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The hospitality industry is a highly competitive field, where businesses aim toattract customers through various marketing methods and strategies(Bojanic, 1996). Among the many multinational hotel brands, Six Senses and Moxy are two of the well-known names. Both hotels offer unique experiences to their guests and employ diversemarketing strategies to reach their target audience. Six Senses Hotels Resorts Spas is a luxury hotel chain with properties in various locations around the world and is known for offering a luxurious and sustainable experience to its guests, with a focus on wellness and environmental sustainability. Moxy, a subsidiary of Marriott International,on the other hand, is a modern and budget-friendly hotel brand that appeals to a younger and tech-savvy audience. Both Six Senses and Moxy have established themselves as unique and attractive options for travelers, but their approaches to hospitality and marketing are vastly different. This essay will compare and analyze the marketing methods and strategies used by Six Senses and Moxy. It will also examine how they differ and what they have in common and evaluate their effectiveness in attracting guests and building brand loyalty. By doing so this essay will delve deeper understanding of the role of marketing in the hotelindustry and how two leading hotel brands approach it.
The marketing methods and strategies of multinational hotel brands are crucial for their success in attracting guests and building brand loyalty(Yadav, Kumar Dokania and Swaroop Pathak, 2016). Both Six Senses and Moxy have made distinct choices in their marketing methods and strategies, reflecting their unique approaches to hospitality (Kilgore, 2017). Six Senses is known for itsluxurious and sustainable approach to hospitality, offering guests a unique experience that prioritizes wellness and environmental sustainability(Kotler and Keller, 2015). The brand has a strong focus on digital marketing, leveraging social media platforms such as Instagram and Facebook to showcase its properties and services. Additionally,Six Senses has invested in content marketing, creating informative and engaging blog posts that highlight its commitment to sustainability and wellness. Moxy, on the other hand, has taken a more tech-savvy and budget-friendly approach to hospitality. The brand targets a younger, urban audience and has a strong focus on digital marketing, using social media platforms such as Instagram and Twitter to connect with its target audience. Moxy has also invested in influencermarketing, partnering with social media influencers to promote its properties and services to a wider audience. Meanwhile, using Similarweb, it can be assessed that Six Senses has a higher organic search traffic and a larger audience, while Moxy has a higher bounce rate and a smaller audience(Six Senses Hotels, 2022). This suggests that Six Senses has a stronger digital presence and a more established brand, while Moxy may have room for improvement in terms of attracting and retaining visitors. In this instance, Moxy should continuously evaluate and improve its products and services to meet changing customer needs and expectations (Phillips, 2018). This can be done through customer feedback mechanisms, market research, and regularly reviewing performance metrics. By continuously improving its offerings, Moxy can stay relevant and appealing to customers, leading to higher customer retention rates.
Currently, both hotels focus on sustainability, wellness, and local cultural experiences in their marketing strategies. They have recently introduced new initiatives like carbon-neutral operations, environmentally friendly packaging, and farm-to-table dining experiences to promote their commitment to sustainability. Both brands have changed their marketing strategies in the wake of the Ukraine crisis, including Moxy and Six Senses (Jones, 2019). The hotels have implemented new safety measures and protocols in response to the conflict, and they are using digital channels to communicate with their potential customers. Additionally, Six Senses is leveraging promotional campaigns and discounts to incentivize bookings and attract customers, while also emphasizing their commitment to safety and security (Janssen, 2020). In comparison to their previous strategies, Moxy has improved by incorporating more data and customer insights into their marketing decisions.They have also increased their focus on sustainability, health and safety, and digital marketing to better respond to changing customer needs and preferences. According to a report by Phocuswright, the luxury travel market is expected to recover in 2022 as travel restrictions ease and consumer confidence returns(Phocuswright, 2022). This presents a growth opportunity for both Six Senses and Moxy, who will continue to innovate their marketing strategies to appeal to a new generation of travelers.
Moreover, as aforementioned, both Six Senses and Moxy have made sustainability a key consideration in their marketing strategies, recognizing the growing trend of environmentally conscious travelers. Six Senses, in particular, has madesustainability a central pillar of their brand, offering eco-friendly initiatives such as sustainable food sourcing, waste management, and water conservationprograms at their properties(Moxy Hotels, 2022). Meanwhile, Moxy does also promote these efforts in their marketing messages, highlighting their commitment to reducing their environmental impact (Lad, 2019). In terms of social and geopolitical issues, both brands have made efforts to promote diversity and inclusion in their marketing campaigns. Six Senses, for example, has launched initiatives to support local communities, such as providing employment opportunities and supporting local artisans and craftspeople (Galt, 2020). Similarly, Moxy has also made a conscious effort to reflect a diverse range of guests in theiradvertising materials, including images of travelers from different backgrounds and cultures. They have also incorporated these measures into their marketing campaigns, highlighting their commitment to the health and well-being of guests. Similarly, a study by the World Travel & Tourism Council (WTTC) found that sustainability, health and safety, and community engagement are among the most important considerations for travelers in the evolving hospitality industry(World Travel & Tourism Council, 2021). By incorporating these factors into their marketing strategies, Six Senses and Moxy are positioning themselves as responsible and trustworthy brands in the eyes of travelers.
In addition, marketing messages play a significant role in shaping the marketing strategies and methods of multinational companies like Six Senses and Moxy(Tepeci, 1999).In the wake of current Ukraine crises, increase in inflation and interest rate across the world Six Senses is also moving towards offering different discounts to their potential customers (Kassner, 2019). Meanwhile, Moxy also is coping with the current situation by developingmarketing messages sympathizing with the affected (by conflict, inflation and interest rate) clients and succeeding to make a positive perception of these people towards travel despite the challenges (Aaker, 2017). Moreover, to promote their commitment to safety and the well-being of their customers and staff, they have increased their marketing efforts. Moreover, Six Senses has launched a campaign to remind customers that they are still open for business in Ukraine. They have also increased their presence on social media, emphasizing the safety and security measures they have implemented, as well as showcasing their beautiful locations. Additionally, they have been actively engaging in conversations with potential guests, offering personalized advice and support. They are also running a series of special offers for those planning to visit Ukraine, such as discounted room rates and special packages. Moxy, on the other hand, has properties in cities across Ukraine. In order to maintain their presence and support the local economy, Moxy has adopted an aggressive marketing strategy. They have been running a series of campaigns in local newspapers and on social media platforms, highlighting their commitment to safety and security. They have also launched a series of “Ukraine Crisis Deals”, offering discounts. They also highlight the unique and playful design of their properties, as well as the cultural experiences they offer in the local area.Meanwhile, shifting towards digital channels, as the trend towards online travel bookings has accelerated.
In conclusion, Six Senses and Moxy are two distinct multinational hotel brands with unique approaches to marketing. Six Senses positions itself as a leader in sustainable tourism, offering eco-friendly initiatives and a focus on wellness, while Moxy targets a younger, tech-savvy demographic with its playful designand technology-driven amenities. Both brands have evolved their marketing strategies in response to contemporary issues and changing consumer preferences, with a greater emphasis on safety measures in the wake of the Ukraine crisis. Both brands have adapted their marketing messages and methods in response to changing trends and priorities in the travel industry.They have also shifted towards digital channels, in response to the growing trend towards online travel bookings. In particular for both, marketing messages play a crucial role in shaping the marketing strategies and methods. By communicatingtheir brand values, priorities, and offerings, companies can effectively influence consumer behavior and build a strong and recognizable brand image. The development of marketing messages is a continuous process, and companiesmust continually assess and adjust their strategies to remain competitive in an ever-changing market.
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