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The purpose of this writing is to present a comparison of marketing methods between Six Senses and Moxy Hotels. Structured as an essay, the key aspects, strategies, arguments and positionings of these two multinational hotels are compared in this writing. Along with a preliminary introduction of these hotel brands, their choices over strategies, communication and messages are briefly discussed. The essay also sheds light on their current market positions in terms of applied strategies and strategic marketing’s response to sustainability issues. 
Moxy Hotels is one of the fastest growing hotels under Marriott’s umbrella. Currently it has 134 establishments in 28 countries across 4 continents (Moxy Hotels, 2023). Started its operation in 2014 with unique and trendy customer offerings that attract guests with stylish designs, fun, adventure and affordability. Six Senses Hotels and Resorts has established itself in a different manner in terms of target market segmentation, marketing strategies and communications. Six Senses is operating globally in 18 countries with 22 establishments, parented by IHG Hotels and Resorts (Six Senses, 2023). Here is a summary of how these multinational brands have positioned their brand images. 
Six Senses is a 5-star luxury hotel brand for pleasure and wellbeing. It offers premium staying experience in remote and exotic locations. Culture, wellbeing, food, discovery, spa, sea, sport, rituals, reconnection experiences etc. are core features of Six Senses’s service offering, marketing and communication efforts. Its strategic operation is developed on sustainability, nature and greenery.
On the other hand, Moxy Hotels differences differs itself by offering affordable, stylish, adventurous and trendy staying facilities. Blog Marketing (2019) expressed, Moxy is perfect for city rats while Marriott says it attracts the new target market, “fun hunters”. The establishment and living experience advertise the explorative and changing mindset of this brand. The core features of its service offerings include modern amenities, stylish designs and minimalistic appearance along with price affordability. In-depth comparison in terms of target market and brand positioning is briefly discussed in the following.
The fundamental differences between these two brands start with their respective segmentation of the target market. Geographic, socio-demographic, psychographic and behavioral factors are considered grounds for segmenting the market to target efficiently. Minding these factors, Moxy targets the millennial generation who loves to explore, socialize, fun and embrace change. In terms of profitability and reachability, budget friendly guests are focused due to its affordable prices (eHotelier Insights, 2021). Most of the frequently visited guests of Moxy are young couples, groups and adventure travelers. From the vast market size, Six Senses targets tourists who love exotic locations and experience different cultures, also peace-loving people who like to stay close to nature. The marketing actions are unlikely to attract budget travelers, rather encourage an upper-class group with social status. in terms of reachability, Six Senses has a niche base of target customers who wants to enjoy being close to nature and heritage occasionally. Moxy’s brand positioning is similar to functional positioning where guests can rank the services based on genuine benefits like price and foods (Morrison, 2022), but strong hints of experiential positioning are noticed in Six Senses since guests rely on the experience, treatments and emotional connection to decide feedbacks. Based on these STP strategies, here is how both these hotel brands devise their marketing strategies.
Marketing strategies are strategic planning of an organization to identify customers’ needs, create exchangeable values for them, sustain long-term relationship with them to maximize profitability, growth and sustainability in the target market (Reed, 2015). Marketing strategies can be addressed and formulated by using the Marketing Mix including products, price, place and promotions.
The hotel industry primarily offers services but needs products to assist the service offering. The stay packages, foods, entertainments, experience etc. are considered as core products for both the hotel brands. Six Senses design its product offering to deliver premium staying experiences by adding culture, sport, wellbeing and lifestyle (Coyne, 2022). Moxy’s product design includes minimalistic approach in terms of infrastructure, interiors and amenities. Apart from the generic staying facilities, Moxy creates a vibrant, trendy, and social media friendly ambience to add value to its offering.
Differences are most visible in terms of pricing of their services. Moxy adopts a penetration pricing strategy that is cost-based and competitive price based in similar category (Ting, 2023). Hence, affordability is a key point of difference. Six Senses charges skimming price in exchange for luxurious staying experiences that is not on cost-based rather value based. Both these brands offer price discounts and promotional offers like Marriott Bonvoy (Moxy’s loyalty program) and Early Booking and Extended Staying (Six Senses consumer promotion) to get repeating guests. 
As mentioned earlier, Six Senses’s establishments are in remote and exotic places where Moxy targets to operate in city areas with crowd and mobility. Moxy utilizes such placement to provide convenience to guests where Six Senses utilizes the location a distinctive value addition to the product offering.
Social media has captured the biggest share as a promotional tool and other tools, digital and offline, are utilized surrounding the social platforms (Gupta, 2019). Moxy utilizes the social media platforms to the maximum. It encourages visiting guests to share their staying experiences on social media and provides necessary facilities like photography, food photography and videography with suitable locations. Moxy requests their customers to use “#atthemoxy” while posting contents in guests’ social media profile. Success in this social media and content-oriented promotion has created a differentiated personality because guests make the promotion for Moxy (Williams, 2022). Visitors at Moxy can use its digital guestbook to for content of their social media stories and let others know what’s going on. It creates driving curiosity among social circles and increases the potential market of this hotel brand. Six Senses does not shy away from promoting in social mediums, but the contents and communications are not as aggressive as Moxy. This brand uses social media to promote the experiences and attachments guests can enjoy in its nature and heritage focused establishments. In addition to Instagram, Facebook, Twitter, LinkedIn and the social mediums, both these hotel brands apply guest communications, signage, internal communications and PR in their promotional mix strategies.
In terms of marketing mix, both these brands have different individualities in planning and practices. Six Senses encourages its guests to enjoy nature as it is where Moxy tailor everything to the target market who are obsessed with beautiful images and social media.
Planning and promotional mix strategies are derived by the intended communication strategies. Communication strategies are the combination of messages, contents, channels and media to the target customers (Duxbury, 2021).
Communication strategies start with deciding on the messages of the communication. Moxy is noticed to utilize persuasive messages in its communication. Regardless of the media, its messages provoke, inform, inspire and converts target audience. Communication messages of Six Senses are persuasive as well but not as direct as Moxy does. Six Senses is one of the leading examples of sustainability and environmental supportiveness in the tourism industry. This status is gained from carefully integrated informative messages in its target market. To be specific, Six Senses communication messages relate to its effort in sustainability and greenery while portraying the beautiful sides of nature, heritage, culture and wellbeing in the facilities (Sonuç, 2020). Many experts term this approach of Six Senses as “inner peace promotion”. 
Although there are differences in natures of the communication messages, both the multinational brands have similar contents to portrait the brand positioning. There are no alternatives to high-quality video contents on websites, sales pitch and social media posts.
The implementation of such contents has paid expectedly for Six Senses and Moxy. 
A rising concern among global tourism brands is the actions towards sustainability and protection of the natural environment. Here are how both these brands are addressing the concerning issue. 
Six Senses can be called the pioneer in this regard, not only in tourism industry but overall corporate world. The nature and greenery-based establishment is not the reason for this achievement. This hotel has successfully reduced almost 60% usage of plastics by replacing them with reusable and biodegradable products. Plastic Free 2022, green energy, sustainability fund, farm to fork etc. are some of the mention worthy efforts towards sustainability, community and environment (Pongponrat, 2022). The top management believes that wellness and sustainability can go hand in hand as a singular concept and their intentions are quite visible in its marketing and branding activities.
Moxy utilizes recyclable material and less water consuming processes to serve its guests. Compared to Six Senses, Moxy’s response to environmental crisis and sustainability are not so encouraging (Kelman, 2022). It has maintained the general guidelines and policies but the actions show that the intentions behind are to cope with the policies, not to lead against the crisis. 
In conclusion, it can be said that Moxy has won the social media game by far compared to Six Senses which has done moderately in this regard. But the product and marketing concepts of Six Senses are substantial in the long-term. Based on the understanding and analysis, a recommendation towards Six Senses is to highlight its sustainability actions more aggressively to the target market and lead the movement in the tourism industry. Digital marketing and social media strategies can help six senses to achieve the position. 
Moxy’s current value offering persona is rare but not difficult to imitate. Its strategy is based on current trends which can change without warning. Recommendation to Moxy is it focuses on long-term value additions like technical and cost saving amenities to reduce its average carbon footprint. Along with the cost leadership, consistent innovation like artificial intelligence in this regard can provide unceasing competitive advantage.
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