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This essay is going to display and compare the marketing methods of two of the most known hotel brands: Moxy and Six Senses
Moxy Hotel is the brand of Marriott International, first Moxy Hotel being opened in Milan in 2014 with Ikea as a partner. 
Six Senses was constituted in 1995 and the CEO is Neil Jacobs. 
Moxy hotels can be found in big cities of Europe in contrast with SixSenses that have hotels in remote areas. 
To compare the marketing methods of the two hotel brands, SWOT analysis, PESTLE analysis , Mix Marketing and SimiliarWeb will be used alongside other resources relevant to the subject.
Moxy Hotel is targeting a younger age range than Six Senses, who is more for families and wealthy people. Six Senses is more intimate while Moxy promotes an active social life. Both Moxy and Six Senses have financial support to extend and develop.
The travel industry is among one of the most hit industries during the pandemic years and as a result a major shift must happen for the service providers to keep up with the needs of travellers. No matter how big or small the names are, everyone must adapt to the new setting and must make changes to the products and in the way they market their products. Moxy and Six Senses are big players that have the capacity to implement these adjustments. 
Moxy hotel is improving their image and market presence by offering new concept and designs along side with extension plans and digital transformation. “The challenges include a social-networking aspect, with one asking users to take a selfie with their avatar at Moxy’s Grab & Go stations using the hashtag #moxyuniverse.” (Williams, n.d.) On the other hand, Six Senses hotel is trying to adjust by offering customers more complex experience on a physical level. Beside the intimacy that customers have been used to, the hotel offers health benefits through the “integrated wellness concept” and by sourcing healthy and eco-friendly food to support that. (Six Senses, n.d.). A strong presence for the Six Senses hotel is supported by having residences (www.booking.com) that will complement the services offered by them. The strengths that come from investing in new concepts and improved services also bring costs that must be considered and that translate to weaknesses that will have to be taken in consideration when developing the marketing strategy. High prices, for Six Senses, means that the marketing strategy will target mid to upper class with a focus on the last. This will reduce the exposure that the brands will gain. While Moxy is not a conventional hotel with smaller rooms than the regular hotel room size, Six Senses is exclusivist due to all-round experience that it offers. Competing with much more established brands in the industry and not targeting all age classes, Moxy can turn the threats it faces, into opportunities to expand (Six Senses Napa Valley, slated to open in 2026, n.d.) by leveraging its new digitalised concept and adapt its marketing strategy to increase online exposer and increase the online traffic to its web site. Although, competitors like Four Season, The Ritz, provide equivalent services in terms of accommodation and wellness, making a tough competition, Six Seasons has opportunities of extending due to job creation and diverse services (residence resorts) in many areas that need economic growth.

To have a better understanding of what the world looks like inside these 2 brands features like political environment, economic element, social and technological aspects must be reviewed when developing a marketing strategy. 
According to (news.marriott.com, n.d.) Moxy opened more than 60 experiential hotels open across North America, Europe, and Asia Pacific” and Six Senses has 22 Hotels & Resorts in 17 countries, according to https://www.sixsenses.com/en/resorts. This can pose a challenge, from a political perspective, when it comes to international tourism due to different VISA regulation in each country. Certain decision taken at a political level such as tax increases and minimum wage increase can affect the two brands. Due to its digitalisation of their services Moxy hotel is a step closer in staying safe from the economic changes like wage increase, using bar check in which can reduce the human resources used. Looking further into the economic perspective, Moxy is “an economy lifestyle brand” (hospitality-on, n.d.) that is targeting millennial travellers and young people, while Six Senses is targeting wealthier people, families with children. Both brands have a positive impact in the local communities helping the economical growth of the area. From the social point of view Moxy is promoting an active social life through the lobby that invite people to socialize while Six Senses offers a more intimate experience. A big proportion of the travellers book rooms based on recommendation from friends or family which means the hotel industry relies on people’s opinion. Another way to attract visitors is the use of modern online marketing like social networking (Instagram, Facebook) technologies that must be updated alongside other investments. (10 Facts About How Different Generations Interact with Guest Reviews, n.d.)
According to Eleni Michopoulou (Michopoulou, n.d.) in her article “The future of global hospitality: What is going to really matter?” Neil Jacobs says:“Technology helps us develop products that really help our customers’ wellbeing, such as the sleep tracking programme.” According to hospitality-on.com on its article “CANDIDAT - BEST INNOVATION IN HOTEL CONCEPT” (hospitality-on, n.d.) has integrated technologies like Apple tv, keyless entry system, motion sensor lighting under beds, free Wi-Fi and sub sockets that always will aid the image the customers will have and will write and tell about their experience, translating into good reviews and recommendations for Moxy. New technologies (Sudhikam, n.d.) like renewable energy, water filter, medical equipment and compost production add value to the Six Senses brand. 
Any marketing strategy must be based on the current situation of the company and how it is positioned on the market. Marketing mix represent a combination of seven factors (7Ps) that can be adjusted to help you attract customers to the business. The aim is to find the right balance between all seven tactics for business’s success. This is called the sweet spot. 
The core product for both brands is the hotel room and this will have a first impact in the second factor which is price. Moxy has small rooms but ingeniously designed (Miceli) which justifies the affordable price. Six Sense on the other hand has bigger rooms and the panorama and spa facilities increase the price of the room. In terms of place where the services are sold, the two brands have online booking systems on their website or third parties. As the graph (table1) shows the online presence as traffic of both brands is mainly through organic search (58% Six Senses and 60% Moxy) and direct (approx. 20%-25%) which means that further improvements can be made by investing time and resources in other channels like paid ads,social media and email to target a wider audience. In terms of people and how management is planned Moxy has The Crew with The Captain which “ proven to be an effective way to reduce staffing costs, while still delivering personal service” and around 730 employees (growjo.com, n.d.). In comparison Six Senses has around 2600 employees which shows the diversity of the brand. Moxy hotels have an online booking and a bar check in and Six Senses has a more classical approach where the desk check is preferred. The experiences generated through the services received will generate reviews and testimonials (aspiretravelclub.co.uk, n.d.)that alongside with pictures and after stay customer service gives the physical evidence for the customers to decide.

Market segmentation (Camilleri) is a process that focuses mainly on consumers and generally looks for a shared characteristic. According to SimilarWeb, Moxy and Six Senses are present in Europe and USA but Moxy has a larger proportion of the marketing and the only exception is Turkey where Six Senses has 100%. From a demographic perspective, Six Sense is used by males 51.39% and females 48.61%. the age distribution is highest among 25 years to 34 years old with a 35.53%. Moxy is mostly used by younger people more dynamic. Another section in segmentation is psychographic which shows what are the predominant interests of customers for the two brands. While Six Senses is orientated more to adults and travel and tourism, Moxy is targeted by younger generation. A percentage table (table2) can be found in appendix to support psychographic analysis. According to the behavioural segment, Six Senses is being visited mostly for holidays leisure, wellness, and facilities. On the other hand, Moxy attracts more tourists that have interest in having fun, city breaks and look for affordable prices. The two brands position themselves on the intangible category due to customer using hotel space, amenities, equipment and leisure. (THE MARKETING STUDY GUIDE, n.d.)

By analysing the factors stated in the thesis along side other sources regarding the two marketing strategies used by the Moxy and Six Senses two major conclusions can be drawn.
 The 2 brands are efficiently and successfully employing the marketing strategies available partially reaching their objectives. 
The use of SimilarWeb revealed some areas that can definitely be improved in their marketing strategies. Areas like online engagement can be improved through platforms like blogs, vlogs., video and social media platforms, to generate more clients. (The importance of video marketing for hotels, n.d.)
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