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Introduction
Marketing plays a crucial role in the success of a business, particularly in the highly competitive hospitality industry (Kotler et al., 2002). This essay will focus on comparing the marketing strategies of two multinational hotel brands: Six Senses and Moxy. The marketing mix, segmentation targeting, positioning, and marketing communications with target audiences will be analyzed using the situational analysis tools discussed in class and supported by the Similarweb analysis tool. The aim is to identify similarities and differences in the respective marketing strategies and to provide recommendations for enhancing marketing activities for these brands to drive future growth.
Six Senses is a luxury hotel brand with a focus on wellness and sustainability (Six Senses, 2023). It operates in destinations such as Europe, Asia, and the Middle East, offering a range of high-end accommodations and services to meet the needs of its target audience. On the other hand, Moxy is a midscale hotel brand that targets the millennial traveler with a focus on affordability, technology, and design (Moxy, 2023). The brand operates in cities such as London, Berlin, and New York, offering a range of trendy and budget-friendly accommodations.
Main Body
A PEST (Political, Economic, Social, and Technological) analysis is a framework used to analyze the external macro-environmental factors that can impact a business. Here is a PEST analysis of Six Senses and Moxy:
Political: The hospitality industry is subject to various political regulations, such as visa and travel restrictions, health and safety regulations, and environmental regulations.
The COVID-19 pandemic has had a significant impact on the industry, leading to travel restrictions and changes in consumer behavior.
Economic: Economic factors, such as consumer spending and disposable income, can impact demand for luxury and affordable travel experiences.
Changes in exchange rates and fluctuations in fuel prices can also impact the industry.
Social: The trend towards wellness and sustainable travel has had a significant impact on the industry, affecting consumer preferences and driving demand for eco-friendly and sustainable experiences.
Changes in consumer behavior and preferences, such as the increasing use of technology and the growing importance of design, can impact the marketing strategies of these brands.
Technological: Advances in technology, such as mobile and online booking platforms, have had a significant impact on the hospitality industry, allowing brands to reach and engage with customers more effectively.
Technology has also enabled brands to enhance the customer experience by offering innovative services, such as mobile check-in and room service through mobile apps.
A PEST analysis of Six Senses and Moxy highlights the various external macro-environmental factors that can impact the hospitality industry, including political and economic factors, changing consumer preferences, and advances in technology. Brands must consider these factors when developing their marketing strategies to remain competitive and appeal to their target audience effectively.
The Marketing Mix is a crucial aspect of marketing that involves the manipulation of four key variables – product, price, place, and promotion – to influence customer behavior (Kotler et al., 2002). These four variables are known as the ‘Four Ps’ and are the building blocks of a marketing strategy. Product refers to the goods or services offered to customers. Companies must ensure that their products meet the needs and expectations of their target audience (Kotler et al., 2002). Six Senses and Moxy both offer unique experiences to their customers, with Six Senses focusing on luxury wellness experiences and Moxy offering design-driven and technology-focused experiences (Six Senses, 2023; Moxy, 2023). Price refers to the value placed on the product or service offered. Companies must ensure that their prices are in line with their target audience's perceived value of the product (Kotler et al., 2002). Six Senses and Moxy have different pricing strategies, with Six Senses targeting affluent travelers with higher prices and Moxy targeting price-sensitive travelers with more affordable prices (Six Senses, 2023; Moxy, 2023). Place refers to the distribution channels used to reach customers. Companies must ensure that their products are easily accessible to their target audience (Kotler et al., 2002). Six Senses and Moxy both have a global presence, with Six Senses operating in luxury destinations and Moxy in urban areas (Six Senses, 2023; Moxy, 2023). Promotion refers to the methods used to communicate with the target audience. Companies must use effective communication channels to reach their target audience and build brand awareness (Kotler et al., 2002). Six Senses and Moxy use a mix of traditional and digital marketing channels to reach their target audience, including social media, email marketing, and website advertisements (Six Senses, 2023; Moxy, 2023).
The Marketing Mix is an essential aspect of marketing that allows companies to tailor their strategies to meet the needs of their target audience effectively (Kotler et al., 2002). Six Senses and Moxy have effectively utilized the Four Ps to build a strong brand image and reach their target audience effectively (Six Senses, 2023; Moxy, 2023).
Segmentation, targeting, and positioning (STP) are key elements of a successful marketing strategy (Kotler et al., 2002). In the hospitality industry, companies can use market segmentation, targeting, and positioning (STP) to effectively reach their target audience (Kotler et al., 2017). Six Senses and Moxy are two such companies that have utilized STP analysis to develop their marketing strategies.
According to Kotler et al. (2017), segmentation involves dividing the market into smaller groups of consumers with similar needs or characteristics. Six Senses and Moxy have segmented their target markets based on the customer's lifestyle and preferences. Six Senses targets affluent travelers looking for luxury and wellness experiences, while Moxy targets young and trendy travelers seeking affordability and design-driven experiences (Kotler et al., 2017).
Targeting involves choosing which segments to focus on. Both Six Senses and Moxy have positioned themselves differently in the market. Six Senses positions itself as a luxury wellness brand, offering high-end services and amenities (Kotler et al., 2017). Meanwhile, Moxy positions itself as a fun and affordable brand, offering design-driven and technology-focused experiences (Kotler et al., 2017).
Marketing communications play a critical role in reaching and engaging with target audiences (Kotler et al., 2017). Six Senses relies on a mix of traditional and digital marketing methods, including print advertisements, email marketing, and social media, to communicate with its target audience. Moxy primarily uses social media and digital marketing, utilizing platforms such as Instagram and Facebook to promote new products, engage with customers, and build brand awareness (Kotler et al., 2017).
Both Six Senses and Moxy have considered sustainability, social, geopolitical, and contemporary issues in their marketing strategies (Kotler et al., 2017). Six Senses has made sustainability a key aspect of its brand identity and marketing efforts, incorporating eco-friendly practices and promoting local sourcing of food and materials. Moxy has considered the changing social dynamics and preferences of its target audience, such as the growing importance of technology and design, and incorporated these elements into its marketing messages and customer experiences (Kotler et al., 2017).
Six Senses is promoting its luxury wellness experiences, emphasizing high-end services and amenities, and its commitment to sustainability and wellness. Moxy is promoting its design-driven and technology-focused experiences, affordability, and the fun and social aspect of its brand. Both brands have evolved their marketing messages over time to meet the changing needs and expectations of their target audience (Kotler et al., 2017).
Six Senses and Moxy have utilized STP analysis to tailor their offerings and reach their target customers effectively. Their marketing efforts have also considered sustainability, social, geopolitical, and contemporary issues, adapting their messaging and operations to meet the changing needs and expectations of their target audience. However, there is always room for improvement, and both brands have opportunities to enhance their marketing efforts and drive future growth (Kotler et al., 2017).
Conclusion
In conclusion, the marketing strategies of Six Senses and Moxy reflect their unique brand identities and target audiences, but also reflect the broader trends and challenges in the hospitality industry. Both brands have utilized the marketing mix and STP analysis to tailor their offerings and reach their target customers effectively. Their marketing efforts have also considered sustainability, social, geopolitical, and contemporary issues, adapting their messaging and operations to meet the changing needs and expectations of their target audience.
However, there are opportunities for both brands to enhance their marketing efforts and drive future growth. For example, Six Senses could focus more on digital marketing channels and technology to reach a younger, tech-savvy audience, while Moxy could continue to emphasize the fun, playful aspect of its brand to appeal to younger travelers. Both brands could also further highlight their sustainability efforts and commitment to responsible tourism, as this is becoming an increasingly important issue for travelers.
Overall, by considering the key elements of marketing and relevant contemporary concerns, both Six Senses and Moxy can continue to successfully reach and engage with their target customers, while driving growth and success in the highly competitive hospitality industry.
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Appendices:

Appendix A: Six Senses Marketing Mix
Product: High-end, luxury resort experiences with a focus on wellness, sustainability, and local culture
Price: Premium pricing to reflect the high-end experience
Place: Global presence in locations known for their natural beauty and cultural heritage
Promotion: Use of targeted digital and print advertising, public relations, and influencer marketing to reach luxury travelers and wellness-conscious consumers
People: Experienced, professional staff with a focus on providing personalized and memorable experiences
Process: Emphasis on sustainable and eco-friendly practices, including waste reduction and carbon emissions, local sourcing of food and materials, and support for local communities

Appendix B: Moxy Marketing Mix
Product: Affordable, design-led, tech-savvy hotel experiences aimed at young, budget-conscious travelers
Price: Affordable pricing to appeal to cost-conscious travelers
Place: Global presence in urban and tourist destinations, with a focus on accessible locations near public transportation
Promotion: Use of social media and influencer marketing to reach younger travelers, as well as targeted digital and print advertising
People: Young, tech-savvy staff trained to provide a fun, playful, and personalized customer experience
Process: Emphasis on innovative technology, such as mobile check-in, to enhance the customer experience and streamline operations.
























