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Introduction

In the competitive hospitality industry, multinational hotel brands rely on effective marketing strategies to attract and retain customers. This essay examines the marketing methods and strategies used by Six Senses and Moxy, two prominent hotel brands, to target their audiences.

Marketing is essential for the success of hotel brands, enabling them to promote their products and services to their target markets. By understanding the unique approaches and tactics employed by different brands, we can gain insight into the diverse strategies used to engage and retain customers.

Six Senses and Moxy are distinguished multinational hotel brands known for their innovative marketing approaches. Six Senses positions itself as a luxury brand with a strong emphasis on sustainability and wellness, offering unique and immersive experiences in untouched destinations. Moxy, on the other hand, targets millennial and Gen Z travellers by presenting itself as a stylish and affordable brand with a focus on social experiences.

By examining the marketing strategies of Six Senses and Moxy, we can learn valuable lessons about how hotel brands can optimize their marketing efforts and enhance customer satisfaction. In the following sections, we will delve into the specific marketing strategies of Six Senses and Moxy, analysing their product offerings, pricing strategies, choice of locations, promotional activities, and their segmentation, targeting, and positioning strategies, along with the contemporary factors shaping their marketing approaches.
Main body

Two well-known hotel brands, Six Senses and Moxy, employ distinct marketing strategies to reach their target audiences. The marketing mix, which includes product, price, place, and promotion, shapes their overall approach (Jobber, 2010).
Six Senses positions itself as a luxury brand that prioritizes sustainability and wellness-focused experiences (Bowie & Paraskos, 2010). They highlight one-of-a-kind and immersive experiences in pristine locations, demonstrating their dedication to environmentally responsible tourism practices. Six Senses properties are crafted to blend seamlessly with their natural surroundings, integrating sustainable elements like solar energy, water conservation systems, and natural gardens (Six Senses, 2021). They provide a variety of holistic experiences and therapies, including yoga, mindfulness, and nourishing organic meals, to meet the growing desire for comprehensive wellness.
In contrast, Moxy positions itself as a trendy and affordable brand that caters to millennial and Gen Z travellers (Marriott, 2021). They strive to create a lively and social atmosphere within their hotels, providing trendy accommodations at a competitive price point. Moxy properties feature modern and design-forward interiors, with a playful and energetic atmosphere that is appealing to young and socially active guests. The brand is proud to offer affordable luxury, combining comfort and style with a range of communal spaces designed for social interaction and networking.
Six Senses adopts a premium pricing strategy, targeting high-end customers who are willing to pay a premium for luxury experiences and sustainable practices (Bowie & Paraskos, 2010). They position themselves as a symbol of exclusivity and high-quality service, reflected in their pricing structure. The premium pricing not only helps to maintain a sense of exclusivity but also supports the brand's commitment to sustainability. The higher price points enable Six Senses to invest in eco-friendly technologies and practices while delivering exceptional service and unique experiences to their discerning clientele.
Moxy adopts an affordable pricing strategy, catering to budget-conscious travellers seeking trendy accommodations without overspending (Marriott, 2021). By focusing on design, technology, and communal spaces, rather than lavish facilities, Moxy offers affordable luxury and attracts young travellers who prioritize experiences over traditional luxury amenities. This pricing strategy allows Moxy to meet the needs and preferences of budget-conscious travellers looking for a balance between affordability and style.
Location plays a crucial role in the marketing strategies of Six Senses and Moxy. Six Senses chooses remote and untouched destinations that align with its brand values of sustainability and wellness (Bowie & Paraskos, 2010). By establishing resorts in pristine locations, they offer guests exclusivity and a chance to reconnect with nature. This unique positioning appeals to high-end travellers seeking privacy, serenity, and authentic experiences. In contrast, Moxy situates their hotels in bustling city centres, targeting travellers seeking convenience, accessibility, and a vibrant social scene (Marriott, 2021). By positioning their hotels in prime urban locations, Moxy ensures that their target audience can fully immerse themselves in the dynamic city experience.
To promote their brand messages and engage with their target audiences, Six Senses and Moxy utilize various marketing communication channels. Six Senses uses a multi-channel approach, leveraging their website, social media platforms, and public relations efforts (Six Senses, 2021). They showcase stunning visuals of their resorts and communicate their brand values of luxury and sustainability. Moxy, on the other hand, heavily relies on social media platforms such as Instagram, Snapchat, and TikTok to create engaging content that resonates with their audience. They encourage user-generated content and collaborate with influencers and local organizations to create unique experiences for their guests and gain exposure to new audiences.
Effective marketing strategies rely on the careful implementation of segmentation, targeting, and positioning (STP). Six Senses, a luxury brand, targets affluent individuals who seek immersive and sustainable experiences. Their unique and transformative offerings are harmonious with nature, providing an escape from the fast-paced modern lifestyle. By catering to this specific segment, Six Senses can tailor their services to meet the discerning needs of their clientele and provide a sanctuary for guests to rejuvenate and reconnect with themselves and the environment. (Six Senses, 2021)
Meanwhile, Moxy targets millennial and Gen Z travellers who value style, affordability, and social experiences. The brand positions itself as trendy and vibrant, catering to the preferences of the younger generation. Moxy understands the importance of creating visually appealing content and spaces that are shareable on social media. By targeting this demographic, Moxy aims to capture the attention of young travellers seeking experiences that align with their lifestyle and social aspirations.
In the ever-evolving hospitality market, both Six Senses and Moxy have adapted their marketing strategies to address contemporary concerns. Six Senses has implemented strict health and safety protocols, instilling confidence in guests that they are committed to providing a secure and healthy environment. Additionally, they have introduced flexible booking policies to cater to changes in travel plans, making guests feel more at ease when booking their stays.
Moxy, on the other hand, has incorporated green initiatives into its marketing campaigns to cater to the growing demand for sustainability (Marriott, 2021). They highlight their dedication to environmental responsibility, including energy-efficient practices, waste reduction, and a decreased carbon footprint. By promoting its sustainability efforts, Moxy aims to attract eco-conscious travellers seeking accommodations that align with their values. 
Recommendations for Future Growth: To further develop and enhance their marketing activities, Six Senses and Moxy can consider the following recommendations:
Collaborate with local influencers and communities: Six Senses can strengthen their ties with local communities in destination locations by partnering with influential figures and involving them in sustainability initiatives. This can create a sense of authenticity and generate positive word-of-mouth marketing (Housden, 2008).
Expand digital presence: Moxy can continue leveraging digital marketing platforms and invest in social media advertising to effectively reach and engage their target audience (Chaffey & Ellis-Chadwick, 2019). They can explore emerging platforms and trends to stay relevant and maintain a strong online presence.
Personalize marketing communications: Both brands can enhance their marketing efforts by utilizing customer data and implementing personalized strategies. By tailoring messages and offerings based on customer preferences, they can create more meaningful connections and drive loyalty (Kotler et al., 2020).
Embrace experiential marketing: Six Senses can focus on creating immersive and transformative experiences that showcase their commitment to wellness and sustainability. This can include wellness retreats, educational workshops, and partnerships with local artisans or conservation organizations (Bowie et al., 2017).
Foster brand advocacy: Moxy can further enhance their social media-driven marketing approach by actively engaging with customers and encouraging user-generated content (Smith & Zook, 2020). They can create campaigns or initiatives that incentivize guests to share their experiences and promote the brand on social media platforms.																				
Conclusion

To sum up, Six Senses and Moxy have employed distinct marketing strategies that cater to their target markets in the hospitality industry. Six Senses is a luxury brand that emphasizes sustainability and wellness, offering unique experiences to affluent travellers seeking transformative escapes. Meanwhile, Moxy targets millennials and Gen Z travellers who prioritize affordability, style, and social experiences.
Both brands effectively utilize marketing mix elements to create value for their customers. Six Senses focuses on delivering exceptional service, luxurious accommodations, and sustainable practices that align with their target audience's values. Moxy, on the other hand, emphasizes affordable pricing, stylish designs, and a vibrant social atmosphere that resonates with the younger generation.
Segmentation, targeting, and positioning strategies play a crucial role in the success of both brands. Six Senses targets the affluent segment seeking unique experiences, positioning itself as a luxury brand that offers exclusive getaways. Moxy targets the younger demographic by positioning itself as an affordable and trendy brand that provides social experiences.
Overall, Six Senses and Moxy exemplify their commitment to understanding and meeting the needs of their target markets. By studying their marketing methods, other hotel brands can gain valuable insights to enhance their own marketing activities and drive future growth in the ever-changing hospitality market. The importance of understanding target markets, delivering unique value propositions, and adapting to contemporary concerns is crucial for hotel brands to remain competitive and successful in the industry.
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