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A comparison of the marketing methods of two multinational hotel brands.
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Six Senses and Moxy are both well-known international hotel chains that stand out for their distinctive amenities and services. Both names are well-known and respected in their respective markets, and each has made a major effect on the development of their respective industries. This article will analyse and contrast the advertising approaches taken by these two hotel chains.

Hotel chains rely heavily on the marketing mix to develop and offer worthwhile services to their clientele. 
To the well-to-do visitor in search of a one-of-a-kind and restful getaway, Six Senses provides the ultimate in high-end luxury experiences and facilities. All of the brand's high-end lodgings, restaurants, and spa services are part of its mission to provide affluent guests with an unforgettable getaway. On the other side, Moxy caters to tourists on a tighter budget while yet providing a variety of entertaining activities. The company aims to provide a pleasant and easy experience for its consumers by providing basic yet beautiful lodgings, fast and dependable Wi-Fi, and unique services like tablet check-in and digital keyless room entrance (Antony, Jiju Antony and Ghosh, 2014).
In order to provide its clients with a truly luxurious and individual experience, Six Senses places a premium on offering first-rate service and meticulous attention to detail. The brand's focus on health permeates all of its endeavours, and its employees get extensive training to ensure that every client receives the best possible service. Moxy, on the other hand, strives to give its consumers a pleasant and stress-free experience by emphasising speed, efficiency, and the use of cutting-edge technologies. The company has made a substantial impression in the low-priced lodging industry because of its creative and efficient procedures and well-trained staff members who are eager to help (Axcell, Benedict and Stephan Dalla Pria, 2015).
Six Senses is committed to responsible travel and selects its properties based on their natural beauty and special features. The Maldives and Bali, two of the world's most popular tourist spots, are only two of the many international outposts for the company. Moxy, on the other hand, may be found mostly in and around major metropolitan areas and major tourist destinations. The brand's sites are strategically chosen to be handy for its target audience (Axcell, Benedict and Stephan Dalla Pria, 2015).
Six Senses takes use of its luxury standing by advertising in both digital and traditional media, from newspapers to television. The company markets itself primarily on the basis of its dedication to health and sustainability, as well as on the basis of its high-quality services and facilities. Experiential marketing is another method used by Six Senses to connect with its customers (Fevzi Okumus, 2019). This involves doing things like holding events and providing individualised experiences. Alternatively, Moxy takes a more modern and exciting approach to advertise, reaching out to thrifty millennials via digital and social media. Advertising keyless room entrance and tablet check-in, the company emphasises its commitment to cutting-edge technology and forward-thinking services. Experiential marketing is another method used by Moxy to connect with its audience and raise brand recognition; this includes things like holding events and providing social experiences (Cateora and Graham, 2020).
Both Six Senses and Moxy hotels rely heavily on segmentation, targeting, and positioning as cornerstones of their marketing mix. They aid in identifying the market's primary demographic and in developing campaigns designed to appeal to that group's unique interests and habits. By separating consumers into subsets based on shared characteristics, or "segments," businesses may better cater to their specific interests. Hotels like Six Senses and Moxy employ consumer segmentation based on demographics, geography, psychology, and behaviour to better understand their clientele. Guests looking for luxury may stay at Six Senses, while millennials might consider the Moxy (Fifield, 2016).
The term "targeting" describes how businesses decide which customer groups to focus their advertising and promotion efforts on. Both establishments employ a strategy of "differentiated targeting," in which they zero in on a subset of the market and tailor their services accordingly. For those looking to splurge, Six Senses offers an unforgettable, five-star experience, while Moxy caters to young adults on a tighter budget with a lively, low-cost alternative.
Brand positioning refers to the steps taken to establish a distinct identity for the product in the eyes of potential buyers. Both properties have taken steps to set themselves apart from similar establishments. Both Six Senses and Moxy are hotel chains, but Moxy caters to younger travellers on a tighter budget while yet maintaining a hip and current vibe (Manuel Rivera, 2019).
Six Senses continues to dominate the high-end hotel industry by providing guests with one-of-a-kind, five-star stays in some of the world's most exotic locales. Moxy, on the other hand, has positioned itself as a cheap and trendy substitute for the more mainstream hotel chains, appealing to those on a tighter budget (David Cranage, 2020).
Six Senses combines online and offline methods of promotion in order to reach its customers. The use of social media, email marketing, and live events are all part of this strategy. Like Moxy, one can find its ads on social media platforms and in email newsletters, but one can also find it on the streets and in the hands of local merchants thanks to its blend of digital and traditional marketing strategies. Overall, segmentation, targeting, and positioning have helped Six Senses and Moxy stand out from the crowd and connect with their respective customer bases. As they learn more about what customers want, they're always adjusting their marketing approach (Etzel, Walker and Stanton, 2019).
Both businesses rely heavily on their marketing communication approach to reach and engage their demographic. Six Senses promotes its environmentally friendly and sustainable business practices using a blend of traditional and digital marketing strategies. To spread the word about its hotels and tours, the firm works with influential travellers online. In contrast, Moxy promotes itself online using social media and other influencer marketing strategies. The company has built a solid reputation in the digital sphere by actively engaging with customers on various social media sites and projecting an image of young joy and vitality (Rahimi and Gunlu, 2016).
Both Six Senses and Moxy have made considerable efforts to incorporate sustainable practices into their operations in response to the growing importance of sustainability in the hospitality sector. Six Senses is dedicated to protecting the environment, thus all of its hotels and resorts use sustainable methods. Saving water and electricity costs, cutting down on garbage, and eating organic, locally-grown produce are all part of these initiatives. Sustainable methods are emphasised, and tourists may learn more about them through seminars and guided hikes. The sustainability of Moxy is also a top priority, as seen by the company's use of green business methods and the provision of eco-friendly services to its visitors. Their "Green Choice" programme allows visitors to forego daily housekeeping in favour of recycling and composting, and they utilise energy-efficient lighting and other practices throughout the property (Rogerson, 2013).
Each hotel also informs visitors about its eco-friendly initiatives through advertisements and signs, which raises awareness and encourages participation. In addition to reducing their negative effects on the environment, this will likely also appeal to the growing number of eco-conscious vacationers.
Throughout the years, Six Senses and Moxy have refined and updated the marketing messages they relay to the general public. Six Senses is well-known for its dedication to eco-tourism, therefore the company promotes its specialities like wellness retreats and cultural activities, in addition to its bespoke offerings like private butler service and tailor-made itineraries. As an alternative, Moxy caters to young, fashion-conscious guests on a tighter budget. In their ads, they feature intrepid youths having a good time in their hotels. Six Senses has refocused its efforts on wellness and sustainability in order to appeal to modern tourists. To meet the needs of the expanding market of youthful, budget-conscious tourists, Moxy has adjusted its marketing strategy (SAGE Publications Inc, 2022).
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While both Six Senses and Moxy use marketing to reach customers, the two brands' approaches are distinct. The clientele of Six Senses is premium eco-tourists, whereas those of Moxy is youthful, tech-savvy, and on a tighter budget. Six Senses is an industry pioneer when it comes to environmentally friendly practices, and Moxy is actively working to reduce waste and increase sustainability in its own business practices, so it makes sense that both brands would take these factors into account when planning their marketing strategies. Each company handles the hospitality industry in its own way, yet both have achieved the same goal: providing something distinctive to their respective customer bases.
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