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Comparison of marketing choices and market positioning of Moxy Hotels and Six Senses

Marketing, in general, refers to the practice of making something of value to sell to the consumers and other businesses as well as the general public (Jobber, 2019). Consumer behaviour, market research, pricing, product creation, advertising and distribution methods are all parts of this expansive area. The Six Senses hotel brand is a luxury eco-friendly hotel chain that offers high quality services and facilities to its guests. (Wibisono, 2019). With its focus on wellness, the brand offers a unique blend of traditional and modern amnesties, combined with a strong commitment to sustainable tourism. On the other hand, Moxy Hotels, is brand that caters to millennials who are looking for affordability, convenience and style. Moxy Hotels are offering a modern and stylish rooms and spaces combined with cutting-edge technology and innovative design (Vorina, 2012). The brand it is known for its lively and vibrant atmosphere, making it a popular choice among young travellers. This essay will include the marketing choices that Six Senses hotels and Moxy hotels have taken and their direction towards that marketing. Moreover, the current market position of Six Senses Hotels and Moxy Hotels has also been discussed in this essay. This essay also incorporates their core marketing strategies and what king of marketing strategies they are currently using. This essay also covers the part of considerations that those two hotels have made regarding the sustainability of the environment or geopolitical or contemporary issues. And finally, the essay also includes the marketing messages that are given to customers right now and their series of changes over time. 

According to Kotler (2017), Six Senses Hotels and Resorts has taken a unique approach to the market by emphasizing it is commitment to sustainability and wellness. From it is inception, the brand has positioned itself as a leader in sustainable tourism by incorporating eco-friendly practices into it is operations. This includes initiatives such as using locally sourced food and organic products, minimizing waste and promoting responsible tourism.
Over the years, Six Senses has expanded it is marketing efforts to reach a wider audience by utilizing social media and digital marketing. The brand has also developed partnerships with influential bloggers and influencers to help spread the word about it is offerings. Additionally, Six senses has made efforts to expand it is presence in new market by opening hotels in locations that align with it is brand values and target audience.
According to Smith and Ze Zook (2020), Moxy Hotels, on the other hand, has taken a more youthful and energetic approach to the market. The brand has positioned itself as a hotel for millennials who are looking for affordability, convenience and style. Moxy Hotels uses social media and digital marketing to reach it is target audience, leveraging platforms like Instagram and Snapchat to showcase it is sylish rooms, lively atmosphere and modern amenities.
One of the key changes Moxy Hotels has made within it is approach is the focus on experiential marketing. The brand recognizes that millennials are looking for unique and memorable experiences and has incorporated this into it is marketing strategy (Ambler, 2011). Moxy Hotels offers guests opportunities to engage with the local community, participate in cultural activities and experience that local cuisine, making it an attractive option for young travellers.
Six Senses Hotels and Resorts currently holds a strong market position as a luxury eco-friendly brand. The brands commitment sustainability, wellness and responsible tourism has earned it a reputation for offering unique and memorable experiences to their guests (Armstrong, 2019). Six Senses continues to use marketing strategies that emphasize its brand values and target audience. This includes utilizing social media and digital marketing to reach a wider audience and partnering with influencers to promote its offerings. The brand also utilizes experiential marketing to engage with guests and offer them unique and memorable experiences. (Bell, 2013). For example, Six Senses offers cooking classes, guided tours and workshops that allow guests to immerse themselves in the local culture and traditions. This approach not only enhances the guest experience but also differentiates the brand from its competitors and strengthens its position on the market.
Moxy Hotels,  however, has established itself as a popular choice for millennials who prefer an affordable and stylish accommodation (Bouncken, 2016). The brand has continued to focus on its youthful and energetic image, utilizing social media and digital marketing to reach its target audience. Moxy Hotels are also  using influencer marketing to promote themselves and experiential marketing to offer to the guests real-life experiences that will be remembered. One of the main strength of Moxy Hotels marketing strategy it is the focus on creating a community-driven atmosphere. The brand recognizes that millennials value social connections and community so it has incorporated	 this into its marketing approach (Buttle, 2016). Moxy Hotels offers guests opportunities to socialize and interact with each other by hosting events and activities, providing communal spaces and offering a lively atmosphere. This approach not only enhances the guest experience but also helps the brand establish a strong following of loyal customers.
In today’s world, businesses are expected to take into consideration sustainability, social, geopolitical and contemporary issues within their marketing strategies (Chaffey, 2012). Moxy Hotels and Six Senses Hotels have both made significant considerations in these areas, recognizing that consumers are becoming more conscious about the impact of their choices. Six Senses, branding themselves as a luxury eco-friendly hotel, has made sustainability a key aspect of its marketing strategy (Clow, 2012). The Brand takes into consideration the impact of its operations on the environment, incorporating eco-friendly practices into their operations like using locally sourced food, reducing waste and promoting responsible tourism. Six Senses also promotes sustainable tourism by educating their guests about the importance of eco-friendly practices and encouraging them to engage in sustainable activities (Vorina, 2012).
Moxy Hotels, however, has taken into consideration the contemporary issues faced by millennials, such as affordability and accessibility (Ghauri, 2014). The brand has established itself as an affordable and smart hotel, offering guests the convenience of modern amenities at cost-effective price. Moxy Hotels considered the social issues too by offering guests the chance to socialize and interact with each other,  building a lively atmosphere that encourages community-driven experiences (Wibisono, 2019).
Regarding geopolitical issues, both hotel chains, Moxy and Six Senses have made solid efforts to be culturally sensitive and aware of the impact of their operations on local communities (Housden, 2008). For example, Six Senses sources food and products locally, offers support for local initiatives and promotes responsible tourism to minimize the impact of its operations on the local community (Ryan, 2012). Moxy Hotels, similarly, offers guests opportunities to engage with local community and experience local culture, making it an attractive option for travellers who are looking for authentic experiences.
The marketing messages of Six Senses Hotels and Moxy Hotels have evolved, reflecting the changing needs and expectations of the people stepping their doors (Isozaki, 2013). Six Senses has always positioned itself as a luxury eco-friendly brand, promoting the idea of sustainable tourism and responsible travel. In the recent years, the hotel group has focused on wellness and wellness-oriented experiences, emphasizing the importance of taking care ofe one’s physical, mental and emotional well-being. (Tran, 2013). Moxy Hotels, however, has always considered itself as a budget-friendly and stylish hotel for millennials (Jobber, 2019). In recent years, the brand has focused on real social atmosphere, promoting the idea of community-driven experiences and their marketing messages revolving around the  idea  of building  unforgettable and one of a kind experiences by engaging the local community and experiencing the local culture.
In conclusion, both Moxy Hotels and Six Senses have made important changes to their marketing strategies over the years. By adjusting their approach to the needs and wants of their targeted audients, both hotel chains have established themselves as leaders in their respective markets. While Moxy Hotels has an image of a stylish but affordable hotel for millennials, Six Senses Hotels has established itself as luxury eco-friendly brand. Both hotels groups have made significant considerations within their marketing regarding sustainability, social, geopolitical and contemporary issues. By acknowledging the impact of their operations and incorporating these considerations into their marketing strategies, these brands have differentiated themselves from the competitors. The marketing messages of both, Six Senses Hotels and Moxy Hotels, have evolved to meet the changing needs and expectations of their guests in order to remain in the top the market.
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