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Comparison of the marketing method of Moxy and Six Senses 
This essay will highlight the comparison between two famous multinational hotel chains Moxy and six senses. From drawing evidence from the real-life scenario, a critical and strategic comparison would be made. The aim of this essay is to provide a practical understanding of how the hospitality industry worldwide uses and implement different marketing strategy. 
Moxy and six senses appear as two of the most renowned hotel chain in the world. A lively, cost-effective, and stylish hotel chain, Moxy provides visitors with what they require and nothing extra. Moxy challenges convention by beginning check-in at the bar and moving on to more than 60 immersive hotels spread around North America, Europe, and Asia Pacific. (Moxy, 2022). Guests may economize on space and spend more on experiences because of the animated brand's inexpensive price point and sleek, industrial style. Six Senses, a company that manages and develops resorts and spas, was established in 1995 (Piuchan and Prachansit, 2019). In addition to overseeing resorts branded Soneva, Six Senses Hideaway, Six Senses Latitude, Six Senses Soneva Fushi, and Evason, the company also operates Six Senses Spas Mauritius Ltd. and Six Senses Destination Spas (Zoominfo.com, 2022). The company offers a wide variety of beauty, health, and revitalization treatments. It also features a number of hotels and resorts, where visitors may relax and rejuvenate. The rationale behind choosing these two organisations is that these two have established themselves as a distinct brand with strong market positions. It would be much more interesting to compare two market giants in the hospitality industry regarding their marketing strengths and weakness. 
Moxy has used a variety of marketing approaches throughout the years in an effort to increase brand recognition and customer loyalty. Moxy formerly invested in more conventional forms of marketing communication such as newspaper and magazine ads, direct mail, and broadcast commercials. Customers were enticed to return through the use of loyalty programmes like Moxy Bonvoy, which provided them with exclusive savings, free lodging, and other perks (Carvalho and Pinto, 2018). Moxy also collaborated with other businesses such as travel agencies, airlines, and credit card issuers to increase its exposure and customer base. Moxy, however, has recently moved its emphasis to digital marketing in order to keep up with shifting customer trends. As part of this plan, Moxy has built a substantial following on several social media sites like Facebook, Twitter, Instagram, and LinkedIn. Moreover, personalisation is a major part of Moxy's present marketing approach. The organisation is able to match the high expectations of its clients by providing them with tailored experiences that are informed by data (George, 2021). For example, Moxy Bonvoy members get exclusive deals catered to their specific interests and past stays. On the other hand, Historically, Six Senses has promoted its brand via more conventional channels of communication, such as print and broadcast media. In addition, they made use of partnership and loyalty programmes like Six Senses Honours, which provided members with perks including free stays and discounts on future stays. Furthering its reach and attracting more clients, Six Senses teamed with airlines, travel agencies, and credit card providers (Piuchan and Prachansit, 2019). However, Six Senses has put an emphasis on customization in recent years. The company's understanding of its customers' wants and needs is informed by data-driven insights, allowing it to deliver customised services that exceed its standards. Six Senses Honours members, for instance, get special deals catered to their specific interests and past stays. Furthermore, Six Senses has utilised technology to improve the quality of its marketing campaigns and the satisfaction of its guests (Silva, 2018). For instance, they have implemented smartphone apps wherein visitors may make reservations, utilise hotel facilities, and get tailored suggestions. In addition, Six Senses has begun using VR in its advertising, giving potential guests a chance to visually tour available accommodations before committing to a reservation.
Moxy and Six Senses are two of the most well-known hotel chains in the world. Both of these companies have a sizable presence in a number of countries throughout the world and offer a diverse selection of hospitality-related services. At this time, Moxy is the most extensive hotel chain in the world, operating over 7,000 locations under 30 different hotel brands throughout more than 130 countries (Carvalho and Pinto, 2018). Because the company's portfolio comprises hotels ranging from the most opulent to those that are accessible to those on more limited budgets, it is a top pick among travellers from a wide range of demographics. Over 147 million people are currently enrolled in the Moxy Bonvoy reward programme, making it one of the most widespread and well-liked in the business (Hormby et al., 2010). On the other hand, Six Senses is the second largest hotel chain in the world and has over 6,100 properties under 18 different hotel brands spread out across 118 different countries. The Six Senses Hotels & Resorts brand is one of the company's most well-known and well-recognized names on a global scale. The company's primary focus is on upmarket and luxury lodgings. Its customer loyalty programme, Six Senses Honours, counts more than 118 million participants, making it one of the most extensive in the business. While Moxy provides guests with access to a wide variety of hotel brands, Six Senses has become one of the most successful international hotel chains thanks to its concentration on providing high-quality accommodations and excellent customer service for upscale travellers (Chiambaretto and Fernandez, 2016). In the end, both businesses will continue to compete with one another for market share by delivering cutting-edge products, services, and activities to their respective customers.
The marketing strategy of both Moxy and Six Senses plays a crucial role in the brand establishment of the company. Marriot operates on a global scale and promotes themselves through both conventional and online means (Moxy, 2022). The Moxy Bonvoy loyalty programme is an integral aspect of the hotel chain's advertising efforts. It encourages repeated stays at Moxy properties by providing members with exclusive perks and discounts. The award-winning Moxy Bonvoy Traveller magazine is just one example of Moxy's commitment to content marketing, influencer collaborations, and social media marketing (Khajeheian and Ebrahimi, 2020). These actions increase exposure to the Moxy name, stimulate interest in the hotel's offerings, and expand the audience for which Moxy can advertise. Six Senses, on the other hand, uses a variety of marketing channels in a manner analogous to that of Moxy, however with a stronger emphasis on individualization and the quality of the customer service they provide. The company's reward programme, Six Senses Honours, is a major selling point (Ghorbanzadeh, 2021). The program's standout quality is the granularity with which guests may tailor their stay, from room selection to event invitations to point redemption. Six Senses' marketing efforts frequently highlight the company's dedication to creating excellent experiences for guests (Tretyakova, Astapenko and Kluykina, 2022). Six Senses may increase the effectiveness of its marketing by tailoring its communications to the preferences of individual client groups using data and analytics. In conclusion, both Moxy and Six Senses employ successful advertising campaigns, while they pursue different objectives. Moxy's marketing strategy centres on expanding the company's customer base and increasing brand recognition (Bowie et al., 2017). Six Senses, on the other hand, leverages its loyalty programme and other targeted marketing strategies to provide guests with increasingly customised stays (Rochmaniah et al., 2021). In the end, both approaches succeed in bringing in new business and retaining existing consumers.
Sustainability has become a key aspect of operation for the hospitality organisation in recent years. In 2017, Moxy unveiled Serve 360, a sustainability and social impact platform with a target of a 30% reduction in greenhouse gas emissions by 2025 (Backaler and Backaler, 2018). But Six Senses has committed to halving its environmental effect and doubling its commitment to social impact by the year 2030. The sustainability initiatives of Moxy have made tremendous headway. The corporation achieved its 2025 objective of a 29% reduction in greenhouse gas emissions by 2020, four years early. In addition, five years earlier than expected, in 2020, Moxy successfully diverted 50% of hotel food waste from landfills. As part of its commitment to sustainability, the company only buys seafood that has been responsibly caught and is certified as such by the Marine Stewardship Council. Equally impressive are the efforts Six Senses has made toward its own environmental targets. As a result, the company has been able to lower its carbon emissions by 61% compared to its 2008 baseline. This, in turn, has allowed it to overtake its competition and become the industry leader. Through its Clean the World initiative, Six Senses has pledged to send zero soap to landfills by 2030 (Bohdanowicz, Zientara and Novotna, 2015). In 2020, the company successfully diverted 69% of its waste from landfills and incineration. When comparing Moxyand Six Senses' commitment to sustainability, it is evident that both have made significant strides in cutting their carbon footprints and adopting sustainable practices. However, they each take slightly different approaches. The Serve 360 platform is Moxy's way of improving its practices in five critical areas: human rights, sustainable sourcing, diversity and inclusion, environmental sustainability, and community participation. Six Senses, on the other hand, is particularly concerned with environmental sustainability and social impact (Klemi-Stojanov, 2020).
In terms of marketing strategy, market position, historical view, and sustainability effort both organisations are in quite a stable and strong position but the approach they took to reach this position was different from each other. Distinguishing one organisation from another is quite hard considering the issue of which one is better or not. It would depend on the personal preference of the individual as to which one is in a slightly better position and through this analysis and the authors' judgement, Moxy can be placed at a slightly better position. 
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