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A comparison of the marketing methods of two multinational hotel
In the era of digital connectivity, businesses in hospitality industry face intense competition, from local small-scale businesses to giant multinational brands. Having no standardized approach and low turnover, small hotel businesses are far from deploying a marketing strategy (Duffy, 2018). But for multinational hotel brands effective implementation of marketing strategy in terms of marketing mix and communication, plays a critical role for the success of a business. This essay will cover a comparative study of marketing methods of two multinational hotel brands namely Six Senses and Moxy. These hotels are chosen their unique and effective marketing strategies that help them to become sustainable in a competitive market. 
Situation analysis and several organizational factors shape marketing directions and strategies of a business (Rimmer, 2022). With the analysis of marketing mix, an idea of the marketing choice and direction can be obtained. The marketing mix covers the tactics that a business use to formulate and implement marketing plan and strategies focusing on the sustainable growth of the business. Both the Six Senses and Moxy have been doing business in the same industry and thus, there will have much similarity in marketing mix. This multinational brand Six Senses was established in 1995. Six Senses, Six Senses Spa and Evason are different brand names for its hotels, resorts and spas. The principle that makes Six Senses a differentiating luxury is wellness and sustainability. In designing product and services, Six Sense focus on wellness, sustainable product and service design, smiles and community that have made it an ethically responsible leading hospitality brand in the market. In terms of place, Six Senses hotel locations are quite unique. Now this multinational brand has 17 hotels and resorts, 26 spas in more than 20 countries (Six Senses, 2023). For promotion, along with traditional media, Six Senses now uses digital marketing tools also such as social media. Six Senses ensures their efforts tie with local people and conserve surrounding areas that help to serve guests well and enrich the life of local community. For example, guests at Six Senses Nihn Van Bay in Vietnam are allowed to go to a local lobster farm, choose and collect lobsters and hand it to a chef to prepare for them. It is an interesting experience for tourists that millennials enjoy much. 
In contrast, the lifestyle hotel Moxy was launched in 2014 in Milan, Italy and since then, it has been experiencing rapid growth worldwide. Now Moxy occupy 28 hotels in America and Europe. This brand plans to open 150 new hotels in Europe and Japan within the next 10 years (Moxy, 2023).  What attract customers in Moxy most is the affordable prices, technical accommodations, and stylish amenities. While most hotels focus on offering unique food items, Moxy focuses on creating unique pictures, designs and accessories that will create a place enjoyed by fun-loving guests. Moxy makes travellers take photos of the hotel not their food, and post on social media. Moxy’s digital guestbook, selfie-friendly designs and props, and digital exposures inspire customers to post on their social media #atthemoxy that enables the brand to reach customers easily. This is an unbeatable marketing strategy indeed, as it has customers as content creators and the centre of the continuous marketing (Nykiel, 2019). Without investing millions in marketing like other businesses in the market, Moxy reaches its guests for free.
According to Petrova (2021), businesses must reach people with whatever products or services they offer. But Gursoy (2022) argued that before introducing products or services, businesses need to identify the customer segment that is to be served and based on the target market demands products or services are to be launched. Businesses need to tailor its products and services as well as marketing efforts focusing on their target market. People who believe in sustainability and wellness are the target customers of Six Senses. Millennials are the generation who are deeply concerned about the authenticity of companies. That’s why Six Senses consider millennials be the target customer. Moxy was designed to attract people especially the young and fun-loving traveller, who search for stylish but affordable place to stay. This new hotel ensures a presence that offers more than a mere a room to sleep in. Though this group of travellers are more likely to be cost-conscious as well as demanding simultaneously, they also try to remain socially connected.
The market position of a business gives insights into how efficiently the business can transform its resources and strategies into value for customers. Businesses formulate marketing strategy and develop marketing plans based on the situation analysis that help a business to ensure competitiveness in the market outperforming competitors (Bowie et al, 2017). Often a business that stays top in the market can keep a strong influence in the market. In Bangkok, hotel, resort, and spa have great business. Six Senses has become one of the leading businesses for spa services. The readers of Travel+ Leisure magazine, the most influential and largest travel magazine in America, have voted the Six Senses Hotels Resorts Spas as the number one hotel brand for three consecutive years. Having specialization in spa services and resorts and making properties in unique location, Six Senses always has a growth potential focusing on luxury customers. Despite having looming recession due to COVID-19, Russian invasion in the Ukraine, skyrocketing prices of fuel and food, and the climate change, Six Senses have experienced steady growth in its performance. Room bookings using mobile app and website have shown growth beyond projections (Gasko, 2023). Adding new destinations in America, China and Brazil, Six Senses experiences a great change in its customer profile. The growing market demand both in Bangkok and other countries around the world creates the potential for the business to capture more sales and growth.  
From its inception, Moxy moves with strategic choices. Having partnered with different hotels and resorts under Marriot group, Moxy can easily offer customized services, unique fun-loving properties and develop other service areas that make guests’ experiences enjoying. Moxy has created an image in fun-loving community as a place of great enjoyment and has huge potential to convert socially connected communities’ demand.
Keillor (2018) urged that businesses should give special considerations on contemporary issues. In hospitality industry, such considerations may help a business to formulate effective policies regarding its day-to-day practices, may ensure the entity keeps moving by focusing on targeting customers’ concern, thus helping to open up new avenues of enlarging revenue generation. Today people are highly concerned about adverse impacts of drastic climate change. Concerned citizens are conscious of making the world habitable and believe in sustainability. Six Senses has incorporated this social phenomenon into its policies and practices. Complying with its focus on sustainability and wellness, Six Senses always tries to avoid plastic. That’s why all Six Senses hotels were introduced with water bottling systems avoiding plastic bottles and in 2016, this hotel chain eliminated plastic straw from its all resorts. Moreover, Six Senses is always environmentally conscious, and all its properties are located in unique natural places. For Moxy, this multinational brand also tries to maintain changes in government policies, laws, and regulations regarding environment in the countries it operates. Moreover, Moxy considers local people’s religious belief, rituals and practices while setting designs, painting, and other entertaining elements in its properties. 
Picard (2018) argued that a manifest marketing message plays a key role to create image and position in the customers’ mind. That’s why companies always focus on upholding their key marketing messages in promotional activities, policy formulation, creating and delivering products and services. In hospitality industry, marketing messages also plays critical roles to ensure customers’ attraction ((Lewis and Chambers, 2000). For Six Senses, the key marketing message is that whatever endeavour the company takes is to ensure sustainability and wellness of the customers, community, and other stakeholders. Though there have been diverse changes and upgradations in the business, this policy has never been changed. Following this key policy, Six Senses gave great efforts in eliminating plastic at all levels. Now the company uses no plastic. Six Senses aims at providing common as well as personalized services following customers’ demands (Olivieri, 2019). Employees and managers in Six Senses hotels, resorts and spas ensure efficient services and facilities are provided. 
On the contrary for Moxy, with the passage of time, it is quite frequent that it changes its business policies. But what Moxy always makes is that it doesn’t tailor its products and services following customers demand, rather it creates customers’ appetite and grows market demand for its unique designs, paintings, funny creations, and atmosphere in its hotels (Litvin, 2022). Moxy’s gaming zones and other playful activities keep guests highly engaged and make their moments highly enjoying and memorable.
Businesses give a great effort in their marketing plan and strategies to reach target audience and influence their buying decisions favorably (Li, 2014). With Six Senses and Moxy’s businesses acting in the same industry, there are many similarities in marketing practices in terms of marketing mix and marketing communications. Both try to provide all essential amenities and customized services in their properties. But what make the difference is in their target market – while people who believe in sustainability and wellness are the target customers for Six Senses, the target customers for Moxy are the young and fun-loving travellers. Thus, Six Senses offers its products and services incorporating policies that ensure sustainable environment and wellness of the community, whereas Moxy focuses on creating customers’ appetite for its offerings. 
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