A comparison of the marketing methods of two multinational hotel brands







Student name: Silvia Alina Canalos
Student ID number: 2233691
The module title: Marketing Essentials BMIH4005
Lecturer’s name: Ruth Taylor Davies
Word Count: 1487







































[bookmark: _Toc126317395]Introduction
The below essay discussed the overview of two different hotel brands which are Six Senses and Moxy Hotel. It will evaluate the detailed study of both the brands and also analyse how they have changed as compared to their initial days. It will also discuss the uniqueness of both the hotels and how their uniqueness helped them to strengthen their marketing strategy. The essay will evaluate their marketing strategy and discuss the current positions of the hotel brands. It will analyse the considerations that both the hotel brands Six senses and Moxy have made in marketing regarding sustainability, Geopolitical, social and Contemporary issues. Lastly the essay will evaluate the marketing messages that both hotel brands have given to their customers and how they have changed as compared to their initial days.  The essay will evaluate the detailed study of the marketing process of both the hotels and discuss how the marketing helps them to grow. 


[bookmark: _Toc126317396]Main Body
Six senses were established in 1995, it provides accommodation and fooding facilities to its customers (Stombelli, 2020). Along with the time they developed their services and added many other extra services such as Spa facilities, Gym and Yoga classes’ facilities. It helps the customers to stay fit and helps them to spend their quality time effectively. Currently the Six senses hotel is operating in more than 17 countries and trying to expand their hospitality business all over the world (Piuchan and Prachansit, 2019). The main reason behind their growth is the sustainable and eco-friendly environment in their property. The organisation took different environment friendly initiatives which helped them to enhance their goodwill in the market and among customers. The organisation has more than 23 spas and 21 hotels and resorts all over the world; they help the customers to feel the beauty of nature (Zhang et al., 2022). Moxy was established in 2014 in Milan, the organisation has started the hotel business in partnership with famous furniture brand IKEA (Bowen and McCain, 2019). It is a playful, stylish and affordable hotel; they give everything to their customers that they want. Currently Moxy has more than 70 hotels and operates in three continents. Moxy is totally different from Six senses, as Six senses focuses on sustainability and eco-friendly services, but Moxy focuses on luxury and comfort of customers (Kandampully and Solnet, 2020). Both Hotel brands use different tactics to operate their business organisations and have different marketing tactics.
Both the Hotel Brand uses different marketing tactics to attract the customers towards their brand. Six Senses takes different types of environmental initiatives such as “Use eco friendly techniques”, “Less use of plastics”, sustainability. It helps the hotel to strengthen the brand image of the hotel and helps to come across the customers (Silva, 2018). Such initiative separate the hotel from other hotel brands and helps them to create uniqueness in the hospitality industry, it also enhances their goodwill in the market and among customers. Six senses also added different extra facilities like Yoga, Spa and gym facilities which help them to strengthen their marketing strategy. Before they have limited services, adding more services as compared to before helps Six senses to attract more customers and to stay competitive (Shrivastava et al., 2019). Moxy deals in premium customers; they attract customers by using their premiumness and luxury services. Moxy includes everything in their services which customers need in their daily life, they added gaming rooms, bars and dining facilities in their service. Before Moxy only targeted the premium customers due to their high price, it led to limited customers but now they reduced the price of their services. Reduction in price helps them to attract more customers towards the hotel brand and helps them to generate more profit (George, 2021). As compared to their initial days Six senses Hotel added different new services in their Hotel and Moxy reduced the price of their services to attract more customers towards the brand. These are the marketing strategies that they used to attract more customers and to enhance the revenue generation of the company. 
As both the Hotel Brand Moxy and Six senses are using their marketing tactics and uniqueness to grow. The marketing tactics used by them are helping them to grow and to operate the business activity effectively (Leung et al., 2022). Comparing both, the hotel together Moxy has high market positioning as compared to Six senses, it is because Moxy is the brand of Marriott International. Marriott International is one of the strongest and biggest hotel brands in the world, having such back support and guidance helps Moxy to take over Six Senses. Customers prefer Moxy Hotel brand more as compared to Six Senses due to strong brand image. Brand image plays a major role for customer attraction and to get competitive in the market (Akbari et al., 2021). Both the companies use the same marketing strategy to attract customers and to convey the information of their brand as they used in their initial days. Six Senses uses sustainability and eco-friendly techniques to strengthen their marketing and to convey their brand information. Six senses adopt different sustainability initiatives like less plastic use, using eco-friendly techniques, it helps them to enhance their goodwill in the market and to stay competitive. Moxy uses their luxuriousness and premiumness to attract the customers, Moxy has all the facilities that customers need, and they have playful and affordable services at a reasonable price. 
Six senses focus on the physical and mental health of the customers, they provide the services which helps the customers to stay fit with the help of environment and nature (Roth et al., 2021). Moxy includes all types of services which the customers need or want to do, they have everything that people need in their holidays such as accommodating, dining, bars, gaming rooms etc. Nowadays in every industry the adoption of sustainability is increasing, it is due to increase in pollution and effect on the environment due to business organizations. Governments of different countries are also taking different initiatives and implementing different laws to save nature and environment (Baum, 2019). Hence it is important for every business organization to take some initiative towards the environment, in reference to sustainability, social and contemporary issues Six senses Hotel takes over the Moxy hotel. As from the initial days Six Senses takes different types of environment initiative, which helps them to strengthen their hotel brand among environmentalists and in society (Lin et al., 2020). Such initiatives help the Six Senses to satisfy the government laws and it also helps the Hotel to operate in different countries easily. Moxy does not focus much on taking environment initiatives; it reduces their social and sustainability goodwill in the market. It may affect them in the future in a negative way. In reference to sustainability and social initiative Six Senses Hotel will take over the Moxy Hotel, it will help Six senses to strengthen their brand image and to compete with competitors like Moxy which is a brand of Marriott international. 
Both the hotels use different marketing strategies and convey different marketing messages to their customers (Khatri, 2019). As Six Senses Hotel focuses on sustainability, their marketing messages are totally based on environmental concerns. They use slogans like Use less plastic, adopt sustainability etc. It helps them to create awareness about sustainability and also helps them to promote their environmental friendly services. Moxy promotes their luxury services, and they help the customers to experience premium service. They only promote their premium services and different types of services which they provide to their customers. Both the Hotel brand Six Senses and Moxy use the same marketing strategy and convey the same marketing messages as they used in their initial days (Rhou and Singal, 2020). The customers who want to experience natural resources in their service, they prefer Six Senses and the customers who prefer luxuriousness they can prefer the Moxy Hotel brand. 


[bookmark: _Toc126317397]Conclusion
The essay discussed the overview of two hotel brands which is Six senses and Moxy, it discussed the detailed study of their background and their history. The essay also evaluates different types of marketing strategy that both hotels used to promote their brand in the market. It also compared the marketing strategy of both the hotels and how they have helped them to grow and to achieve their targeted goal. The above essay discussed the uniqueness of the hotel brands, and it also discussed the current marketing positioning of the hotels. It also analysed the considerations that both the hotel brands Six senses and Moxy have made in marketing regarding sustainability, Geopolitical, social and Contemporary issues. Lastly the study discussed the marketing messages that both the hotel uses to promote their services and brand and how they have changed over time. The study compared the marketing strategy and process of both the hotels in a detailed way and analysed which hotel has the best marketing process. 
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