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The hotel industry is a highly competitive field, with many multinational brands vying for market share. Two such brands are Six Senses and Moxy Hotels, which are known for their luxury and budget-friendly accommodations, respectively (Krishna Erramilli et al., 2012). In this essay, we will examine the marketing choices and directions that these two brands have taken within their marketing strategies. We'll analyze their origins, any changes they've made to their marketing strategy, their present standing in the market, and the methods they're using to grow their business. We will also look at how concerns of sustainability, social responsibility, geopolitics, and the present have been integrated into their marketing strategies. 
Introduction to the brands 
Six Senses is a multinational hotel brand that operates luxury properties in locations such as the Maldives, Thailand, Europe, and more. The brand's focus is on sustainability and wellness, offering high-end amenities such as spas, private pools, and fine dining experiences. 
Moxy Hotels is another multinational hotel brand, part of the Marriott International family of brands. Moxy is a budget-friendly hotel brand that targets a millennial audience, with properties in Europe, North America, and Asia (Boddewyn et al., 2016). The brand is known for its "affordable chic" design, modern and trendy. Moxy hotels are aimed at travelers who are looking for a comfortable and affordable place to stay while exploring a new city. 
Comparison of marketing choices 
Six Senses and Moxy Hotels have taken different marketing approaches to promote their brands and properties. 
Six Senses has historically focused on promoting the luxury and wellness aspects of their properties. The company has used a variety of marketing channels to reach their target audience, including print and online advertising, public relations, and social media. They have also emphasized the sustainable and environmentally friendly practices of the brand, with a strong emphasis on eco-friendly practices to attract the environmentally conscious traveler (Aronczyk, 2018). They have also used partnerships and collaborations with luxury and wellness brands to increase their reach and credibility. 
Moxy Hotels, on the other hand, has primarily targeted a younger and budget-conscious audience. The brand has used a variety of marketing channels, including social media, influencer marketing, and targeted advertising to reach their target audience (Capar and Kotabe, 2013). Moxy has also used a playful and fun tone in their marketing to appeal to the millennial demographic. They have used promotions and discounts to attract budget-conscious travelers, and have also leveraged the Marriott International brand to increase their visibility and credibility. 
Both brands have made some changes to their marketing approach over time. Six Senses has shifted its focus from the traditional luxury market to wellness, sustainability and experiences. They have also expanded their digital presence and use of social media platforms. Moxy Hotels has expanded its digital marketing and social media efforts, and have also used more targeted advertising and influencer marketing to reach their target demographic (Dief and Font, 2010). Overall, Six Senses and Moxy Hotels have taken different directions within their marketing approach, with Six Senses focused on luxury and wellness, and Moxy Hotels targeting a budgetconscious and younger audience. Both brands have made changes to their marketing approach over time to adapt to changes in consumer preferences and the digital landscape. 
Comparison of market position and marketing strategies  
Six Senses and Moxy Hotels currently have different market positions and use different marketing strategies to promote their brands and properties. 
Six Senses is a luxury hotel brand and is positioned as a high-end, luxury brand that offers unique, sustainable, and wellness-focused experiences to its guests. The brand's target market is primarily upscale, environmentally conscious, and wellness-minded travelers. Six Senses uses a variety of marketing strategies to promote its properties, including social media, email marketing, public relations, and influencer marketing (Dunning and McQueen, 2011). They also focus on promoting their commitment to sustainability, wellness, and community engagement, through their social media and website. 
Moxy Hotels, on the other hand, is positioned as a budget-friendly hotel brand that targets a millennial audience. The brand's target market is primarily budget-conscious, young adults who are looking for an affordable, yet trendy and comfortable place to stay. Moxy Hotels uses a variety of marketing strategies to promote its properties, including social media, email marketing, targeted advertising, and influencer marketing (Foroudi, 2020). They also use discounts, promotions and loyalty programs to attract budget-conscious travelers. 
Both brands have shifted their focus to digital marketing and leverage their website, social media and email marketing to reach their target audience. Both brands also use influencer marketing to promote their properties. Six Senses uses influencer marketing to showcase their unique experiences and sustainability efforts while Moxy Hotels uses influencer marketing to showcase their trendy and affordable accommodations (Olsen et al., 2015). Overall, Six Senses and Moxy Hotels currently have different market positions and use different marketing strategies to promote their brands and properties. Six Senses focuses on luxury, wellness, and sustainability, while Moxy Hotels targets budget-conscious and younger travelers with trendy and affordable accommodations. 
Both Six Senses and Moxy Hotels have made considerations within their marketing regarding sustainability, social, geopolitical and contemporary issues. 
Sustainability: Six Senses has made a strong commitment to sustainability and environmental conservation in their marketing. They have incorporated eco-friendly practices and sustainable initiatives into their brand positioning and promote these efforts through their website and social media channels (Krishna Erramilli et al., 2012). Six Senses also focuses on educating guests on sustainable practices through their website and in-property experiences. Moxy Hotels, while not as focused on sustainability as Six Senses, has made some considerations regarding environmental issues. They have implemented recycling programs and use energy-efficient lighting and appliances in their properties. 
Social: Both brands have made considerations in their marketing to be inclusive and respectful of different cultures, backgrounds and lifestyles. Six Senses promotes diversity and inclusivity through their website and social media channels, and also focuses on community engagement (Boddewyn et al., 2016). Moxy Hotels uses a diverse group of influencers and models in their marketing campaigns, highlighting different cultures and lifestyles. 
Geopolitical: Both brands have made considerations in their marketing to be aware of geopolitical issues and avoid promoting properties in areas with political instability or human rights concerns. Six Senses and Moxy Hotels also comply with laws and regulations in the countries where they operate, and ensure that their properties are safe for all guests. 
Contemporary issues: Both brands have made considerations in their marketing to address contemporary issues such as the COVID-19 pandemic. Six Senses and Moxy Hotels have implemented enhanced cleaning protocols, social distancing measures, and other safety precautions in their properties to keep guests safe (Aronczyk, 2018). They also communicate these measures through their website and social media channels to reassure potential guests. 
The marketing messages being given to customers by Six Senses and Moxy Hotels have evolved over time to adapt to changing market conditions and customer needs. 
Six Senses: Six Senses' current marketing message is focused on promoting luxury, wellness, and sustainable experiences. They highlight the unique and sustainable features of their properties, such as eco-friendly practices, organic gardens, and sustainability-focused activities, through their website and social media channels (Capar and Kotabe, 2013). They also promote their commitment to wellness through their spa and wellness offerings and their focus on providing a balanced and healthy lifestyle for their guests. In the past, Six Senses' marketing message was more focused on promoting luxury, and less on the eco-friendly and wellness aspects. 
Moxy Hotels: Moxy Hotels' current marketing message is focused on promoting budget-friendly, trendy and comfortable accommodations. They use social media, email marketing, targeted advertising and influencer marketing to showcase their properties as a fun, affordable and stylish option for budget-conscious travelers (Dief and Font, 2010). They also use discounts and promotions to attract budget-conscious travelers. In the past, Moxy Hotels' marketing message was more focused on promoting the trendy and stylish aspect, and less on the budget-friendly aspect. 
Both brands have adapted their marketing messages over time to align with changing customer needs and market conditions. Six Senses has shifted its focus to sustainability and wellness, while Moxy Hotels has shifted its focus to budget-friendly and trendy accommodations. Both brands are now more specific in their messages and target the specific needs and preferences of their target audience. 
Through the examination of Six Senses and Moxy Hotels, it is clear that both brands have made strategic marketing choices to adapt to the changing market conditions and customer needs. Six Senses has a strong focus on sustainability and wellness, while Moxy Hotels focuses on being inclusive and respectful of different cultures, backgrounds, and lifestyles. They have adapted their marketing messages over time to align with changing customer needs and market conditions and now more specific in their messages and target the specific needs and preferences of their target audience (Foroudi, 2020). The hotel industry is a highly competitive field, and these two brands are examples of how multinational brands can differentiate themselves and stand out in the market through their marketing strategies. 
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