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Introduction
This paper will compare the marketing strategies and methods of two multinational hotel brands – Six Senses Hotels and Moxy Hotels. It seeks to explore how each hotel brand has used situational analysis tools such as the SWOT, 5Cs, 7Ps, PESTLE and Bowman’s clock in order to develop their respective marketing strategies. Additionally, this paper will examine how segmentation targeting and positioning, as well as marketing communications, have been employed by each organisation to target their chosen audiences effectively. Furthermore, the Similarweb analysis tool will be used in order to identify any similarities or differences between the two organisations' approaches towards marketing. Finally, it will provide appropriate recommendations which could help further enhance the marketing activities of both brands while taking into account contemporary concerns and issues in the hospitality market, such as the lack of skilled personnel (Gillespie, 2019; Sharma and Mishra, 2020).
Six Senses Hotels is a brand of luxury hotels, resorts and spas operating since 1995 (Six Senses Hotels Resorts Spas, 2019). Originally founded to offer wellness experiences worldwide, Six Senses first opened its doors in Thailand before expanding further into other parts of Asia and Europe (Six Senses Hotels Resorts Spas, 2019). Over time, the chain has become known for its commitment to sustainability, offering innovative solutions such as using solar power to reduce emissions and plastic-free alternatives to single-use plastics (Tourism-review.com, 2020). In terms of marketing strategies, Six Senses have traditionally favoured traditional methods such as print ads and TV spots alongside more digital strategies such as social media campaigns (Trevoo, 2020). To ensure its message reaches the right audience, the brand has used segmentation targeting and positioning intending to connect with its customers (Whetstone, 2018) effectively. Using Similarweb, Six Senses have been able to track its performance and determine which strategies are successful and which areas may require further investment (Similarweb.com, 2020). Moreover, the brand has also used digital marketing and social media to create a strong online presence for its offerings and ensure that customers receive the latest information about promotions. With an emphasis on sustainability, Six Senses is always looking for ways to innovate in order to reduce its environmental impact while still providing luxury experiences to guests(Boyle, 2018). Overall, it is clear that through careful analysis and strategic choices, Six Senses has created a powerful brand identity with a focus on sustainability and innovation (Boyle, 2018). In contrast to Six Senses Hotels, Moxy Hotels is a fast-growing hospitality brand launched in Milan by Marriott International in 2014 (Kolad, 2019). The brand has since expanded to over 100 hotels and resorts located worldwide, emphasising providing an affordable yet fun experience to young adults and business travellers. Moxy’s marketing strategy is unique in focusing on digital solutions rather than traditional methods such as print ads and TV spots (Chang and Xin, 2016). To ensure its message reaches the right audience, the brand has used segmentation targeting and positioning to identify which customers it should target (Briley, 2018). For example, Moxy has used Similarweb to evaluate its website performance and track how well its online campaigns reach potential customers (Ritz, 2018). Moreover, the brand has also embraced social media as a marketing tool to interact with customers and spread its message. Through the use of social media channels such as Instagram, Facebook, and Twitter, Moxy has created a fun atmosphere that encourages guests to participate in exclusive promotions and events (Briley, 2018). Furthermore, the brand has relied heavily on digital advertising campaigns to promote its offerings and boost its reach. With an emphasis on being accessible and affordable while still providing memorable experiences, Moxy Hotels have used its innovative approach toward marketing to establish itself within the hospitality industry. Overall, it is clear that through careful analysis and strategic choices, Moxy Hotels have created an engaging brand identity that appeals to younger generations seeking travel experiences different from those traditionally offered by established hotel chains (Morris, 2018).
Six Senses Hotels and Resorts and Moxy Hotels are two of the most prominent hospitality brands in the industry today. While both companies focus on providing customers with high-quality experiences, they differ significantly in their marketing approaches. Six Senses has taken a more traditional approach to the market, relying mainly on print ads and TV spots to reach out to potential customers. The brand has also used digital solutions such as Similarweb for website performance tracking and analysis to create targeted campaigns that engage existing guests and draw in new ones. Furthermore, Six Sense emphasizes sustainability through its practices, communicating this message via social media channels such as Instagram and Twitter (Alkandari et al., 2020). In contrast, Moxy Hotels has embraced a more modern approach to marketing that focuses on digital solutions and the use of social media. The brand has used technology such as Similarweb to track its website performance and evaluate how well its campaigns reach potential guests (Goncharuk et al., 2019). Additionally, Moxy heavily relies on targeted digital advertising campaigns to boost its reach (Rocha & Moreira, 2019). Finally, the brand regularly uses social media channels such as Instagram, Twitter and Facebook to communicate with customers and share promotions. Overall it is clear that both Six Senses Hotels and Moxy Hotels have established their unique positions within the hospitality industry through their respective marketing strategies. Six Senses relies on traditional methods, such as print ads and TV spots, alongside more modern digital marketing solutions for targeting existing customers and new ones. Moxy Hotels, meanwhile, has fully embraced digital solutions such as targeted online advertising campaigns and social media engagement to reach out to potential guests. Although the two approaches may differ in terms of their execution, both have successfully fit into their respective brand identities and helped them stand out from competitors within the industry.
Both Six Senses Hotels and Moxy Hotels have implemented marketing strategies that take into consideration the most current sustainability, social, geopolitical and contemporary issues. Six Senses has incorporated sustainability practices into its operations for many years. It has also communicated this message through its marketing campaigns on social media channels such as Instagram and Twitter (Alkandari et al., 2020). The brand has also used innovative digital solutions such as Similarweb to track website performance and evaluate their campaigns to create targeted marketing initiatives aligned with the company’s commitment to sustainable development. In addition, Six Senses is actively engaged in humanitarian efforts worldwide, donating a portion of hotel sales revenues to charities supporting local communities in need (Magaloni et al., 2020). Similarly, Moxy Hotels has also developed a strategy that is mindful of contemporary issues. The brand utilizes technology such as Similarweb to measure website performance and evaluate the effectiveness of its campaigns (Goncharuk et al., 2019). Additionally, Moxy relies on targeted digital advertising campaigns and social media presence to reach potential customers (Rocha & Moreira, 2019). Furthermore, the company’s marketing initiatives align with its corporate social responsibility goals, promoting charitable activities through its “Moxy Gives Back” program, which allows community partners to apply for grant funding from the chain (Kashani & Chaudhuri, 2019). Overall, both Six Senses Hotels and Moxy Hotels have taken measures to ensure their marketing campaigns are mindful of sustainability, social, geopolitical and contemporary issues. The brands have developed strategies that promote their respective services and support humanitarian efforts and initiatives that benefit local communities.
Six Senses Hotels and Moxy Hotels have both implemented marketing messages tailored to their customers’ needs. Six Senses has consistently focused on communicating its commitment to sustainability, emphasising its holistic approach to hospitality through its “Sustainability Without Compromise” campaign (de Carlo et al., 2019). The brand has also used innovative digital solutions such as Similarweb to track website performance and evaluate the best methods for connecting with potential guests (Alkandari et al., 2020). Recently, Six Senses changed its focus from strict sustainability to a broader message emphasising human connection and well-being, expanding its reach beyond just eco-tourism travellers. For Moxy Hotels, the marketing message has shifted from an “unconventional” and “cool” image to one which emphasises affordability and convenience for young travellers (Goncharuk et al., 2019). The brand utilises technology such as Similarweb to measure website performance and evaluate the effectiveness of its campaigns (Rocha & Moreira, 2019). Additionally, Moxy relies on targeted digital advertising campaigns and a solid social media presence to reach potential customers with its new messaging (Kashani & Chaudhuri, 2019). Overall, both Six Senses Hotels and Moxy Hotels have adapted their marketing messages based on customer demand by focusing on different aspects of service. These changes demonstrate how brands must remain flexible to stay relevant in a changing marketplace.
Conclusion
In conclusion, Six Senses Hotels and Moxy Hotels have both demonstrated their commitment to creating marketing campaigns that are mindful of sustainability and social responsibility. Through the use of innovative digital solutions such as Similarweb, they have been able to measure website performance and tailor their marketing messages accordingly. They have also implemented meaningful initiatives that focus on community outreach, eco-tourism, convenience for young travellers and other contemporary issues. As markets continue to evolve, it is essential that businesses remain flexible in order to stay relevant in a changing marketplace. By consistently adapting their strategies to meet customer demand, Six Senses Hotels and Moxy Hotels are setting the standard for excellence in the hospitality industry. 
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