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This essay aims at analyzing and comparing the marketing methods and marketing strategies of two multinational hotel brands Six Senses and Moxy. Marketing is extremely important aspect of the hospitality industry as the success of this sector is dependent on advertising the services and facilities provided by the hotels and making consumers attracted and engaged to the brands (Baines et al., 2016). The international hotel brands prepare their marketing strategies in a way that the marketing activities effectively let consumers know about the key focus and message of the brands (Belch and Belch, 2004). The international hospitality industry is a vast business sector within which several renowned hotel brands operate. Different hotel brands implement different marketing methods and strategies based on their resources, target customers and business goals. The two multinational hotel brands whose marketing strategies will be compared are Moxy and Six Senses. Moxy is an international hotel brand which is a subsidiary of Marriott International. The first Moxy hotel was opened in 2014 in Milan in partnership with the successful and well known Swedish furniture brand IKEA. Currently Moxy has more than 70 hotels open worldwide on three different continents. Six Senses is an international hotel brand owned by the IHG Hotels & Resorts. Six Senses started its journey in 1995. The key attributes of the Six Senses hotel brand are sustainability, environmental awareness and social responsibility. Both the hotel brands are operating successfully in the international hospitality sector and has distinctive marketing strategies. 

An effective marketing strategy with appropriate marketing choices can make a business organization successful in the long run (Clow and Baack, 2013). The primary marketing choices of Moxy include online marketing activities along with some traditional marketing processes. Helping customers with their queries and issues is a key aspect of the marketing choice of Moxy. Providing improved customer services through a continuous customer connection system is another marketing choice of Moxy. With the improvements in advanced technologies, Moxy has taken the direction of online marketing activities more than offline marketing. The significant shift occurred due to Moxy’s understanding of how online marketing will become the key marketing activity of any business in the years to come (Kotler and Kartajaya, 2017). The well designed and active website of Moxy is an important part of their marketing strategy. the website represents all the necessary aspects of Moxy which attracts consumers to avail their services. The key marketing choice of Six Senses is the proper segmentation of the customers into appropriate market divisions (Smith, 2018). The reason behind the marketing choice of the Six Senses is that the hotel brand has a substantial customer base which the brand has gained over the years. The Six Senses hotel brand focuses on gaining customer loyalty by satisfying customer needs precisely for which they have been able to gain the loyal and engaged customer base. The Six Senses hotels try and provide personalized services to their customers for which they have gained repeat customers and advertising of the brand is conducted through the existing customers. The Six Senses hotel brand has chosen this direction due to their primary focus on sustainability, environmental friendliness and social responsibility. 
Moxy focuses on providing a light, joyful and warm experience to their customers. The customer segments of Moxy comprise of mostly young people who love the warm and joyful hospitality experience. As the particular customer segment is proactively present on different social media platforms, Moxy focuses on carrying out online and digital marketing activities (Chaffey and Ellis-Chadwick, 2019). Conducting various marketing activities frequently is a major part of the marketing strategy of Moxy. Moxy carries out market research on the choices and preferences of their customers and tries to provide services and facilities according to the customer choices. The various online marketing activities have been chosen by Moxy due to the fact that most of the customers of Moxy are millennials. Social media marketing is a key marketing strategy of Moxy. As the millennial generation is largely influenced by influencers, conducting influencer marketing is another important marketing strategy of Moxy. Moxy has been able to create a strong market presence and market position through their effective marketing strategies (Ghauri, 2014). The Six Senses hotel believes in providing truly fine hospitality services and facilities to their customers with a view to spreading the brand through the guests who have already availed the services of the hotel. Being environmentally friendly and socially responsible largely promotes the brand image of the hotel brand as both are much required attributes in today’s world. Investing in customer research is an important aspect of Six Senses’ marketing strategy. Six Senses focuses on identifying the wellness needs of the customers so that they can design the wellness activities for their segmented customers. As concepts like wellness, sustainability, environmental friendliness are appraised issues in today’s world, people easily get attracted to the brands who promote and integrate the concepts in their businesses. The market position of the Six Senses hotel brand is extremely strong by virtue of their unique focus and attributes (Bergquist et al., 2016). The Six Senses hotels and resorts have been voted the number one brand in the world by readers of Travel + Leisure magazine which is the most influential travel magazine in the United States. 
Moxy is a hotel brand that focuses on creating an exuberant experience for the young, fun loving travelers. The marketing strategy of Moxy takes the social factor into consideration by creating a new life style experience for the customers. As the majority of the customers of Moxy include millennials, the hotel brand aims ta creating an affordable yet stylish experience for the customers. Moxy’s marketing strategy focus is promoting the concept of ‘stay socially connected’ by providing a friendly and warm experience to the customers. As Moxy considers social aspects specially aimed at the young and millennial customers, the hotel brand attracts fun hunters. Compared to Moxy, the Six Senses hotel brand considers sustainability and wellness. The concepts of sustainability and wellness are two major focuses of the Six Senses. The hotel brand believes that wellness and sustainability go hand in hand and form a singular concept. These two concepts have become the core value of the Six Senses hotel brand. The sustainability and wellness considerations of the Six Senses have enabled them to gain competitive advantage in the market and the hotel brand has become the top hotel brand measured by the votes of the readers of US’s most influential magazine. The sustainability consideration of the Six Senses has also helped them in improving their brand image significantly as sustainable practices have become increasingly important for businesses (Cai and Hobson, 2004). The Six Senses hotel has also been able to attract consumers from all around the world through their sustainability focus (Ryan, 2012). 
The marketing message of Moxy hotel brand is the fusion of traditional hospitality with lively, warm communal spaces through an energetic work force. The hotel brand has been able to successfully spread the marketing message for which fun hunters are largely attracted to the Moxy hotels for enjoying a lively hospitality experience (Bowie et al., 2017). The ambience of Moxy hotel is created in a way that it spreads social connection among the guests staying at the hotel as the hotel prepares activities which are to be enjoyed together. The message of social connection is also a strong and effective message that can motivate strong social bond among the millennials. Moxy spreads a fun, youthful and inclusive spirit for the customers through their marketing strategy (Kotler et al., 2020). compared to Moxy, the Six Senses focuses more on spreading sustainability and wellness messages. The Six Senses spreads the necessity and importance of sustainability in human life and its every aspect (Cohen et al., 1998). The Six Senses hotel brand promotes sustainability as a part of everyone’s job in bringing wellness. The vision of the hotel brand is to help people reconnect with themselves, with others and with the world around them. The message spread by the Six Senses hotel brand has enabled them to gain a diverse customer base. People from different backgrounds got attracted to the brand as the vision of the brand helps people relive stress in the busy modern life. 

The successful and established hotel brands from all around the world have defined marketing choices and strategies which they develop based on their target customer, organizational vision and objectives (Smith, 2020). This essay compared the marketing strategies of two multinational hotel brands which are the Moxy hotel brand and the Six Senses hotel brand. Both the hotel brands are operating successfully in the industry. The two different hotel brands have distinctive marketing strategies which spread important messages for their customers as well as for the world. The Moxy hotel brand aims at creating a warm, lively experience for their customers and spread the message of social connection. The Six Senses hotel brand creates a calm, soothing and close to nature experience for their customers and spreads the message of sustainability in everyday life. The marketing strategies of both the hotels have helped them in gaining strong market positions and competitive advantage in the industry.
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