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A comparison of the marketing methods of two multinational hotel brands: 
Six Senses and Moxy








The tourism and hospitality industry is very dynamic and calls for swift adaptation to various changes in the marketing context. The fierce competition among hotel brands within the industry makes adaptation even more important for these brands to stay relevant in the marketplace. This essay looks at different marketing tactics and strategies that two hotel brands, Six Senses and Moxy, make use of. Six Senses is a hotel brand that manages and offers resorts and spa services. It began its operations back in 1995 (Six Senses, 2020). Its core value centers on sustainability, crafted experience, and emotional hospitality. Moxy is a hotel brand that focuses on creating a consumer experience that is filled with playfulness and ensures affordability. The hotel brand is for those people that are young at heart and desire a delightful experience during their stay (Moxy, 2021). Moxy’s stylish décor and its pursuit to promote open-mindedness make it distinct in the industry.

Six Senses is a hotel brand that deeply realises the importance of marketing and the power of brand messages. From the beginning, it is a brand-oriented hotel that has managed to remain so to this day. It makes use of the marketing mix in a way that has been great over the years. The four elements in the marketing mix are product, price, place, and promotion (Jobber & Ellis-Chadwick, 2020). 
Six Senses is a hotel brand that offers hotel-stay in the form of hotels, resorts, as well as spa centres for spa services. These three services make up the product portfolio of the brand (Biehal & Sheinin, 2007). The hotel brand offers all the services that a usual hotel does and adds a local touch to its hotels to make them more relevant to the community. The resorts in the product portfolio retain every service that the hotel offers but provides more privacy and personal touch.
Six senses provides services that are of premium quality while staying true to its brand essence. As a result, it charges premium prices for its products. The pricing strategy that the brand follows is value-based pricing (Abrate et al., 2012). This means that the services that the hotel brand offers have varying price points. The more add-ons in the services, the higher the price is for them. Premium pricing helps the brand signal its high quality through the price, which is important from a branding perspective.
Six Senses is a service-based business, making its services available to customers at its locations as the sole producer as well as distributor. Unlike a manufacturing business, it provides the services that need to be consumed only at its hotels and not anywhere else.  This creates a distribution network that is known as disintermediation (Kotler et al., 2020). Disintermediation needs no distributors and wholesalers in the distribution channel to reach the products and services to end customers. Only producers such as Six Senses control and are the one and only partner in the chain.
Six Senses makes use of various promotional tools. They include digital marketing, social media marketing, brochures, SEO, and display ads on websites (Yadav & Dhar, 2021). Some travel websites are the space where the brand advertises its hotel services and other amenities. Customer reviews on those websites promote the brand to other prospects. These reviews fall under the category of electronic word-of-mouth. They work as an effective promotional tool because they come from third parties that are not associated with the brand (Smith & Z.E., 2020).
Moxy is a hotel brand truly devoted to affordability and a playful spirit. At the heart of its marketing is the focus on youth and providing a remarkable experience that lasts longer in the minds of the customers. The brand has managed to establish itself as a great place for its customers over the years (Bilgihan & Nejad, 2015). Its increased emphasis on affordability is the key to its current position in the industry.
Moxy's core product is its rooms in various hotels, which make up the biggest part of its income. In any case, their product separates itself from others by offering a few remarkable administrations that are not at removal in other shop inns and focus on a particular client base (Wang & Chung, 2015). For instance, their rooms include Netflix records and rapid web and commitment solace past your normal store inn. The different administrations and outlets of the inn are not to be disregarded and make up a significant piece of their product.
Moxy charges prices for standard rooms that are within the affordable ranges of the customers, which positions Moxy on the better quality for shop/spending plan inns. It follows a low-pricing strategy (Bowie et al., 2017), keeping in line with its affordability objectives. In any case, taking into account how Moxy isolates itself from contenders and giving encounters past standard spending plan lodgings any reasonable person would agree, that they have found an extraordinary specialty price, which consolidates extravagance with fundamental needs and needs.
Moxy is tremendously zeroing in on social platforms, particularly on more youthful age stages like Instagram (Bowen & McCain, 2015). Its commercial happens online as they need to target younger people and those who are young at heart. The brand hardly makes use of traditional promotion tools. It makes use of digital marketing as well. Digital marketing is a growing area of promotion (Chaffey & Ellis-Chadwick, 2019).
Moxy hotels have as one of the rules that they must be made effectively available by open transportation and close to the air terminals. A large portion of their hotels is situated in the youthful, uprising, and clear city parts, which have a thrilling nightlife and are alluring for active twenty to thirty-year-old people.
Six Senses and Moxy have a number of things in common in terms of marketing. However, they have many differences as well, which sets them apart from one another. Both Six Senses and Moxy have made use of marketing mix to yield maximum revenue. The hotel products that they offer are similar. Their enhanced dependence on digital marketing for promotion is very similar. Now, it is time to look at the differences that they have. Six Senses focuses on premium pricing while Moxy has an increased emphasis on affordability. Six Senses provide some additional dedicated services such as spa centres and more private resorts. On the other hand, Moxy does not have these dedicated centres to offer such premium services. There are other differences that these two hotel brands have in terms of marketing and branding.
Six Senses makes use of various segmentation approaches. They include geographical segmentation, behavioral segmentation, and demographic segmentation. Geographical segmentation is the key segmentation approach for Six Senses (Lynn, 2012). Through segmentation, the hotel brand targets the segments that present themselves as attractive to serve. It uses a differentiated marketing strategy to target different segments. This strategy calls for coming up with different marketing approaches that cater to different segments. Six Senses positions itself as a local and sustainable hotel in the minds of its customers. It invites customers to have an experience that is suitably crafted for their individual needs.
Moxy makes use of two segmentation approaches: psychographic segmentation and behavioral segmentation. The brand focuses on those segments that have a young clientele. As a result, it looks at various behavioural aspects of young segments to better serve them. The brand has managed to develop a niche market. It uses a concentrated marketing strategy to target its niche segments, which are full of youth. Moxy positions itself as a youth-focused and affordable hotel in the minds of its customers, which helped it develop a youth image (George, 2021).
Six Senses and Moxy use several segmentation approaches. These two have in common the behavioural approach. However, Six Senses use more approaches than Moxy because they follow a differentiated strategy while Moxy uses a concentrated strategy. Six Senses’ positioning focuses on ties to the local community and sustainability. On the contrary, Moxy’s positioning establishes the brand as a youthful and affordable hotel experience.
The Russia-Ukraine war has presented many concerns for the tourism and hospitality industry. These concerns affect all the hotels in the industry across the world. Both Six Senses and Moxy are facing these concerns to a great extent, which is hampering their growth. Travelers are having to shorten or cancel their travel schedules. There are several recommendations to overcome these concerns. First, these hotels need to make their offerings more available to people that have a slightly lower income. As a result, the revenue growth will remain stable. Second, they must introduce more amenities and discounts in their services. Last, they must use various outlets of promotion to reach new segments. All these recommendations will help increase the profitability of these two hotel brands.

The hotel brands Six Senses and Moxy have made their position in the industry through their innovative products. They have managed to retain their position in their industry. Six Senses and Moxy have successfully made use of the marketing mix. These two brands have some similarities in their marketing mix. However, the degree of difference between them is even higher. The pricing approach is not the same for the two brands, which is a major difference. These two brands have a little bit of overlap when it comes to segmentation approaches. Conversely, they have dissimilarities too in the segmentation approaches. Their targeting and positioning strategies are totally different.
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