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Introduction 
Marketing strategies represent in particular essential section that will lead the business to the heights of success, becoming a business model to be followed by other brands. Over time, the hotel industry has known a series of marketing strategies to meet the demand in the most satisfactory way possible. Therefore, the purpose of this essay is represented by the comparison of two strong brands in the hotel field, broadly following the marketing strategies applied to the Six Senses and Moxy brands. During the essay we will be able to determine as a key points of several marketing strategies the inclination of the hospitality brand against viable green practices, which don’t present a primarily unfavorable shock on the services performed to clients or the great standards in the field.

Main Body
Analyzing the strengths and weaknesses resulting from the marketing strategies, it is worth noting that viewpoint of similarities, both brands are current in several geographic territory, offering customers full confidence in the greater courageous trips. An additional similarity for the hospitality equivalent is represented by the fact that both hotels have a significant history in customer loyalty and the service packages offered are known especially for the increased comfort as well as for the innovative ideas created especially for the target groups.
Marketing mix
Product: Product innovation through technological development  (Cao et al, 2022). The two brands analyzed offer a "guest room experience" that gives client satisfaction, thus creating a fierce rivality among existing marques (Lee, 2015). Six Senses was founded in 1995 with a goal to build up responsible culinary practice. From exotic resorts and spas to private clubs and luxury residences, existing developments are innovative, sustainable and are the unique and special beauty of the area. Each unit in the particular portfolio is special, even marvelous, with its own interpretation of life (DeFranco et al., 2022). 
Innovation is driven by client, thus the Gen Y leisure adventurer with a different cost of hotel (MOXY) and the Millennial businesses with an exclusive design-driven hospitality industry (Sima, 2016). Designed for young people, Moxy considers non-conformity, openness and freshness as the fundamental attraction. Although it features small bedrooms, they are extremely smart, offers dynamic communication with bold plug and play programming, the Moxy involvement is vigorously designed and playfully executed. Both brands wants that AI (artificial intelligence) hopes to replace human functions, and technology providers are striving to increase accuracy by improving cognitive levels (LV et al., 2021).
Price: In terms of prices  Six Senses is offering special offers per season, for example for 14 night in Paris will be 15% savings throughout the season except over peak weeks, only 10% need to be paid at the date of booking. Furthermore, Moxy offers complete, non-compliant services in particular for millennials where technological acceptance is at higher level ((Ho et al., 2022) whose intensity and desire to consume brings added profit to this marque through mixture rare adventures, generous groups of clients.  Changes in standardization mixed with digital marketing became one of the powerful tool especially for hotel industry (Bhandari and Sin, 2023). 
Place:  Six Senses has in its portfolio multiple hotels and resorts, these being located in the most sought-after locations, including the most exclusive locations (Silva, 2018). Offering great experience, Six Senses rooms reflecting a sense of place and sensitivity for the local environment with locations like Bhutan, Cambodia, China, India, Indonesia, Israel, Fiji, France, Maldives, Oman, Portugal, Thailand, Vietnam, Italy. Moxy owns an impressive portfolio of hotels and resorts on almost every continent. Currently, there are 134 hotels and resorts, offering customers unforgettable memories in spectaculars locations such as: Italy, Japan, Indonesia, China and Hong Kong, Taiwan, France, Netherlands, United Kingdom and so on. 

Promotion: From the point of view of promotion, Six Senses relies on group activities. Although this brand uses websites, it is present on all social media platforms. For example, since 2014 operating as Vana, the strong philosophy and loyalty of Vanavasi customers contribute to maintaining full interest and respect for farming, traditional wisdom and nature  (Serradas, 2022). This hotel innovation proved to be highly appreciated by customers on Instagram. For example, the veneration of the self is also adapted into promoting, nowadays hotels ordering primary mentors and chains creating lodging collections (Brudney, 2017).
Social media provides a means to communicate and influence consumer obtaining outcomes. Nowadays the growth of social networks gain attracted the consideration of buyer which alarmingly move apart more and more against conventional ways of promotion (Khan and Abir, 2022). Similar to the other hotel brands, Moxy wants to make its mark in the lifestyle of its customers by offering unique deals. S Visiting the website www.moxy-hotels.marriott.com exclusive offers can be find “Home game”, “stay and play” also “work hard, play hard”. As we have already become accustomed to, Moxy is intensely active on social networks, the most visible being Instagram, lately the posting of content by influencers with the Moxy tag and hashtag has become a trend. 

Entering the segmentation, targeting and positioning marketing strategies we can say that Six Senses analyzes in detail every element of market penetration, managing to made his brand glorious in divers sections, from metropolises to the most exotic locations. The key international provocation touching the evolution of city hotels is the "new business rules" in the hospitality, where a spirit of innovation in city hotels in particular is a must for competition (Stoyanova, 2017). The hospitality industry knew that the fundamental decision to have customer revisiting  is to give them exclusive adventures they can't have in any other  place (Chala, 2017). Similarly, the hospitality industry, for example, is well suited for sensory marketing applications. Travelling business serve as an all-inclusive field of  benefits of this category of marketing, but it is uncommon for hospitality industry to adopt this path in marketing policy(Yozukmaz and Topaloğlu, 2016). From the point of view of the target group targeted by the services offered, we can mention that the variety of places Six Senses knows how to make a wide range of customers loyal, the customers who want luxury, exclusive experiences and who are willing to offer a lot of money for these types of services. Starting from the crucial premises for completing competitiveness on the hospitality market, businesses are guided by the principles of sustainable development (Jovanovic, 2019). Some researchers believe that the three-way interactive effects of corporate social responsibility (CSR), green human resource management (GHRM) and responsible leadership on performance lead the business model to favorable values necessary for the prosperity of the hotel industry (He et. al, 2021).

In the last 2 years, the hotel industry faced a series of external factors that negatively influenced the daily activity, affecting the organizational hierarchy and the profits of the hotels, even of the big hotel brands. One of the most significant global disruptive events of the last decade is the Covid-19 pandemic, which has brought with it a series of significant restrictions and which have left their mark on the hotel sector, highlighting the weaknesses of this industry. Immediately post-pandemic, a new threat appears - the war in Ukraine, which instills fears among clients, who primarily reduce vacations. nowadays, the main concern at the international level is to avoid an economic collapse due to the major events stated previously.

Under the threat of the war in Ukraine, at the national level mainly there were a series of measures to prevent any incidents resulting from armed interventions. For example, a series of measures at the national level such as the restriction of free movement outside the border, especially for the neighboring countries of Russia and Ukraine under the threat of unforeseen events generated by the risk of war. The recommendations announced by the government of each neighboring state, such as avoiding travel near the risk area or traveling in strict necessity. Obviously, the number of customers staying in the hotels and resorts of our brands showed a drastic decrease, especially in the first 3 months after the event.

From a macroeconomic point of view, it is considered that all previous events leave their mark not only on the economic condition of the respective state, but also on the behavior of customers depending on the goods accessible on the market on the day of the request. Concluding, essentially the largest disturbing cause for the hotel business, as it is necessary to rethink the business strategy, which leads to innovations based on the needs and wishes of customers.




Conclusion 
We can conclude that the two analyzed hotel brands are similar in their field of activity and in their creditworthiness on the market in the eyes of customers. Both Sei Senses and Moxy offer luxury services, owning hotels and resorts in several countries around the world. From the point of view of the marketing mix, the biggest difference can be seen in the number of locations owned, as well as in the choice of the target group. The two compared brands use similar promotion tools: advertisements based on similar searches on the browser and social channels similar as Instagram and Facebook represent the best strategy of the moment. 
















References
1. Bhandari, R. and Sin, M.V.A., 2023. Optimizing digital marketing in hospitality industries. Startupreneur Bisnis Digital (SABDA Journal), 2(1).
2. Brudney, D.M., 2017. Are Hotels Coveting only Half of the Millennial Market? Part Two.
3. Cao, A., Shi, F. and Bai, B., 2022. A comparative review of hospitality and tourism innovation research in academic and trade journals. International Journal of Contemporary Hospitality Management, (ahead-of-print).
4. Chala, K., 2017. Unusual services in world’s hotels (Doctoral dissertation).
5. DeFranco, A., Koh, Y., Prem, P. and Love, B., 2022. Inclusion of condominium units in luxury hotels as a diversification strategy: Property performance perspective. Cornell Hospitality Quarterly, 63(1), pp.108-118.
6. He, J., Morrison, A.M. and Zhang, H., 2021. Being sustainable: The three‐way interactive effects of CSR, green human resource management, and responsible leadership on employee green behavior and task performance. Corporate Social Responsibility and Environmental Management, 28(3), pp.1043-1054.
7. Ho, M.T., Mantello, P., Ghotbi, N., Nguyen, M.H., Nguyen, H.K.T. and Vuong, Q.H., 2022. Rethinking technological acceptance in the age of emotional AI: surveying Gen Z (Zoomer) attitudes toward non-conscious data collection. Technology in Society, 70, p.102011.
8. Jaeger, J. and Pahiyiannakis, L., 2020. Revenue Management: A Hotel Owner’s Perspective. In Hospitality Revenue Management (pp. 437-467). Apple Academic Press.
9. Jovanović, S., 2019. Green hotels as a new trend in the function of sustainable development and competitiveness improvement. Economics of Sustainable Development, 3(1), pp.1-7.
10. Khan, M.Y.H. and Abir, T., 2022. The role of social media marketing in the tourism and hospitality industry: A conceptual study on Bangladesh. In ICT as Innovator between Tourism and Culture (pp. 213-229). IGI Global..
11. Lee, S.K., 2015. Quality differentiation and conditional spatial price competition among hotels. Tourism Management, 46, pp.114-122.
12. Lv, X., Yang, Y., Qin, D., Cao, X. and Xu, H., 2022. Artificial intelligence service recovery: The role of empathic response in hospitality customers’ continuous usage intention. Computers in Human Behavior, 126, p.106993.
13. Serradas, M.M.M.R., 2022. Managing the tensions between luxury and sustainability: the case of the luxury hotels (Doctoral dissertation).
14. Silva, S.D.S.B., 2018. Wellness tourism in Southeast Asia: the case study of Six Senses Hotels Resorts & Spas (Doctoral dissertation).
15. Sima, C., 2016. Generations BB, X, Y, Z, a–the changing consumer in the hospitality industry. In The Routledge Handbook of Hotel Chain Management (pp. 497-505). Routledge.
16. Stoyanova, M.I., 2017. Challenges facing city hotels in a globalized world. In World scientific expanse (pp. 270-275).
17. Yozukmaz, N. and Topaloğlu, C., 2016. Senses in hospitality: How do hotels appeal to them. Journal of Tourism and Hospitality Management, 4(2), pp.51-74.











Appendices 
[image: 1]
[image: 2]
[image: 3]
[image: 4][image: 5]
[image: 6]
[image: 7][image: 9][image: 10][image: 11][image: 13][image: 14][image: 15]



image5.png
v moxy-hotels.marriott.com Vs

. sn  sixsenses.com + Add
[ ] [ ]

Website Performance ©POF & Feb 2023 - Apr 2023 (3 Months) ¥ Worldwide v Ep

Geography

Top countries ©
Feb 2023 - Apr 2023 All traffic

Country Traffic Share Group traffic share split
, £ United States 19.92% =
. w 3 & United Kingdom  10.85% &
() France 6.26% 1
e Japan 596% 1

S Spain 5.34% 1




image6.png
Channels overview
Feb 2023 - Apr 2023 Worldwide All traffic

moxy-hotels.marri... sixsenses.com ‘@
569,456 1.133M
75%
50%
25%
A | E—
Dir... Em... Refer

Sociz

Orgal

Paid

Displ




image7.png
Organic Search @ moxy-hotels.marriott.com is in the lead with 63.08% organic search I

Top organic search terms ©
Feb 2023 - Apr 2023 Worldwide Desktop

@® moxy-hotels.marriott.com @ sixsenses.com

Search Term Traffic Share Group Share Split Volume CpPC
six senses 7.33% 28,220 $1.20
moxy 5.24% T, 59670 $1.38
moxy hotel 5.24% T TR 28,820 $0.91
moxy hotels 2.51% T TR 5,560 $1.58
0% ]

six senses laamu 2.06% 100% 9,440 $0.77




image8.png
Top referring websites ©
Feb 2023 - Apr 2023 & Worldwide & Desktop

Domain Website Categories Traffic Share Group Traffic Share Split

@ ihg.com Accommodation and Hotels 33.19% mm—m [ 100% ]
G google.com Search Engines 11.54% = [ 100% ]
@ cntravellercom Travel and Tourism 2.96% 1 [ 100% ]
@ travelandleisure.com Travel and Tourism 2.86% 1 [ 100% ]
@ ihg.comen Travel and Tourism 2.86% 1 [ 100% ]




image9.png
Social @ moxy-hotels.marriott.com is in the lead with 3.95% social traffic II

Social traffic ©
Feb 2023 - Apr 2023 Worldwide Desktop

moxy-hotels.marriott.c... sixsenses.com

100%

50%

o Yo.. @ Fac.. @ Ins.. Other

0%




image10.png
Traffic share by country © o+
Feb 2023 - Apr 2023 All traffic

Search
Country (84) Traffic Share Competitive Traffic Share
1 £ United States 19.92% =
2 & United Kingdom 10.85% ®
3 () France 6.26% 1
4 ® Japan 5.96% 1

5 < Spain 5.34% 1




image11.png
Age Distribution ©

40%

30%

20%

10%

18-24

25-34

35-44

4554

55-64

65+

M+

moxy-hotels.mar

sixsenses.com




image12.png
Browsing habits of visitors to moxy-hotels.marriott.com ©

»wa  moxy-hotels.marriott.com +

Industry Distribution

Computers Electronics and Technology > Social Ne...
Computers Electronics and Technology > Search E...
Computers Electronics and Technology > Email

Computers Electronics and Technology > Program...

Ecommerce and Shopping > Marketplace

Others

All Industries ~

»~ moxy-hotels.marriott

27.53%

14.86%

11.97%

11.22%

9.37%

25.05%

Topics Distribution (1)

google search google tools social

. . web
searchengine SOCIAl NEtwOrking emai

ascgks sslendar oracsconmy

web search videogames Ol V€52 internet
s Mal sy gaarch 1o vdees Ve

€ Ml PR s eavarting screts vides sharig

cangar yOURBE (oo cmine 3noESNG music :

ek vdes i\, 59 mtemet video

e s COMMUNItyY webmail
smazan

vides equipment §0OQle Mail shopping music videos

google sccount SOCIAl media




image13.png
Audience Interests
Domain (15)
1 mail.google.com
2 G google.com
3 © youtube.com
4 G calendar.google.com
5 8, amazon.com
6 Upgrade your Account
7 Upgrade your Account
8 Upgrade your Account

9 Upgrade your Account

Feb 2023 - Apr 2023 (3 Months) ¥ @ Worldwide

Industry

Ed Computers Electronics and Technol...

Ed Computers Electronics and Technol...

M Arts and Entertainment > TV Movies ...

Ed Computers Electronics and Technol...
‘W Ecommerce and Shopping > Market...
Ed Computers Electronics and Technol...
Ed Computers Electronics and Technol...
Ed Computers Electronics and Technol...

Ed Computers Electronics and Technol...

Global Rank

#1

#2

#12

#18

#4

#3

Relevance Score

100 o—

90  ee—

75

68

68

66

66

61

60

50 Al traffic

Cros

55.2

60.8

39.C

27.2

30.4

32.8

26.2

24.9

27.9




image1.png
Global rank ©
Feb 2023 - Apr 2023

Domain

v moxy-hotels.mar...

< sixsenses.com

Worldwide
Rank

N/A

#125,305

Country rank ©
Feb 2023 - Apr 2023 £ United States

Domain Rank
#a moxy-hotels.mar... N/A
<. sixsenses.com #130,418

Industry rank ©

In & ..ism/Accommodation and Hotels

Domain Rank
»a moxy-hotels.mar... N/A
. sixsenses.com #614




image2.png
Traffic & Engagement

Total visits © Device distribution ©®

Feb 2023 - Apr 2023 Worldwide Feb 2023 - Apr 2023 Worldwide
Domain % # Domain Desktop Mobile
»a moxy-hotels.marriot... EE— 625,019 »a moxy-hotels.marriot... 10.3% = 89.7%

. sixsenses.com — 1.227M . sixsenses.com 23.5% mEEmmmm— 76.5%




image3.png
Engagement ©
Feb 2023 - Apr 2023

Metric

Monthly visits

Monthly unique visitors
Visits / Unique visitors
Visit duration

Pages per visit

Bounce rate

Worldwide All traffic
@ moxy-hotels.marriott.com
208,340
N/A
N/A
00:00:19
1.49

66.88%

@ sixsenses.com
409,259 =
N/A

N/A

00:01:41
275

58.26%




image4.png
Visits over time ©
Feb 2023 - Apr 2023 Worldwide All traffic

moxy-hotels.marriott.com sixsenses.com

625,019 1.227M

450,000

400,000

350,000

300,000

250,000





