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In a world where everything is fast-paced and unpredictable, reaching the target audience becomes more complicated as the ways considered attractive change with the speed of light. The same goes for marketing, especially for companies that must keep their customer base steady in different countries. The case heightens when multinational hotels are addressed, indicating that their strategies should be authentic since the aim is constructed on international grounds. Hence, this essay will evaluate the same issue but as a comparison between two well-known multinational hotel brands named Six Senses and Moxy. The assessment will be done by consulting different situational analysis tools and its results will strive to provide recommendations for each brand.
Before starting on their marketing tactics, it is vital to discuss the brands first. Firstly, being established in 1995 and operating worldwide in more than 17 countries, Six Senses hotels and resorts fall under a multinational brand that is owned by IHG hotels (Six Senses, 2023). With such a sizeable business, it is evident that the company's customer base would be massive. A report proved this factor by presenting the brand's traffic aggregate as 486.2K in December last year and 471.0K in January this year, indicating that it does not waver much (Similar Web, 2023a). Out of these, the majority, 19.83% to be exact, is from the US, while the others are distributed among other countries. Moreover, the same report showed how the company's customer base consisted of 52.37% of males and 47.63% females, mostly aged between 25 and 34, which indicates that most of their customers are people out for business trips or similar. As for the brand's marketing strategies, the report noted how it mainly used online tools like social media marketing, SEO, focus on online traffic, etc., because its customers majorly use services like Google search, social media, and online bookings to get what they want out of an accommodation company. This can be seen by the way the company distributes its marketing channels 61.45% via search, with only 24% in the traditional way. On the other hand, although parented by a much more popular name in the hotel industry, Moxy Hotels by Marriott significantly has a lower traffic aggregate than Six Senses, coming at 256K in December and 218.9K in January (Similar Web, 2023b). However, although it is a newer brand compared to Six Senses, as it was established in 2014, Moxy has 70 locations across three continents, which shows that its presence can equate to Six Senses brand's (Marriott, 2023). Despite that, scarce information about Moxy's target audience and marketing tactics is available, which indicates it ranks lower than Six Senses, but its customer base is largely made up of the British, considering how they dominate 32.75% of overall traffic (Similar Web, 2023b). Coming to its marketing strategies, they seem to be similar to Six Senses because its customers also engage with online tools to extract information on its hotel and accommodation facilities, thus making Moxy advertise its brand via social media and the Internet in general. 
Hence, it is clear that both brands are similar but different concurrently. Nevertheless, it is important to note that even if Moxy Hotels has fewer traffic stats than Six Senses, its widely-recognized parent company, Marriott International, is more well-off, thus allowing the brand to market itself in more efficient ways. Regardless of this, the traffic aggregate shows the brand has a long way to go before it can catch up with Six Senses, but this aspect resonates with the latter being established in 1995 while the former did so in 2014, thus marking the difference in the longevity of operations in the hospitality industry. Moreover, by focusing on their marketing endeavours, both brands are seemingly successful because of their multinational status, but the difference resides in the type of customers they target. For starters, Moxy Hotels' customer base is dominated by millennials because they present a new economic lifestyle, thus shying away from modern trends (Cunningham, 2014). This may prove to be fatal as the company does not focus on technology or personalization, which makes their target market face a lack of youngsters, who ironically dominate the travel industry (Bilgihan and Nejad, 2015). However, Six Senses seems to be aware of this fact because its customer base consists of both Gen Z and millennials, which is understandable because it markets itself as a luxurious hotel brand promising an exquisite experience with unique bedrooms and spas (Development – Six Senses, 2023). Noting their significant reputations, they were bound to get affected when the COVID-19 pandemic hit, which took a major toll on the travel and hospitality industry as it banned flights (George, 2021). However, both brands did not reshape their marketing strategies, notably during such a crisis, which is comprehensible since they already used digital tools, but an increase in good hygiene, taking care of guests' health, and availability of sanitary products were observed. 
Moving on, the hotels' marketing tactics cannot be elucidated without utilizing situational tools, namely the marketing mix. This is a framework which comprises different areas that a company markets in, like its product, price, place, and promotion. Hence, for a better comparison, this tool can be applied to both. Firstly, Six Senses brand's products revolve around providing luxurious resort, accommodation, and spa services, all of which come with discount packages to make them more appealing. Since it is a luxury hotel brand, it follows premium pricing, but competitive pricing is also addressed to ensure the market trends are met (Six Senses, 2023). Next, for the place, the company's distribution channels are apparently its hotels, and their reservations can be made both online and at the front desk. Finally, promotion is done through both digital and traditional marketing, meaning methods like social media, campaigns, programmes, magazines, and billboards are used (Jones, 2016). On the contrary, Moxy Hotel's marketing mix differs a bit. Although its products are accommodation services like its counterpart, these entail budget-friendly rooms rather than luxurious ones, which indicates its customers prioritize comfort over luxury. Therefore, it follows budget pricing (Backaler, 2018). Just like Six Senses, Moxy also offers both physical and online reservation methods. Its promotional techniques are mostly facilitated by social media and word-of-mouth tactics (George, 2021). 
Furthermore, another strategy that can be used here is STP analysis. By applying it to Six Senses, it can be said that its customers are both youngsters and millennials, which shows its diversity (IHG PLC, 2019). Hence, it is noteworthy that the hotel targets those travellers who want an expensive and excellent experience with unique services. Secondly, an STP analysis on Moxy Hotels reveals how different it is. For one thing, it targets seasonal travellers who prefer a cheap but good hotel to a pricey and luxurious one any day. As it was established before, the company's audience overflows with millennials, which is why its economically suitable business is appealing (George, 2021). In addition to these issues, the marketing of a multinational brand is incomplete unless it addresses the complications impacting the world around them, which sheds light on its sustainability. Fortunately, both companies are well aware of this fact. To begin with, Six Senses has vivid sustainability practices, mainly in the means of training its leaders and their subordinates to be responsible and display ethical behaviour, both of which play a major role in making the entire business sustainable (Chen et al., 2022). Besides that, the company also consults scientific facts before taking any step to ensure no environmental harm is committed by the new initiative (Six Senses, 2019). On the other hand, Moxy Hotels also have sustainability in their bones, especially since they have Marriott's reputation to uphold. As a result, their sustainability practices revolve around producing responsible solutions that would positively impact the business and not harm the community in any way (George, 2021). 
Finally, both companies also provide clear messages to their customers via their marketing strategies, which is evident as hospitality and a sense of belonging have to be core parts of their businesses. In this case, Six Senses teaches its customers to speak up about anything that is bothering them, which includes complaints (Gruber, 2015). On the contrary, Moxy claims that manners and etiquette are everything for both the employees and the customers because a respectful relationship where both needs are satisfied is fabricated through these means. Over the years, these messages have remained more or less the same. Finally, after analyzing both hotel brands and their separate marketing strategies, some recommendations can be given for their improvement. To begin with, even if it specializes in luxurious services, Six Senses should also consider giving budget-friendly packages to make its already diverse customer base even more colourful. On the contrary, Moxy Hotels need to employ modern technological trends to target people younger than the millennial age group.  
In conclusion, this essay showed how multinational hotel brands structure their marketing strategies to attract the right kind of audience to their accommodation businesses. This was proven by taking Six Senses and Moxy Hotels as the brands and comparing them with the help of situational analysis tools, Similar Web demographics, and sustainability.
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Figure 1 – Six Senses Customer Age Distribution (Similar Web, 2023a)
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Figure 2 - Six Senses Marketing Channels Distribution (Similar Web, 2023a)
[image: ]
Figure 3 - Moxy Monthly Visits (Similar Web, 2023b)
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Figure 4 - Six Senses Top Countries (Similar Web, 2023a)
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Figure 5 - Moxy Top Countries (Similar Web, 2023b)
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Figure 6 - Social Media Platforms used by Six Senses (Similar Web, 2023a)
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