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Introduction 
Marketing is not just a means to bring in sales but to provide customers with valuable insight to the brand, what it’s values are and what sets it apart from its competitors. This is particularly important in the hotel industry and marketing successfully can help ensure longevity. This essay will use situational analysis, marketing mix theory and segmentation targeting to compare the marketing methods used for two multinational hotel brands, Six Senses and Moxy. Six Senses aims to offer its customers a luxury experience with a focus on wellness and sustainability and appears to focus on an older and wealthier consumer group. Moxy looks to appeal to a younger generation and provides a more affordable option with a modern and playful style to its hotels.


Main Body
Moxy has grown considerably since it’s first launch in 2014 with now 134 hotels around the world (Moxy Hotels, 2019). Six Senses meanwhile launched in 1995 and now has 22 hotels and resorts, two of which will be opening in 2023 (Sixsenses.com, 2019). SWOT analysis (CIPD, 2021) on both these brands (see appendix 1) highlights some differences in how they market their brands and a PESTLE analysis (CIPD, 2021) shows factors that may affect the hotel industry (see appendix 2). 
One of the biggest strengths attributing to Moxy’s growth could be its unique concept and design which they partnered with Ikea to create. This partnership ensured they could keep the rooms as small as possible to keep prices low for budget conscious travellers but still practical and modern (King, 2013). It also provides large communal areas and bars which continues the brands playful theme and can help target travellers hoping to meet other travellers (Ismael, 2020). In contrast to this, the strength for Six Senses is that they have focused on being a luxury and sustainable brand and this is most definitely not for the more low budget travellers. Although this could become a weakness for them in terms of losing potential customers due to the high prices, sticking to their core values can help ensure they have a loyal customer base who will still visit their resorts because of what they represent and will choose to pay more for this. The lack of some traditional services and amenities at Moxy hotels such as having a bar instead of a reception desk and their ‘fun hunters’ concept (Rackl, 2018) implying that the hotel is not for rest but for partying, may cause confusion to some customers and potentially make them avoid the hotel if they are just looking for somewhere to rest. One of the threats Moxy faces due to it’s success, is having other hotel chains such as Hilton, launching their own versions also aimed at millennials (Sathyanarayanan, 2016). However, to continue Moxy’s growth and keep it relevant with its target market, Moxy should utilise opportunities for celebrity endorsements through it’s hotel and/or bars as it did when Kendall Jenner, Supermodel, rented out the Little Sister Lounge at Moxy East Village hotel (Whitman, 2022). An opportunity to attract more customers to the Six Senses resorts could be to introduce pet friendly experiences in addition to the wellbeing and family friendly experiences they already have. Globally, there has been a rise in pet ownership particularly amongst millennials (Elad, 2023) and Moxy has already tapped in to this market by making it clear that customers are able to bring their pets to the hotels. 
In terms of external factors that may affect the hotel industry, both these hotels may encounter similar issues. For example, Indonesia’s extramarital-sex ban which won’t come in to effect for 3 years, has already received global attention with fears that this law may also be applied to tourists (The Economist, 2022). Both Moxy and Six Senses have hotels based in Indonesia so this could potentially mean less tourists book stays there until they are confident this new law will not apply to them. Economically, the cost of living crisis continues around the world and there is no way to foresee how much this will impact on the profitability for the hotel industry (Price, 2023). This could cause Moxy and Six Senses to increase their prices for their rooms and on other services they provide such as food, spa treatments, etc. Whilst this may not affect the Six Senses target market as much as their customers appear to be able to afford their luxury services already so may continue to be able to despite the crisis, this may not be as easy for Moxy to retain their customer base of consumers who are looking to stay at more low budget hotels. With regards to the use of technology, Moxy is trying to ensure it keeps it’s target market engaged by trying to introduce an interactive mixed reality experience to some of it’s hotels (Wong, 2022). Six Senses keeping true to their brand, are trying to utilise technological advances in sustainable ways for example the Six Senses Svart in Norway which is the world’s first energy positive hotel potentially paving a way for carbon-neutral travel (Sejal, 2022). This project, as well as others such as their plastic free 2022 commitment (Sixsenses.com, 2019), they are continuously finding ways to stay environmentally conscious. Moxy is also trying to lead the way in sustainability making claims such as Moxy Bergen in Norway of being “the most sustainable hotel in the country” (Hahn, 2021).

In terms of the marketing mix theory proposed by McCarthy, 1960 and Booms and Bitner, 1982, the two hotels have similarities and differences in how they market their brand. Prices for the two hotels differ depending on the location of the individual hotels rather than keeping a standard pricing strategy across the board. This means that they can charge less to consumers in areas where the hotels cost are also less subsequently leading to being able to offer their services to a wider market. For example, Six Senses Ibiza is much cheaper to book compared to other Six Senses resorts in other countries and so can attract a more budget conscious traveller who is still seeking a high quality service. Both hotels also have a presence on Instagram and Facebook which provide ease of access to their website, can show any promotional offers and also to highlight any brand events. Both brands have also developed apps for their hotels which give customers the ability to book stays and other services such as Six Senses in room ordering. Moxy also provides a city guide in it’s app to make it easy for customers to navigate their way around the area whilst staying at a Moxy hotel. Six Senses wants to create a meaningful experience for it’s customers surrounded by nature and chooses to base it’s hotels in more remote areas (Stombelli, 2020) appealing to customers wanting a longer stay whilst the locations of Moxy hotels are mainly city based, and some are also based at airports, which may suggest again it’s appeal towards a younger demographic and travelling customers who are looking for short stays. Both hotels consistently have very good reviews on online booking websites suggesting the delivery and quality of their service is well received by their customers. 

Consumers are increasingly using their phones rather than desktops to make every day decisions (Singh and Jang, 2020). The Similarweb data (see appendix 4 and 5) proves this to be true for both these brands as it showed a very high percentage of people accessed each of the websites using phones rather than desktops. This shows the importance of finding ways to provide ease of access to their services through mobile phones however, although Moxy appears to target the younger market, Six Senses has had nearly double the amount of visitors on it’s website compared to Moxy overall. Unfortunately no data could be obtained on SimilarWeb to identify the demographic statistics for visitors to Moxy’s website but surprisingly, 56.28% of people accessing the Six Senses website were aged 18-34 years old which conflicts with the initial assumption that the majority of the target market for this brand is an older generation.


Conclusion
Although Moxy tries not to specify an age range for it’s target market, the brand’s concept, the locations of its hotels and it’s designs does appear to be largely aimed at a younger generation, in particular millennials, looking to have a fun time and maybe meet other people as opposed to being a more ‘traditional’ hotel where you book to rest. In comparison, Six Senses hotel as assumed earlier, looks to attract customers who are wanting to focus on resting and wellbeing as this is a big part of it’s brand. However, Six Senses doesn’t appeal to just an older generation as was expected, but actually towards a larger group of younger customers similar to Moxy’s target market. And whilst Six Senses does focus very largely on sustainability, both the brands have essentially relied on methods to market their brands towards a more economically and environmentally conscious target market. This may also bring longevity to both the brands as consumers are becoming more aware of the impact products and services have on individuals and on the environment. (Singla, 2022).
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Appendix 2 – PESTLE Analysis for hotel industry
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Appendix 3 - Moxy Hotel Similarweb analysis 
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Appendix 4 - Six Senses Similarweb analysis
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