, (2) Demographics such as sex/gender, age, family, education and income, (3) Psychographic such as lifestyle and interests, attitudes, beliefs and values and lastly (4) Behavioral such as benefits sought, loyalty and usage rates. The data gathered is used to create advertise products and services for the target customer/s. 
According to the statistics on SimilarWeb, it shows how Moxy had in total 56,405 potential clients visiting their channels by accessing their website directly, opening emails, referrals, social media advertising, organic search, paid search and display ads. In comparison to Six Senses which shows they had in total 273,907 by the same methods. (Please see appendix 1). This data shows how Six Senses is more effective with its digital marketing methods than Moxy. 
The marketing strategy which Moxy have implemented is undifferentiated targeting. Undifferentiated targeting is when one product is offered to all. This marketing strategy is beneficial on an economical scale by standardizing the appearance, service, staffing, promotion. Moxy’s branches all offer the same service such as if you are a member you can benefit from all sorts of offers e.g. low rates when booking directly. They also offer a 24/7 open Bar with board games. Moxy does not have a reception for customer check in/out. Their check in is at the bar where they also offer a complimentary alcoholic drink. All their rooms offer the same look and facility such as, a walk-in shower.  Bath amenities, ‘high’ thread count bedding, flat screen tv with YouTube and Netflix, open wall closets. They are all also pet friendly. 

In comparison to Moxy, Six Senses marketing strategy is based on concentrated targeting. Concentrated targeting is when a brand is focusing all its resources at a single segment market in order for their products to meet the exclusive needs of their niche audience. Concentrated targeting also comes with its risk as they usually have more stronger and competitors. Six Senses have branches all over the world with different views for different needs. All their hotels look different and offer different and their branches are in the most prestige locations such as private island, mountain and valleys and deserts fit for honeymooners with some guest describing the locations as ‘paradise’, ‘trip of a life time’, and ‘perfection on the companies five-star rated Trip Advisor profile. 

Conclusion
This essay identified the marketing strategies and techniques used by Moxy and Six Senses. The SWOT analysis identified strengths, weaknesses, opportunities and threats for Moxy and for Six Senses. Factors such as the potential opportunity and threat a cost-of-living crisis presented and how Moxy’s confusing brand concept was a potwntial weakness. Also, the opportunity for expansion into foreign markets. As for threats, it was suggested other budget hotels could adopt the social element provided by Moxy and other luxury hotel providers could provide similar experiences without the requirement for the use of aircraft. Thereafter, the term segmentation was explained and analysis was provided on the marketing strategies of both Moxy and Six Senses were identified. Data was used from SimilarWeb to demonstrate how Six Senses outperformed Moxy in areas of its marketing channels. The essay concluded with an explanation of the two marketing strategies used by Moxy and Six Senses, explaining both the strengths and weaknesses of both approaches. 
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