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A Comparison of the Marketing methods of Two Multinational Hotel Brands
Introduction to Six Senses and Moxy hotel brands
	Six Senses Hotel brand has grown since its story began in 1995 with its first resort and many concerning questions (Piuchan & Prachansit, 2019, p.375). Its visions flowed from how they prepared food and designed their buildings to how they treated their guests and hosts. More properties started opening under Six Senses value. They all shared similar commitments to balancing social, economic, and environmental profitability, determinedly harmonious with ecosystems and local communities (Stombelli, 2020, p.525). Six Senses works with its property owners to use land orientation, topography, and renewable construction materials best to create lively and vibrant spaces. Six Senses provide a place to stay and spaces for customers to explore the meaning of being physically, mentally, emotionally, and spiritually happy and reconnect.
On the other hand, Moxy Hotels is owned by Marriott International. It is the organization’s newest and most advanced economy lifestyle brand (Lee &Teresa, 2013, p.2). Moxy is the newest approach to catering to the quickly developing millennial traveler. Moxy hotel brand offers owners attractive opportunities and an engaging, stylish experience for guests. Moxy offers affordable prices and is always buzzing with exciting people, high energy, and an energetic crew, making it fun (Bilgihan & Nejad, 2015). One of the Moxy operation’s unique aspects is its staffing model. It has a crew instead of desk associates, concierges, and bartenders. The crew is responsible for several tasks, from mixing drinks to checking in and out.
Marketing Methods and Comparison between Moxy and Six Senses Hotel Brands
	Marketing involves all the activities and actions by the companies to attract new clients and customers and maintain their relationships (Drummond & Ensor, 2006, p. 2). It also includes networking with both past and potential customers. Therefore, the marketing strategy must be evaluated for a company to excel in all aspects. Marketing enables a company to match its services and products to customers who want the product's access. Promotion, price, product, and place are the four main marketing elements (Goi, 2009, p.2). Therefore, Moxy and Six Senses have marketing strategies and methods contributing to their growth and success. In 2015, Six Senses appointed CatchOn to enable its market entry into Greater China after opening its first resort there. Six Senses expanded across many markets while working with CatchOn to create its brand awareness. Since then, Six Senses has marketed its services and products by conducting integrated communications campaigns on social and traditional media. This marketing method has been significantly effective as Six Senses has been constantly recognized with accolades from Harper’s Bazaar Malaysia’s Spa Awards, Travel+ Leisure Southeast Asia’s Global Travel award, and Conde Nast Traveller China’s Gold List. The brand is also developing sustainability campaigns, as they are very attractive to its target audience, the millennials.
	Moxy markets its brand through locations, design, and customer service. Moxy has been garnering press accolades as its two most recent locations in New York City have received excellent buzz ( Backaler & Backaler 2018, p.119). Some Moxy locations have significantly been praised in publications such as The New York Times, Conde Nast Traveler, Vogue, and Forbes. According to the Chief Marketing Officer at Moxy Hotels, Moxy creates unique content. The content is created from an innovative guest experience that retorts to a market need or trend. The company also uses suitable amplifiers, such as celebrities, journalists, influencers, and bloggers, to amplify its content (Shrivastava et al., 2022, p. 34). For Moxy to maintain its relevancy, it constantly innovates its guest experience. For example, in 2017, the company opened the Moxy Times square with several celebrities’ parties. Therefore, it was vital to maintain social media momentum and PR in the second year by participating in their way at cultural events. In the fall of 2018, to celebrate New York Fashion Week, Moxy created Fashion Fun House, a two-day experience that transformed the meeting studios into a fashion background. Moxy considered the likes of its audience and their craving for novelty brand experiences; therefore, the perfect way to make the occasion lively was the Fun House pop-up.
	Six Senses has also been marketing its product by inventing new spaces and places. The company expanded its residence offering from Vietnam to the famous French ski resort Courchevel (Languillon et al., 2012, p.390). Since the expansion, Six Senses residences have been ready for buying in several locations, such as Ibiza, Turkey, Fiji, and Seychelles, with even other more in the pipeline, including London, Grenada, and Austria. Each of these residences embodies a collaboration of space with appreciating returns potential in the coming years and simple design. These residences also bring immediate resort benefits and other additional exclusive Benefits. In addition, due to franchise expansion, Six Senses changed their main targets; hence, their current top markets include Germany. UK (Le, 2011 p. 2), Austria, France, USA, and China.
	Moxy’s unique products also act as a very crucial element in marketing its business. The “fun hunters” being the company’s new target Market, the brand has created technical accommodations and stylish amenities that attract its audience. The rooms are stylish and comfortable, featuring USB outlets, large flat-screen TVs, and high-speed WI-FI. Moxy ensures to stay true to its motto, ‘Less is More.’ The living room or the lobby is the hotel’s heart and center. The public space is a place to hang out, play, meet people, and relax. At Moxy, guests who check in at the bar enjoy a complimentary snack or cocktail at the 24/7 self-service food and beverage. The targeted customers get everything they need at Moxy. The fun accessories, pictures, and designs create an environment that customers want to remember and retain (Bowen & McCain, 2015, p. 415). These pictures are ways of having clients and customers hold onto their experience and make them want to return for more. Most of Moxy’s guests take a picture of the hotel and share it, hence marketing the brand.
	Unlike Moxy, Six Senses offers an approach to wellness that bonds a pioneering spirit with general rejuvenation, wellness, and beauty treatments that are above ordinary (Silva, 2018, p.13). Six Senses highlights the significance of clientele like the millennial group and families in their business. Guests can attend the sessions of expert therapists in standalone spas and Six Senses Properties. The brand's integrated wellness is founded on eating great food, sleep health, and personalized wellness. Personalized programs address common concerns about weight loss, digestion, stress relief, elimination of built-up toxins, muscle toning, and weakened immune systems. Wellness days bring treatments, activities, and techniques to help improve mental clarity, achieve a more profound sense of fulfillment and balance, and build a strong body. Six Senses incorporates several dimensions of wellness, including social, physical, environmental, intellectual, spiritual, and emotional wellness. They focus on beyond ordinary experiences, from relaxing simple meditation and singing bowl workshops to active organic gardening, cooking workshops, and flying yoga. The psychographic feature plays a crucial role in the market segmentation of Six Senses as it’s done under the client’s personality traits and lifestyle.
	Regarding pricing as a marketing strategy, the Moxy Hotels brand is cheap and affordable compared to other hotels (Doyle, 2012, p.319). However, it can be expensive for the ones traveling on a low budget. Therefore, Moxy is an excellent accommodation for white-collar digital travelers searching for a place to call home and relax for a little while (George, 2021, p. 221). Prices charged by Moxy brands differ based on the country of choice and city. On the other hand, the Six Senses hotel brand is relatively expensive, although it offers discounts on early bookings. The number of days required for early booking varies for each resort and hotel. However, both hotel brands charge prices that their target audience can and is willing to pay.
	Six Senses and Moxy have highly targeted and personalized marketing to reach their clients. They can track past guest stays, visitor activities, and other data on their websites. However, they can both see what their guests want and might want in the future. With such a high level of personalization, future, past and present guests are provided with marketing appropriate to their interests, tastes, and circumstances. While marketing their products and services, Moxy and Six Senses show pride in their products as they have a reputation for indulgence and luxury, expensive, high-quality products (Cheng, 2016, p.83). Both brands are fully aware of their top-spending VIP guests; hence they engage with them to get ideas on how to better their marketing strategies to appeal to the nomads in search of a similar experience.
Conclusion
	Both Six Senses and Moxy are luxurious hotel brands with different target audiences. Moxy targets people looking forward to having much fun, while Six Senses targets families, couples, millennials, and customers looking to enhance their wellness. Therefore, some of their marketing strategies differ. Both brands make considerable efforts to maximize their clientele utility and expand their markets. They also showcase high-quality videos and photos on social media. They share top-quality amenities and high-end services on visual platforms like Facebook to create compelling and engaging content. Lastly, a meaningful brand is the center and heart of every thriving business; people connect to it more than any service or product. Therefore, it is a great honor to the owners and hosts worldwide as they offer exceptional experiences that enable their loyal guests to reconnect mentally, spiritually, and physically. Moxy and Six Senses have encouraged their customers and guests to act on their imaginations, be different and stand for something.
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