


         Marketing Essentials




A comparison of the marketing methods of two multinational hotel brands

Student name: Denisa Nisipeanu
Your student ID number: 2234127
The module title: Marketing Essentials BMIH4005
Your lecturer’s name: Luciana Suardi 
Word Count 1559

Table of Contents
Introduction	3
Main Body	4
Conclusion	7
Refernces	8




[bookmark: _Toc126343090]Introduction
Marketing strategy is a crucial element of the whole business plan and also assists the business by guard doing marketing efforts in the business (Ferrell et al., 2021). The essay will summarise the discussion about two different UK-based brands of the hospitality and tourism industry which are Sixsenses and Moxy. The brand from the hospitality and tourism industry Sixsenses is a premium quality hotel and resort brand which was founded in 1995. The brand Moxy hotel is owned by Marriot International Inc. which was launched in 2014 in Europe and is spreading its reach into other nations and regions around the world. This essay will evaluate the marketing strategies of both brands in the market of hospitality and tourism industry. It will also analyse their strategies of them which help to generate more revenue in their financial year including recommendations that how both of the companies can create a more developed customer base (Graf et al., 2021). 
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The marketing strategy also draws the movement of an organisation which will establish its achievement of its target customers, set up brand awareness and develop the quality of revenue and sales. The concept of marketing strategy is a plan that promotes and sells a product or service.  SWOT analysis of Sixsenses includes different circumstances inside the company. The brand Sixsenses is also known for its dedication to sustainable well-being and tourism which features properties in the world’s different locations and places, including Thailand, Bhutan and Maldives. Which can be counted as a strength for the Sixsenses (Stombelli et al., 2020). The brand's six senses also include a few weaknesses in their company such as the brand having a wide competition with other premium flagship hotel and resort brands. Some opportunities for the Sixsenses can include the growing demand for eco-friendly and sustainable tourism (Goldberg et al., 2021). It contains expansion into new geographic regions and markets and improving demand for well-being and spa services. Some threats for Sixsense also involve economic downfall and changes in currencies and challenges from alternative premium brands and new commerce into the market. SWOT analysis of Moxy involves different circumstances after analysing its positioning in the market. In the hospitality and tourism industry, Moxy is a boutique-style hotel that serves its visitors who are looking for more economical, yet also stylish, appropriate hotel experiences (Sousa et al., 2021). The brand is famous for its quality design approach, its playful and its target experiences of visitors and tourists which can be considered as strengths for Moxy. The brand Moxy has limited recognition in comparison with the established chain of hotels (Fukushima et al., 2021). The brand Moxy needs to continuously stay relevant and evolve in an increasingly competitive economic market for Moxy. the brand Moxy also depends more on innovation and technology to understand itself from different budget brands of hotels. Some opportunities for Moxy include improving the demand for economical budget-friendly and advance tech hotels. Spreading its reach into new advanced markets and graphic regions. Some threats for Moxy involve increasing opponents from other brands of hotels which are budget-friendly. Consumer preferences change and choices regarding technology and economical-friendly travel and economic footfall can influence consumers spending on travel (Piuchan et al., 2019).
In the framework for PESTLE analysis for Sixsenses, the political stability of nations where Sixsenses features and the ease of involvement with business can also influence the performance of Sixsenses. The worldwide economic situation and consumer spending structure can influence the demand for premium service of hospitality that offered by Sixsenses (Chen et al., 2022). The positioning of Sixsenses as a premium well-being retreat can also appeal to visitors seeking relief and relaxation which can also influence Sixsenses socially in their culture (Minyang et al., 2021). Using technology to enhance visitors' and tourists' experiences and exclusive operations can benefit Sixsenses technologically. Sixsense’s environmental operations choose sensitive locations that influence by changes in climate and other environmental factors. The creative principle of properties can play a better role in securing and protecting the reputation of the brand. Such laws and principles can also influence Sixsenses legally. In the framework for PESTLE analysis for Moxy, the stability of Moxy politically includes where the brand features and can impact the performance of Moxy. The expansion of the brand Moxy plans and financing decisions can also be changed by economic conditions. The increasing trend ratio of budget-conscious tourists can work in Moxy’s favour which can influence Moxy socially (Bailey et al., 2021).  The Moxy can influence technology to offer uncommon and innovative services to the guests of Moxy. Moxy’s operations can be influenced by environmental rules and sustainability initiatives which can influence Moxy environmentally. Consent with foreign and local regulations which are related to the hospitality industry can impact Moxy legally.
The marketing strategy of six senses hotels and resorts in the advanced marketing landscape is similar to concentrating on advertising the brand’s uncommon proposition and commitment to sustainable wellness and tourism (Palmer et al., 2022). There is also some key marketing mix for products of Sixsenses that are adopted by the brand such as digital marketing, content marketing, influencer marketing, experimental marketing and partnership marketing. The target of the six senses marketing price would be to characterise itself from different brands of hotels and to make a powerful communication with tourists who are seeking sustainable and unique experiences in travelling (Chang et al., 2022). The promotion for digital marketing of Sixsenses will include utilising social media, email marketing and digital channels to gain to reach potential customers and build awareness about the brand. Content marketing includes sharing concepts and awareness that demonstrate the commitment of the brand to sustainable tourism wellness experiences and guest experiences. The strategy of an experiential marketing mix for people will create different and better experiences for visitors, travel bloggers and travel influencers and other people who already have a large following on the internet. It will help to expand the reach of the brand (Boerner et al., 2019). The main objective of Sixsenses is based on the concept of physical evidence in Six senses that not only have five different senses but also includes five traditional senses such as sound, taste, sight, smell and touch. Every six senses assets suggest places in the marketing mix for premium accommodations for staying, premium dining and a large area of activities and experiences designed to assist visitors and tourists with themselves from different parts of the world. It also includes senses of awareness or intuition. Six senses mainly target to provide its visitors with crucial processes and holistic and immersive experiences which connect all six senses mentioned and assist these senses in feeling more refreshed, connected and strengthened. The Marriot’s Moxy hotel brand also has a marketing strategy which concentrates on targeting young and budget-conscious tourists (Bodeker et al., 2021). The brand also offers collective products such as bars and fitness centres that motivates visitors to socialise and relax. The hotels of Moxy are constructed to be more economical but still offer a premium promotional quality experience. The hotel Moxy features well-designed modern cabins and rooms with a better pricing collection of comforts including free Wi-Fi, flat-screen TVs, and adjustable lighting. The brand also aims to contribute with easy and fashionable locations and places for staying at an economical process that is well suited for customers who are looking for an energetic atmosphere. The brand Moxy trains its people, workers and staff to be more experienced and friendly, making welcoming and also personal experiences for visitors. Moxy hotel's architecture and branding create an uncommon and mesmerising experience for visitors and tourists (Rahmawaty et al., 2019).  
Srx senses and Moxy are two separate hospitality and tourism industries but both their targets are to provide mesmerising and wonderful experiences to visitors and guests. Overall, Sixsenses and Moxy differ in the condition of their target marketing, positioning of the brand and whole offerings. Six senses provide high-level accommodations, spa services and uncommon local experiences to visitors who give priority to luxury and sustainability. On the other hand, Moxy is also an economical brand of hotel that aims at young tourists and travellers who give priorities convenience and affordability (Goldberg et al., 2021). In the case of targeting the market, Sixsenses also appeal to high-end visitors and tourists who prioritise sustainability and luxury. The brand Sixsenses is also ranked as a premium flagship brand of hospitality and tourism. In terms of each segment and comparison, Sixsenses is doing far better than Moxy in terms of marketing. Six senses have also a better quality of customers and services in their market segment which helps to reach a better positioning in the market of hospitality and tourism (Labenz et al., 2022). 
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The essay has summarised an analysis of the marketing Mix and SWOT analysis of Sixsenses and Moxy. the essay has also proved that Sixsenses has better demand in the market of hospitality and tourism. In the case of offerings, Sixsenses has still better quality in their organisation and it gives more comfortable and convenient experiences to their customers. Six senses have much more developed architecture tools in their brand in comparison with Moxy. Moxy is doing much better in terms of design and sustainability in its organisation. Six senses have also much more technical support to improve its impression in the market of hospitality and tourism.
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