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Marketing plays a pivotal role in the success and growth of multinational hotel brands by enabling them to effectively reach and engage with their target audiences. In today's highly competitive hospitality industry, effective marketing strategies help hotel brands differentiate themselves from competitors, build brand awareness, and drive customer loyalty (Kotler and Armstrong, 2020). By understanding the needs, preferences, and motivations of their target markets, hotel brands can tailor their marketing efforts to deliver compelling messages and experiences that resonate with customers (Bowie et al., 2017). Moreover, effective marketing allows hotel brands to leverage their unique value propositions, whether it's luxury, affordability, sustainability, or a combination of factors, to attract and retain customers in a crowded marketplace (Jobber and Ellis-Chadwick, 2020). This essay aims to comprehensively compare the marketing methods and strategies employed by two renowned hotel brands, Six Senses and Moxy. By analysing their marketing mix, segmentation targeting and positioning, marketing communications, and response to contemporary concerns, this essay will delve into deeper understanding of their approaches. Additionally, the essay will utilise the Similarweb analysis tool to support the exploration of their marketing efforts, considering historical background, changes over time, and current marketing positions.
To begin with, exploring the profiles of Six Senses and Moxy, Six Senses is a luxury brand that has built its reputation on sustainability and unique experiences. It targets discerning travellers who seek high-end accommodations and eco-friendly practices. On the other hand, Moxy is a brand designed for the budget-conscious and vibrant millennial travellers (George, 2021). It offers trendy, affordable accommodations with a focus on social experiences and digital connectivity. Both brands have carefully crafted brand messages that resonate with their respective target audiences. Six Senses and Moxy have undergone significant changes in their marketing approaches over time. Six Senses has consistently emphasised its commitment to sustainability, incorporating eco-friendly practices into its operations and marketing messages (Shrivastava et al., no date). For instance, their properties use renewable energy sources, implement waste reduction initiatives, and support local communities. This sustainability-focused approach has helped Six Senses attract environmentally conscious travellers. Moxy, on the other hand, has embraced digital marketing and social media to establish its brand identity. Recognising the preferences of millennial travellers, Moxy utilises platforms like Instagram and Facebook to showcase its vibrant atmosphere, engaging events, and trendy design. By leveraging user-generated content and interactive campaigns, Moxy creates a sense of community and encourages social sharing among its target audience.
Analysing the current marketing strategies of Six Senses and Moxy provides insights into their differentiation and competitive positioning. The marketing mix, encompassing product, price, place, and promotion, highlights how these brands cater to their target markets (Smith and Zook, 2020). Six Senses focuses on delivering unique and sustainable experiences to its luxury-seeking customers. Their products encompass luxurious accommodations, wellness programs, and eco-friendly initiatives (Six Senses Hotels, 2023). In terms of pricing, Six Senses positions itself as a premium brand with higher rates compared to conventional luxury hotels. They strategically choose prime locations that offer natural beauty and tranquillity, further enhancing the value of their offerings. Moxy, targeting the millennial segment, offers affordable yet stylish accommodations with vibrant communal spaces ( Scholz, 2022). Their products are designed to foster social interaction and provide a contemporary and energetic atmosphere. Moxy adopts a competitive pricing strategy, offering budget-friendly rates to attract cost-conscious travellers (Johnson et al., 2017). They choose urban locations with easy access to nightlife and cultural attractions, aligning with the preferences of their target audience.
Moreover, considerations of Sustainability, Social Concerns, and Geopolitical Issues are some major factors that affect the functionality of the overall hospitality industry. Both Six Senses and Moxy have recognised the significance of sustainability, social concerns, and geopolitical issues in their marketing efforts. Six Senses has positioned itself as a leader in sustainable luxury by integrating environmentally friendly practices into their operations (Atkinson et al., 2011). Their marketing messages highlight the positive impact guests can make by choosing sustainable accommodations, creating a sense of purpose and connection with the brand. Moxy, while not as focused on sustainability, incorporates social concerns into its marketing strategies (Moxy, 2020). They engage in community initiatives and partner with local organisations to support social causes and to empower the local communities (Andi, 2021). By aligning their brand with social responsibility, Moxy appeals to socially conscious millennial who seek experiences that make a positive difference. Regarding geopolitical issues, both Six Senses and Moxy have demonstrated adaptability and agility in response to changing circumstances. For instance, during the Ukraine crisis, which significantly affected travel patterns and destination choices, Six Senses showcased its ability to adjust its marketing strategies to attract travellers from alternative source markets (Banyeva et al., 2023). By identifying regions less affected by the crisis and tapping into their target audience's changing preferences, Six Senses was able to maintain a steady flow of visitors and mitigate the impact of the geopolitical situation (Guo, 2021). Similarly, Moxy, being attuned to the influence of evolving geopolitical environments, has proactively tailored its marketing communications to address these situations and meet the preferences of its target audience (Yetimoğlu and Uğurlu, 2020). Recognising that geopolitical events can shape consumer perceptions and travel decisions, Moxy has employed a flexible marketing approach that allows for timely adjustments in messaging and promotional activities. For instance, if there are concerns or uncertainties arising from specific geopolitical issues, Moxy may emphasise the safety and security of their properties or highlight alternative travel experiences that are less affected by those circumstances (Moxy, 2020). By acknowledging and addressing these concerns, Moxy aims to maintain customer trust and confidence while still meeting their evolving needs.
The marketing messages conveyed by Six Senses and Moxy have evolved over time to remain relevant and resonate with their target audiences. Six Senses has maintained a consistent focus on sustainability, emphasising their commitment to environmental stewardship and unique experiences. Their marketing campaigns showcase the integration of sustainable practices, such as renewable energy usage, organic dining options, and conservation initiatives (Armstrong et al., 2015). They have implemented solar panels and other renewable energy sources to power their properties, reducing their carbon footprint and reliance on traditional energy sources (Fox, 2020). In terms of dining, Six Senses emphasises locally sourced and organic ingredients, supporting local communities and promoting sustainable agricultural practices. Additionally, they actively engage in conservation initiatives such as marine protection programs, waste reduction and recycling, and reforestation projects. By reinforcing these messages, Six Senses appeals to travellers seeking luxury experiences aligned with their values (Donohoe, 2013). Moxy's marketing messages have adapted to the changing preferences of millennials. Initially, their focus was on offering affordable accommodations in trendy locations. However, in response to shifting consumer demands, Moxy has expanded its messaging to encompass experiences, community engagement, and digital connectivity. They have developed partnerships with local artists, musicians, and influencers to create unique experiences that reflect the vibrant culture of the surrounding community (Six Senses Hotels, 2023). For example, Moxy often hosts events featuring local musicians or collaborates with local artists to showcase their artwork within the hotel premises. These initiatives not only provide opportunities for local talents to gain exposure but also create an authentic and immersive experience for guests. Furthermore, Moxy encourages social interactions by organising community-oriented activities such as workshops, networking events, and pop-up shops. These initiatives aim to foster a sense of community and connection among guests, allowing them to engage with the local culture and create memorable moments during their stay (Roussos and Fawcett, 2000). By prioritising community interaction, Moxy goes beyond offering accommodation and positions itself as a hub for social engagement and local experiences. Thus, their campaigns highlight social interactions, events, and vibrant design elements, creating a brand image that resonates with the target audience's desire for memorable and shareable moments (Amadeus, 2014).
In conclusion, based on the analysis conducted, several recommendations can be made to further enhance the marketing activities of Six Senses and Moxy. Six Senses should continue to strengthen its sustainability messaging by actively collaborating with environmental organisations and leveraging partnerships to promote responsible tourism. They can also consider implementing personalised marketing approaches, tailoring experiences to individual guest preferences. For Moxy, it is crucial to maintain a strong digital presence and engage with the target audience through social media and interactive campaigns. They can further enhance their brand by incorporating localised elements and unique experiences into their marketing strategies. Additionally, Moxy could explore partnerships with local influencers or brands aligned with their target market to foster community engagement. Overall, the marketing methods and strategies employed by Six Senses and Moxy reflect their distinct brand positioning and target markets. Six Senses' focus on sustainability and unique luxury experiences has allowed them to carve a niche in the market, attracting environmentally conscious travellers. Moxy's emphasis on affordability, social experiences, and digital connectivity has successfully captured the millennial segment's attention. By continually adapting their marketing approaches to address contemporary concerns and evolving consumer preferences, both brands can strength en their competitive edge and drive future growth in the dynamic hospitality industry.
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