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Introduction
Six Senses is a luxury hospitality brand with unique locations in over 20 countries, prioritizing wellness, sustainability, and customer satisfaction (Interview: The Story of Six Senses, 2021). The Hotel chain is divided into residences, spas and resorts. They pride themselves on offering individual style, unique design personalities, a strong sense of community, and a wide range of holistic and beauty treatments administered by expert therapists (rocketreach, 2023). Moxy Hotels, on the other hand, caters to contemporary, tech-savvy guests looking for a fun and affordable stay. This boutique Hotel brand from Marriott International owns 60 Hotels across the globe, boldly breaking from the crowd with nuanced guest check-in at the bar, where the atmosphere is lively and engaging. It targets young hearts, encouraging nonconformity, open-mindedness, and originality (Moxy Hotels - Brand Overview, 2023). This essay aims to compare the two Hotels in terms of marketing methods, positions and strategies using the SWOT, PESTLE, and 7 P’s frameworks.













Analysis 
PESTLE is a concept in marketing principles. This framework is used to examine the political, economic, social, technological, legal, and environmental aspects affecting the hospitality industry (Appendix 1, and 2). Political factors entail government control and the potential for travel bans, while economic aspects encompass currency strength, economic cycles, and customized offerings. Sociocultural dimensions explore the competition posed by platforms like Airbnb, while technological elements include the influence of social media, blogs, and online reviews. Legal considerations enfold innkeeper laws and regulations regarding truth-in-menu, while environmental factors emphasize the importance of the local climate. Understanding these factors is crucial for hotel owners to gracefully navigate competition, government influence, online reputation, environmental conditions, and legal requirements. (Frue, 2022). Both Six Senses and Moxy Hotels have adjusted their marketing strategies in response to changing market and business conditions. Let's take a look at their marketing strategies in light of recent geopolitical developments, alterations in the business climate, and market trends. Six Senses is aware of the demand for environmentally responsible travel. The premium eco-hotel chain has benefited from public awareness of climate change by including environmental initiatives in its marketing (Urmila, Astuti and Triyuni, 2023). The company places a strong emphasis on community assistance, ecosystem protection, and carbon reduction. "Green" tourists who want luxury without compromising their ideals are drawn to Six Senses. In response to recent developments in the geopolitical and economic context, Six Senses has modified its marketing. The company has addressed problems and kept a positive reputation in nations with unstable governments (Darsiah, Ingkadijaya and Osman, 2023). Six Senses emphasises visitor safety and security to sustain client trust in challenging environments. Using PESTLE analysis (Appendix 2), Six Senses profited from the growing interest in health and wellness. Yoga, meditation, and spa services are some of the wellness-oriented attractions at Six Senses (Yadnya, Triyuni and Sari, 2022). With its marketing, Moxy Hotels aims to appeal to contemporary, tech-savvy, and socially connected travellers (Carvalho and Pinto, 2018). Moxy is aware that younger generations prefer unique and affordable experiences. Travellers enjoy interacting with others and exchanging stories, therefore the brand's marketing places a strong emphasis on fun and inclusivity. Following market trends, Moxy's marketing plan uses social media and technology (Nicholas, Andre and Sukmadi, 2022). On Facebook and Instagram, Moxy promotes the community and posts user-generated material to sway consumers' travel choices. Moxy provides smartphone check-in and keyless admission to match the expectations of its target demographic regarding digital technology. Using PESTLE (Appendix 2), Moxy profited from the sharing economy and peer-to-peer marketplaces. By promoting social contact in communal areas and including co-working spaces, Moxy capitalises on the trend of collaborative consumption and provides value for visitors (Guo, 2021). SWOT analysis is a strategic planning tool that assesses a business's internal strengths and weaknesses, as well as external opportunities and threats (Will Kenton, 2023). According to the framework analysis (Appendix 3), Six Senses stands out with its exceptional brand reputation, luxury accommodations in stunning locations, high-quality customer service, and a strong focus on sustainability. On the other hand, Moxy attracts customers with its vibrant and trendy brand image, competitive pricing, integration with Marriott Bonvoy, and market innovation. However, Moxy faces challenges such as limited brand recognition, smaller room sizes, and limited dining options, while Six Senses has the challenge of limited availability in some locations and potential customer reduction due to higher prices. Both brands have growth opportunities, such as expanding into new markets and capitalizing on the demand for sustainable and wellness-focused travel. However, they also face threats from increased competition, changing customer preferences, and potential economic downturns. Overall, Six Senses' strong reputation and luxury offerings make it an appealing choice for high-end travelers, while Moxy's affordability and modern appeal cater to a different segment of the market. 
While targeting different audiences, Six Senses and Moxy employ similar strategies. Comparing the companies' market positions and the 7Ps of marketing (Product, Price, Place, Promotion, People, Process, and Physical Evidence) (Appendix 4) will help you understand how they operate. Six Senses, a luxury eco-friendly hotel chain, provides immersive wellness opportunities. It provides opulent lodging, spa and wellness services, as well as holistic and sustainable activities. Luxury and sustainability are the main priorities (Pakpahan et al., 2022). Moxy targets a younger, more sociable demographic seeking out affordable, lovely apartments. Moxy features a sleek, light-filled aesthetic, cutting-edge facilities, and fun communal areas. Customers desire distinctive and interactive experiences, thus the brand fosters a fun and social environment (Andi, Gusti and Deden, 2021). Six Senses' luxury status is reflected in its pricing. With their high prices, Six Senses facilities draw wealthy, environmentally conscious guests. For vacationers on a tight budget looking for a chic and entertaining stay, Moxy Hotels are a great option (Haque, 2020). For its hotels, Six Senses selects stunning, remote, and natural places. This strategy highlights the brand's commitment to providing visitors with a serene and stunning refuge (Yadnya, Triyuni and Sari, 2022). Moxy hotels are usually located in urban or popular tourist areas, making access to local activities and entertainment simple. The company caters to tourists looking for an exciting experience close to the action. Both companies use a variety of marketing strategies to reach their target markets. Through social media, digital marketing, and collaborations with celebrities that value the environment, Six Senses spreads awareness of sustainability and well-being (Urmila, Astuti and Triyuni, 2023). The brand's reputation is enhanced by PR and notable occasions. Customers can interact with Moxy via social media. The company promotes community participation and user-generated content on Instagram. Through partnerships with online travel agents, Moxy advertises. To deliver top-notch service, Six Senses trains its "GEMs" (Guest Experience Makers). These people are trained to provide personalised service to visitors and make their stay memorable. The "Crew" at Moxy promotes a sense of community. Crew members are encouraged to engage with customers and foster a friendly environment (Nicholas, Andre and Sukmadi, 2022). Both companies strive to provide easy and convenient experiences. Six Senses caters its services to individual needs (Nicholas, Andre and Sukmadi, 2022). The brand's methods encourage well-being and relaxation. Moxy puts convenience first. The brand streamlines procedures like smartphone check-in and keyless entry to satisfy the expectations of the target demographic for digital ease. The interiors at Six Senses are lovely and environmentally sustainable. Natural elements, eco-friendly materials, and regional inspiration were used in the design. The objective is to develop a brand-aligned experience that is visually appealing and engrossing. Moxy hotels feature a chic appearance (Haque, 2020).
According to Similarweb, Six Senses is ranked 125.305 globally, and the US accounts for the majority of its network traffic (Similarweb, 2023b). Between February and April 2023, their website received 1.227,000 page visits, with an average viewing time of 1.41 minutes and a bounce-back rate of 58.26%. The age demographic is diverse but elderly, and the gender distribution is almost equal. They appear to prefer Facebook as a marketing platform. The network traffic at Moxy Hotels is comparable to that at Six Senses, although they don't have a global ranking. They received 625.019 page visits, averaging just 19 seconds per view, and had a bounce-back rate of 66.88% (Similarweb, 2023a). There are no comparable demographic statistics. Their favourite marketing platform is YouTube (Appendix 5). Both Six Senses and Moxy appeal to target audiences by discussing sustainability, social issues, geopolitics, and current trends, reflecting evolving consumer attitudes (George, 2021). Six Senses focuses on reducing its carbon footprint and supporting communities, fostering inclusiveness and local economic growth (Guo, 2021). Moxy strengthens communities and addresses societal problems through openness and diversity. Both brands prioritize the safety of tourists in different regions, effectively managing uncertainty and maintaining a positive image. To better serve customers, both brands have modified their marketing strategies. Sustainability, well-being, and luxury have always been priorities for Six Senses. More sustainability is being emphasised by the brand (Darsiah, Ingkadijaya and Osman, 2023). Six Senses focuses on community assistance, ecosystem preservation, and environmental sustainability, meeting the demand for responsible travel. They also offer health goods and holistic experiences. Making guests feel social has been a major focus of Moxy's marketing. The brand initially emphasised accessibility, contemporary style, and technologically advanced facilities. Moxy currently places a high value on inclusivity and community (Carvalho and Pinto, 2018). The brand now places a focus on serving as a representative of various visitors. Community building is another goal of Moxy's social media and user-generated content. The messaging has altered since younger travellers want to interact with others. 












Conclusion 
Both Six Senses and Moxy have made meticulous adjustments to their marketing to match the demands of their customers and the most recent trends. Sustainability, wellness, and luxury are the three pillars on which Six Senses is built, with an increasing emphasis on eco-friendliness. On the other hand, Moxy encourages community building. Both companies have revised their marketing strategies to incorporate sustainability, social issues, and current events to remain desirable and relevant in their respective industries.
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Appendices 
Appendix 1: PESTLE.
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Appendix 2: PESTLE comparison.

	Factors
	Six Senses
	Moxy

	Political
	Stable political climate
	Stable political climate

	Economic
	Affluent target market; economic stability
	Economic stability; budget-conscious travellers

	Social
	Increasing wellness trend; luxury travel demand
	Social trend of seeking unique experiences; inclusivity

	Technological
	Embracing technology advancements; digital connectivity
	Utilizing technology for convenience; digital engagement

	Legal
	Compliance with local regulations
	Compliance with local regulations

	Environmental
	Focus on sustainability; eco-friendly practices
	Minimal focus on sustainability














Appendix 3: SWOT comparison.
	Factors Six Senses
	

	Strengths
	Weaknesses

	Brand reputation. Six Senses has been voted the world's top hotel brand for the past two years, indicating its strong reputation and customer appeal (Hamdi, 2019).
Luxury accommodations of high-end in some of the world's most unique locations, including Thailand, the Maldives, and Portugal (Six Senses – resorts, 2023).
High-quality customer service with a focus on personalized experiences for guests (Six Senses – about-us, 2023).
Established Global Presence. Investment in Sustainability Initiatives. Family-friendly and Couples-Friendly appeal.
Excellent reputation in the hotel sector (Zhang et al., 2020).
Strong focus on sustainability and eco-friendly practices (Six Senses – sustainability, 2023).

	Some places do not have many Six Senses hotels to choose from.
Limited brand recognition compared to competitors.   
Reduction in customers due to higher prices for services.



	Opportunities
	Threats

	Expanding the business into new markets and regions (Michopoulou, 2019).
Urban market penetration with a property already under construction in West Chelsea, Manhattan, New York City (Hamdi, 2019).
Growing demand for sustainable and wellness-focused travel.
More affordable options could be offered for attracting more customers.
Partnerships could be created with luxury brands.
	Increased competition in the luxury eco-friendly market.
Unforeseen changes in behaviour and preferences of customers.
Economic downturns can reduce demand for luxury travel, which could negatively impact Six Senses' revenue and profitability.




	Factors Moxy Hotels
	

	Strengths
	Weaknesses

	Vibrant and trendy brand image. Moxy is known for its modern and playful design aesthetic (Moxy Hotels - Brand Overview, 2023).
Integration with Marriott Bonvoy. This enhances customer loyalty and engagement (Jones, 2022).
Competitive pricing. Moxy offers affordable room rates compared to other Marriott-owned brands, making it accessible to a broader range of consumers.
Market innovation (Guo, 2021). 
A well-known hotel chain with an established structure.
A new and innovative idea, emphasising on sustainable living.

	Limited brand recognition. Moxy Hotel is a relatively new brand that is not yet widely recognized by the general public (Jones, 2022).
Limited luxury amenities; perception of being budget-focused.
Unconventional aspects. For some clients, for instance, it may be difficult not to have a front desk.
Small room size and basic amenities (Jones, 2022).
Limited dining options: In Europe, most Moxy hotels offer minimal dining options, typically limited to a bar and grab-and-go marts (Jones, 2022).

	Opportunities
	Threats

	Expanding into new markets: Moxy has the opportunity to expand its global footprint and target new markets, such as Africa and the Middle East (Marriott, 2023)
To attract a broader range of customers by offering other facilities and services (Shrivastava et al, nd.).


	Volatility in the budget hotel segment, changing consumer preferences.
The hospitality business is threatened by a high level of competition from well-recognized hotel brands (Kandampully and Solnet, 2020).
The downturns or crises, as well as sudden changes in customer tastes and behaviour.










Appendix 4: Marketing 7Ps comparison.
	Factors
	Six Senses
	Moxy

	Product
	Luxury eco-friendly accommodations, wellness experiences
	Affordable boutique accommodations, vibrant and modern design

	Price
	Higher pricing to reflect luxury positioning
	Competitive and budget-friendly pricing

	Place
	Remote and nature-rich locations, emphasizing tranquillity
	Urban areas or popular tourist destinations, in the heart of action

	Promotion
	Emphasis on sustainability, wellness, and eco-friendly practices
	Social media engagement, user-generated content, online travel agencies

	People
	Well-trained staff delivering personalized service
	Engaging and friendly staff promoting a social atmosphere

	Process
	Personalized approach, tailoring services to individual needs
	Streamlined processes for efficiency and convenience

	Physical Evidence
	Luxurious and sustainable ambiance, natural elements
	Modern and trendy physical appearance, energetic atmosphere









Appendix 5: Similarweb results. 
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Appendix 6: Class exercise poster. 
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