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Marketing’s definition is, ‘The…process which identifies, anticipates and satisfies customer requirements efficiently and profitably’(Chartered Institute of Marketing).  The marketing strategies are compared for Six Senses and Moxy using the PESTLE and SWOT analysis. There are seven marketing mix areas known as the 7 p’s (Kotler and Armstrong 2015), 4 are identified for each hotel with recommendations on improvements.

Six Senses is a luxury 5* hotel founded in 1995 running 20 hotels throughout 17 countries.Moxy is a 3* budget friendly hotel founded in 2014 and are based in more than 70 locations. 

Politically, the government have extensive power over the hotel industry, therefore travel bans can have a negative impact. Six Senses and Moxy are located in different countries that have danger of terrorism hence the political environment can negatively impact the hotels. Economically, the hotels are in countries that are economically stable like the USA and UK, making the conversion rate appealing. Socially, both hotels provide disability friendly rooms that are accessible, cater towards their targeted age groups and provide discounts attracting customers during peak seasons.Technologically, Moxy use new methods to interact with customers, allowing them to create avatars during their stay and interact whilst Six Senses have interactive tablets in rooms allowing customers to use their services efficiently. Legally, both hotels have health and safety regulations, such as fire alarms and evacuation routes. Data is kept confidential and consumers have rights to complain under the relevant laws. Environmentally, Six Senses have a ‘Plastic Freedom 2022’ policy, showing customers their concern regarding global issues. Moxy focus on keeping their hotels in cities where public transport and airports are accessible, allowing customers to feel comfortable. Both hotels change their pricing according to the weather to justify the price range and accommodate for all seasons.

A strength for Moxy is that the design and uniqueness is a new idea, hence people are interested. The weakness is that being new it has fewer recognition in the hotel market and there are increased  competitors using the same notion. However, as it is new they have opportunities and capability of building a rapid recognition and growth system using marketing strategies. The hotel has not been recognised as a 3* hotel, this poses as a threat as it could scare customers away.

The strengths for Six Senses are that they have various amenities and services including spa’s with luxurious designs and personalised services. The weakness is the price, due to it being luxurious it is expensive than others, therefore they must work harder to distinguish their hotel from others justifying their price. However, it has the capability of expanding further and creating hotels that are cheaper to cater for those who cannot afford a lavish lifestyle. The main threat is competitors who are promoting luxurious hotels for a lower price.

The first ‘P’ is price which is a key strategy, having a link to the businesses income. It is necessary to know the pricing of their competitors and how much customers want to pay, considering factors like inflation and currency value. Inflation in the UK has been rising since 2021 resulting in higher prices for businesses. The main economic effect due to the Ukraine war has been increased energy prices causing increased pricing for hotels. Six Senses is expensive compared to Moxy, however, their price reflects their standard as it is a 5* luxury hotel. This relates to prestige pricing, linking an image of high status and quality of life. Contrastingly, Moxy is a cheaper alternative due to it being a 3* hotel focused on providing a good experience with modern interior and good amenities allowing them to compete within the market. Their aim is to attract customers looking for a stylish hotel at a budget. The psychology of pricing is split into three, economics, search and usage and competition (Blyth,2014). Both hotels focus on types of consumers they are targeting whilst determining their price range, Six Senses focus on the older wealthy generation who prioritise luxury whilst Moxy focus on the younger generation who are playful and modern. The hotels consider competitive alternatives, therefore make their hotels distinct by providing luxury experiences or having a playful interior. Psychologically this persuades consumers to choose their hotels justifying their prices. 

The second ‘P’ is place and is referred to as distribution.  This involves a service channel funnel consisting of E-Commerce & self service, asynchronous communication and synchronous communications. Six Senses have a website, online booking system, email address, phone number and social media whilst Moxy have a website, online booking system and social media. Moxy do not have an email address or phone number on their website but do on the individual hotel sites that they run. In terms of marketing strategies, Six Senses are more appealing due to more information being presented on their website, inferring to customers they are able to gain quick access to high quality customer service. Therefore, this should be considered by Moxy as they could gain customers by showing they are ready to provide high quality customer service. 

The third ‘P’ is promotion, which is essential as it determines whether the service will be used. The objective is to alter consumer’s psychology using the DRIP model (Fill, 2011). This includes differentiating the hotel which is a competitive advantage, reinforcing peoples attitudes and attractiveness of the hotel, informing consumers about offers and persuading consumers to choose their hotel. It is common for customers to inform others about a good experience, therefore promotion is important to increase sales. Six Senses promote their business via social media where they have pictures of each hotel advertising the luxury experiences enticing customers to choose their hotels, whilst reinforcing the idea of a high status lifestyle. Contrastingly, Moxy promote their hotel on Instagram by inviting influencers. This persuades the younger generation to stay at a Moxy hotel as they relate to these influencers through social media. This differentiates them from Six Senses, as it keeps them in the limelight on social media via public figures. Moxy promote their hotel by including a offers tab on their website as this is appealing to customers. This is something Six Senses lack and should consider putting on their website to attract more customers. 

The fourth ‘P’ is product. Hotels are intangible products as it relates to services. There are three areas of products including basic product (quality and brand identity) , augmented product (customer service and additional products) and perceived product (value and brand image), (Masterson et al,. 2017). Six Senses is a basic product, a luxury hotel and an augmented product as there are extra services such as spa, gym, all inclusive etc. It is a perceived product as it depends how people would view the services, some may argue it is expensive whilst others think it is worthy. Moxy hotel is a basic product, a playful, budget friendly hotel and an augmented product as there are extra services such as bar services and bed and breakfast. The way people perceive the product will differ according to what people prefer. Overall, Six Senses provide extra services in comparison to Moxy therefore have better reviews in terms of perceived product. It is recommend that Moxy include more services such as a reception desk to become a better perceived product. 

Market segmentation is the division of the market into smaller groups based on their socio-demographic, psychographic, geographic and behavioural traits.

The gender demographics for Six Senses show the majority of users are male based at 53.07%. Statistics show that the age distribution between 25-34 year-olds is highest at 32.22%, followed by 18-24 year-olds at 19.98% and 33-44 year-olds at 19.81%.  The demographics for Moxy hotel are unknown on similarweb, but are available for an individual Moxy run hotel in Times Square. The majority of users for this hotel are females at 62.85%. The highest age distribution are aged between 25-34 at 32.66%, followed by 18-24 year-olds at 22.50% and 33-44 year-olds at 18.40%. This shows that the age groups for both hotels are similar, however younger people aged between 18-24 are attracted to the Moxy hotel compared to Six Senses, likely due to the price and playful environment. 

Geographic divisions for Six Senses show the countries with the highest traffic share are the US at 21.01% and UK at 10.24% followed by Vietnam and Australia. The geographic division for Moxy is the US at 34.38% and UK at 21.47% followed by Germany and Italy. Six Senses have a lower percentage in the US and UK as they have more hotels around the world whereas the majority of Moxy hotels are based in the US and UK. 

Six Senses market segmentation shows that the psychographic component is crucial as it is based on the client’s lifestyle and psychological attributes. Six Senses create a romantic atmosphere for couples enticing the couples to use the resort to mark important occasions such as anniversaries. Moxy uses attractive colours with playful attributes attracting young couples and friendship groups to create a wild atmosphere. Moxy recently introducing virtual reality based initiatives to their hotel further enticing customers. 

The evidence regarding the market segmentation show effects of the 7p’s and how they work. 

Bowman’s strategy clock is a tool used to show the positioning of the hotel in the market. This is dependant on the price and predicted value. Six senses, would be placed in position 5 at focused differentiation as it provides high value at high price resulting in high profits. Moxy would be placed in position 3 at Hybrid as it is between low price and differentiation. This clock allows the hotels to make changes that can increase their competitive position.
 
To conclude, Six Senses and Moxy have individual strengths and weaknesses and are currently doing well in the market. However, there are room for improvements as recommended within this essay. Overall, Six Senses are more successful in their marketing methods in comparison to Moxy. 





























Appendix:

A) PESTLE Analysis  
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B) SWOT Analysis 
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C) DRIP Model 
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D) Bowman’s strategy clock 
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