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The expansion of marketing in as many fields as possible starting from the second half of the 20th century is the result of an economic-social dynamism, which manifested itself both at the level of the supply and production of services, as well as at the level of consumer needs, preferences and behavior. The numerous variants of satisfying his needs make today's consumer more demanding and focused on the value of the products and services offered. He is looking for a partner in the service provider organization that will offer him wide possibilities and a high quality level of satisfying his needs. On the other hand, in recent years there have been profound changes in the number of provider companies as well of services and their offer, competition being more and more accentuated in all areas of services. Organizations providing services must make considerable efforts to attract, maintain and retain consumers, and this cannot be achieved without adopting an integrated marketing vision. The adoption of marketing by these organizations is not a simple process, however, the particularities being generated by the intangible character of the service and the process of creating and delivering the service itself, a process based on the interaction between the provider and the client. Given these conditions, this paper tries to compare the marketing methods of the two multinational hotel brands, SIX SENSES and MOXY.
The economic-social dynamism that characterized the last decades determined a continuous expansion of the application of marketing, especially starting from the second half of the 20th century, in all fields and at the different levels of economic and even non-economic activity, which was accompanied by a process of specialization , respectively delimitation and adaptation of its concepts, methods and techniques. These fields include, with success, the marketing of services, a specialization that occurred as a result of the particular dynamism recorded in the last decades on the services market, as well as the specific particularities of services in in relation to goods. Services have acquired a particularly important role in economies, having a significant contribution to the creation of the gross domestic product and employment, on the one hand, but also to increasing consumer satisfaction on the other. The characteristics of services have determined important changes in the issue, etc and marketing tools, adapting them to the circumstances in which the provider and the consumer interact during the provision of the service.
The SIX SENSES was born in 1995 and began to grow in a balance between economic, environmental and social profitability but in a harmonious way with local communities and ecosystems. Sonu Shivdasani, the founder and CEO of SIX SENSES managed to create one of the most luxurious hotels in the world but also ecological.As Six Senses expands into new and exciting locations, the enduring Six Senses purpose remains as strong as ever: To help people reconnect with themselves, others, and the world around them.
On the other hand, Moxy Hotels is Marriott International's newest and most innovative budget lifestyle brand. Moxy is a completely new approach to catering to the rapidly evolving millennial traveler.Although not technically a hostel, Moxy hotels defies all expectations. Every Moxy Hotel has the characteristics of an easygoing and friendly atmosphere that you will notice from the first moment you step inside. One of Moxy Hotels' most iconic features is their bar. Moxy Hotels are designed for those who love nightlife, and for this reason, their Bar Moxy and Grab & Go service are open 24/7.
The Moxy Hotels brand is defined by its attitude – the affordable price is just a pleasant surprise. The essence of the Moxy brand is best captured by Now & Wow. Moxy is full of spirit – always full of energy, interesting people and an energetic crew.
From the very beginning, The SIX SENSES have intelligently used renewable building materials and resources and bottled their own drinking water to eliminate the impact of transportation and the use of plastic bottles. That's why SIX SENSES is an ecological brand, in harmony with nature and its resources.
On the other hand, Moxy was designed to attract people who want more than a room to sleep in. Rooms are small but comfortable and stylish, with large flat-screen TVs, USB outlets and high-speed Wi-Fi. Stay true to their motto: Less is more - they emphasize more, not less. The lobby or living room is the centre and heart of the hotel. Public space is a place to relax, play, party and meet people. Guests’ check-in at the bar while enjoying a complimentary cocktail or snack at the 24-hour self-service food and drink menu. At Moxy, fun hunters have everything they need and nothing they don't.
In 2017, Six Senses diverted 45% of their solid waste away from landfills, created 223,000 kilos of compost and natural fertiliser, and used nearly 1.1 million reusable glass bottles instead of single-use plastic. Six Senses is an award-winning and very unique hotel group, that offers exceptional guest experiences in remote and exquisite locations, such as majestic mountains, coral-fringed bays, romantic valleys and inspiring city districts.
At the opposite pole, created in partnership with Nordic Hospitality and with Inter Hospitality Holding as the owner and developer of the first six properties, Moxy Hotels is one of the newest and most exciting brands within the Marriott International global portfolio. Following extensive research on the rapidly emerging millennial traveller and a response to their unique needs, each hotel will be designed with the latest in technology so guests can connect amidst inviting social spaces with self-sufficient service elements.
Moxy Hotels is a design-led, lifestyle moderate tier brand with a chic, modern, and edgy personality. Moxy Hotels offers a vibrant and stylish public space and a fun, energetic, and lively social scene. For Moxy Hotels, continuous innovation, maintaining public and social relations, participation in cultural events, well-chosen partners, make up this multinational brand. Moxy Hotel loves technology and on this occasion, it launched a campaign "The Moxy Universe, play beyond" that capitalizes on the possibilities of mixed reality in an augmented reality experience, pushing the limits of multiple dimensions from the hotel to the virtual world.
As a conclusion, The SIX SENSES and MOXY are two multinational hotel brands, but totally different. The SIX SENSES is a luxurious brand but in total harmony with nature, each property has an ecological garden, which ensures a wide range of fresh food for the resorts' kitchens, prioritizing the elimination of unnecessary plastic packaging of toiletries, rooms and commercial spaces and the introduction of several reusable solutions, renewable energy production, water recycling efficiency, passive architecture, building management systems, protective against ozone, local, durable, recycled and regenerable construction materials. Their customer segment is a limited one, for people willing to explore nature and rediscover themselves. Whereas MOXY is an accessible brand of innovation and technology. The strong point of this brand is socialization, created for those with a young soul, it celebrates non-conformity, open-mindedness and originality. One of the most unique aspects of Moxy operations is in the staffing model. Instead of front desk associates, bar tenders, concierges - Moxy has Crew. The Crew is responsible for tackling whatever guests throw at them: from checking in & out, mixing drinks, and giving advice on what is going on in town - the Crew can do it all. Instead of a formal director, the Crew is led by a Captain, who works right alongside the Crew to encourage a collaborative environment. This staffing model has proven to be an effective way to reduce staffing costs, while still delivering personal service. Moxy provides all the services that our guests really want - and nothing they don't want. They appreciate the idea of hospitality over service: they want to be welcomed, and to help themselves. The Moxy guest knows that the best service is self-service, so bellboys don't appeal to them, and they are happy with grab & go F&B options that are available 24/7. Rooms are equipped with plenty of USB sockets and furiously fast (and free) Wi-Fi, so guests can always stay connected. Rooms also have tech savvy features to appeal to guests, such as Apple TV, keyless mobile entry, and motion sensor lighting under beds. Their customer segment is quite wide, it is accessible to any person who wants a new experience, socializing or maybe just having fun.
The two brands share a common political environment, both companies have invested heavily in their international presence, thus diversifying their ability to face economic obstacles from various nations, but internet technology seems to favour Moxy Hotel due to its strong presence in e-commerce.
SIX SENSES and MOXY, both hotel chains are becoming important players in the hotel sector, both have used innovative marketing strategies to reach the top of the hotel industry, but from the comparative analysis, it is obvious that the two brands have a better future in terms of their performance. However, Moxy Hotel seems to have several advantages over The SIX SENSES.
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