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Essay on
A comparison of the marketing methods of Moxy Hotel and Six Senses Hotel
The hotel industry in Europe is becoming increasingly competitive as a result of globalisation, particularly in the United Kingdom. Because small hotels earn a small amount of revenue annually, they are excluded from marketing strategies. It is important, however, to have a marketing strategy when managing a hotel business (Appelbaum & Schmitt, 2009). Two of the largest hotel chains in the world are examined in this article: Moxy and six senses. In the hotel chain industry, they represent the best marketing strategy. Aside from that, they advertise their services in the most creative way possible. They are also notable in the industry at the moment for their pricing strategies.
A series of queries led to the establishment of the Six Senses concept in 1995, following the inauguration of our first resort. If we could help people disconnect while staying connected by allowing them to revitalise their senses, then we would be able to move beyond their objectives. The unique value proposition and extensive history of Six Senses make it easy to access some of the world's most desirable locations, including major urban areas. Health and sustainability platforms are critical components of our competitive edge, as are our locations, our design, and our people. The one-of-a-kind health treatments and experiences we offer our guests are in keeping with our name. Six Senses facilities are designed to regenerate their guests and reconnect them to the surrounding environment (Bohdanowicz & Zientara, 2009). They focus on sustainability, health, and establishing a site where people can relate to the environment in harmony.
Founded in partnership with Swedish furniture manufacturer IKEA in 2014, the first Moxy Hotel opened in Milan. A huge amount of success has been achieved by Moxy Hotels since then. Three continents now have more than 70 stations. The Moxy hotel brand offers guests a witty, budget-friendly, and trendy stay without sacrificing any privileges. Moxy defies the limitations of typical hotel experiences, starting from check-in at the bar, with its over 60 immersive hotels throughout North America, Europe, and Asia Pacific (de Korte et al., 2019). By combining a contemporary, industrial aesthetic with hospitable service at an affordable price, the dynamic brand allows tourists to save space and spend more on experiences. Nonconformity, openness, and originality are values that Moxy values. With its well-considered, quirky design and innovative plug-in programs, the Moxy experience is a sense of humour and well-considered.
Marketing mix models are used to evaluate and allocate marketing budgets throughout the marketing mix in pursuit of strategic goals. Similarly, marketing mix models are effective when managing a portfolio of brands and driving expenditures across them. Moxy Hotel is a well-known hotel brand that offers lodging in many international markets. Furthermore, Moxy offers several luxury accommodations, including a number of premium, select, and timeshare properties. The Moxy brand remains a premium hotel brand. Twenty-one out of 30 of the company's brands are luxury or premium, reflecting the company's premium pricing strategy. Moxy is one of the world's most recognized luxury hotel brands. The company possesses a significant market share not only in the US, but also in key parts of Asia Pacific (Hanssens & Pauwels, 2016).
Unlike the six senses hotel, the marketing department at the hotel would not have anything to offer patrons/guests without it. The user often needs to go to the hotel product, in contrast to other products. There are many different types of hotel locations, including city centres, city outskirts, resort areas, and hill stations. An international hotel brands. Choosing the right mix of promotion and communication is essential for the hotel's director of sales and marketing. Communication between hotels and potential guests is done through promotion. A marketing mix strategy should include a pricing strategy. Potential visitors may opt out of a hotel's services if the hotel's commodities are not priced competitively.
The hotel industry is constantly being exposed to innovative social media marketing strategies by Moxy. The company was the first to provide hotel bookings over the Internet in the late 1990s. A one-size-fits-all approach is also used, engaging customers and cultures around the world. Modern enterprises will be reliant on technology in the future. One of their most successful marketing campaigns was the launch of M, a new mobile application. The tool provides a view of customer behaviour in real-time, so that users can see how they behave and what they wish for. Multi-channel brand presence is managed by its command centre. The mobile application of Moxy can also deliver a hassle-free experience for consumers, a trait that builds customer loyalty. A simple check-in process is available for those who use the app and belong to loyalty programs. There is no hassle in checking in or checking out (Horng et al., 2022).
Users-centric content is their strategy to gain the loyalty of young travellers. Social media plays a significant role in forming opinions when travelling; Moxy has adapted to this trend effectively. Providing the right products and services to the right customers is what they are all about in terms of pricing. Logistics play a major role in determining the final price. A product or service is provided to consumers. The "content studio" was launched in 2014 by Moxy (Mody et al., 2019). Snapchat, YouTube, and Medium.com allow users to share their service experiences. Consumers are also communicated with using cutting-edge technology.
Six Senses strives to provide its consumers with a comfortable home-like environment. The furnishings of hotel rooms are therefore based on the tastes of the guests. Their pillows are available in different varieties, depending on the preferences of their customers. Hypnos bed company has partnered with them for this purpose. Their budget motel prioritizes a comfortable stay despite being a budget hotel. They also change their prices according to the season. Besides existing and prospective customers, their promotional mix attracts brand-new consumers. An international sensation is caused by the availability of hotel rooms for £29 per night per room. The brand became the top hotel brand in the UK as a result of its efforts. Several print and television media outlets, as well as the Internet, reported on it. Guests were assisted with their vacation by a website and smartphone app. Three months after it launched, the hotel's smartphone app migrated 5% of its total bookings from analogue to digital. Several years later, the percentage climbed to 70%. Both customers and the company will benefit from this option. Modern marketing promotion includes social media as well. Hotel advertising strategy was to be influenced in 2014 by them. 15 million pounds were spent on advertising alone (Jysmä, 2012).
There are 18 unique brand names operated by Moxy hotel. Millions of people have been affected by this firm's sustainability project. These individuals are responsible for developing the Moxy Public Policy Statement. They have taken steps to reduce poverty, foster child development, and protect the environment, among other things, according to this law. Green development has been a priority for them. A global centre for green building and 85 LEED-certified hotels are among their offerings. WTTC (World Travel and Tourism Council) awarded this business its Tourism for Tomorrow Award for Sustainability (Philipp, 2022). Moxy was ranked as the most environmentally friendly hotel chain in 2012. A Newsweek report says this hotel company boasts the best ecological practices in the world.
As an environmental leader, Six Senses is a pioneer in its field. In addition, 21,000 jobs for young people were to be created through the "Good Together 2020" programme. As part of this effort, 25 million pounds are also donated to charitable organizations. In their view, their hotel and inn carbon footprint should be reduced by 15%. In 2017, these hotels took measures to reduce their waste production and water usage. Their purpose had been achieved. The preceding effort had already been expanded with regards to the water management programme. Their plan was to eliminate all single-use plastic by 2025 in 2019. They planned to cut water use by 20% as well (Iverson, 2019). Furthermore, plastic straws are no longer used in their restaurants. To demonstrate their loyalty, they removed condiment packets along with sauce packets and diaper packs. They are also developing a strategy to eliminate plastic and textile packaging.
Moxy is leaving Russia after 25 years owing to Western sanctions which are making working conditions "impossible". The company closed its Moscow office and ceased investing in Russia after the Ukrainian invasion. Hotel cleaning standards are being created. An illustration is provided by face covers. In North America and Latin America, certain measures must be taken indoors. The surfaces of public spaces and public spaces are being thoroughly cleaned and disinfected within a short period of time. Surfaces are cleaned with disinfectant wipes. Moreover, visitors are encouraged to develop social distance through indicators. To prevent physical interaction between guests and staff, the Six senses hotel will also install a barrier between the counter and the guest (Kemp & Dwyer, 2001). Watchers around the world have been watching the human misery and damage caused by the Ukrainian crisis.
Almost no company today can provide a customer-satisfying service. A client's aspirations and wants are constantly evolving. The most important factor is to understand and create marketing tools. This has been a strong point for Premier Inn and Marriot International.
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