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Essay on
A comparison of the marketing methods of two multinational hotel brands.
[bookmark: _30j0zll][bookmark: _cznxkfmyouvp][bookmark: _zbjt40zg0jur]A major part of Europe's tourism industry is the hospitality industry, where globalization has exacerbated competition and increased demand. In marketing plans, small hotels are not prioritized since they generate little turnover at the end of the year. The marketing plan for a global hotel chain remains an extremely important part of its operation. The purpose of this paper is to analyse  Moxy and Six Senses, two of the world's one of the largest hotel chains. Hotel chains can apply a similar marketing approach to their business, which has proven to be very successful. Furthermore, they spread the word about their business through innovative marketing methods. As well as their pricing tactics in the market, Moxy and In both the hospitality and residential property development industries, Moxy is highly regarded.In order for their marketing plan to be successful and efficient, they had to establish a worldwide footprint (Schiller et al., 2014). In the first place, a few words about franchising are in order. As a result, it opens doors for other businesses to be established in different parts of the world. As a result, their marketing position has been significantly enhanced by providing high quality services at a reasonable price. By providing food without trans fats, they made history in 2007.The Six Senses Company launched a new advertising campaign in 2013 that targeted younger tourists specifically. By developing long-term relationships with their customers, they were also able to expand their market share. In order to increase awareness of the brand among consumers, they organized a marketing campaign called CANVAS.
[bookmark: _zeclyk9g6zvw][bookmark: _3znysh7]On the other hand, Six Senses is the most rapidly expanding hotel chain in Britain. Among the best hotels in the city are three in total (Akçay, 2018). In order for them to be successful, they must have the participation of their customers. Several hotel chains have pioneered TV advertising during prime time, but Six Senses was the first. IN recent years, they have invested in digitizing their operations in a substantial way. Develop a new website and mobile app for smartphones, for example. Due to their online and digital booking methods, they have seen great success (Yang et al., 2013).
According to the market segmentation and the hospitality sector, Moxy holds the top spot at the present time. It has taken a lot of time and effort to develop a perfect segmentation according to the preferences and requirements of the clients (Choi et al., 2015). Consequently, they have established themselves as a powerful player among people of various types. In the first place, they serve the luxury and comfort-oriented customers. In this section, they have done an excellent job of framing. Furthermore, a very wealthy person has high standards for quality of care, unusual food and drinks, and a stunning wardrobe, as well as owning their own particular tastes. As for the third one, it is the local community. Because of this, both commoners and rich people cherish it. 
A focus on offering a better guest experience increased the value of the Six Senses hotel's brand. Guests are transported back to their own homes by the opulence and coziness of the guest room (Davidaviciene et al., 2019). Due to the excellent marketing approach and the courtesy of the crew, the visitor experiences a premium experience. Several travel-related websites and their own website have received positive reviews from customers. The rating of 4.6 stars on a well-known website indicates the level of satisfaction with the company by the clients. A lot of money was spent on this advertisement by the corporation.
It is a priority for Six Senses to keep track of the social media marketing techniques that helped pave the way for hotel industry growth. When they implemented online reservations in the late 1990s, they were one of the first hotel company to do so. Besides that, they take into account cultural differences between nations by following a "one size fits all" strategy (Akçay, 2018).
Technological advancements will determine the future direction of the current industry. The launch of an app called M live, a new mobile application, was one of the most effective marketing techniques they used. With this program, the staff has a real-time overview of guest habits, as well as their needs and wants, which helps them better understand consumers' behavior (Zhang et al., 2018). Brands are kept up-to-date across all platforms through the command centre. This incredible software helps six senses retain customers by giving them stress-free knowledge through the app. Because consumers require stress-free experiences, six senses is able to provide them. For app users and participants in incentive programs, checking in are quick and easy. Streamlining of the check-in and check-out processes (Chan & Guillet, 2011).
For young travellers to win their loyalty, they have developed material that is designed specifically for use by them. The trend has successfully capitalized on is that travellers prefer not to rely on traditional travel materials when making choices, instead relying on social media. Choosing prices is based on the goal of selling the right products or facilities to the right customers. Everything that goes into their operations is taken into account when determining the ultimate price (Shankar & Li, 2013). As soon as the product or service is purchased, it is delivered to its intended consumer. Marriott's hotel services on medium.com, Snapchat, and YouTube. Furthermore, it uses cutting-edge technologies to communicate with its consumers (Choi et al., 2015).

It is Six Senses's goal to provide its customers with service that feels like it could be from home. In order to meet the preferences of the guests, hotel rooms are designed accordingly (Jobber and Ellis-Chadwick, 2020). Although they provide multiple pillows for consumers to choose from, they still cater to their preferences. Hypnos, a manufacturer of beds, has partnered with them to provide beds in that way. The low-cost hotel focuses on providing pleasant nights of sleep to its guests despite its low-cost status (Davidaviciene et al., 2019). They also provide different prices depending on the season. Marketing strategies are designed to not only attract new customers but to also gain the interest of existing customers and those who were unaware of the existence of the company. As the leading hotel brand in the UK, it was crucial in achieving this position. Among the advertising for the company was Lenny Henry, who was also the brand ambassador. In addition to newspaper and television coverage, it was covered extensively online as well. To make the trip easier for guests, they released a website and an app for mobile devices (Dirig, 2011). 
5% of Six Senses's total reservations have switched over from their traditional reservation system to their smartphone app since they introduced their app three months ago. Several years later, the percentage rose to 70 per cent. This straightforward approach will benefit both clients and businesses (Akçay, 2018). Furthermore, social media platforms are integral to modern business advertising (Khmiadashvili, 2019).
As part of their goal for 2014, they wanted to shape the marketing approach for the hospitality industry. There are several different viewpoints presented in this advertisement, such as "good night guarantee" and "proud to be British"(Setriani & Soegoto, 2020).
 There has already been an impact on the lives of millions of people through this business's environmental initiative. As part of the Environmental Policy Statement, the firm Six Sense is responsible for developing policies pertaining to the environment. This legislation has assisted them with a variety of initiatives, including immigration and integration, poverty reduction, child development, environmental protection, and green construction (Kim, 2018).
As far as environmentally friendly business practices are concerned, they have made a lot of effort. With 85 LEED-certified hotels, they have a worldwide headquarters for green construction and a LEED-certified hotel. The tourism for Tomorrow Award for Sustainability (WTTC) was presented to this company by the World Travel and Tourism Council. Hotel chain Marriott was recognised as the best business organization in 2012 that engages in environmentally responsible practices. This hotel chain was reported to be the most environmentally friendly in the world in an article published in Newsweek (Lies, 2019).
In addition, Six Senses takes many initiatives to promote environmental conservation. In an effort to create 21,000 new employment opportunities for young people, they adopted a project called "Good Together 2020." They have raised over 25 million pounds for charities through this campaign. In their opinion, hotels and inns should produce a reduction of 15 per cent in carbon emissions.
Furthermore, this hotel chain made a conscious effort in 2017 to reduce water use and waste production. Having accomplished their mission with great success, they were proud of themselves (Mohammed & Al-Swidi, 2019). With regard to the water resources management program, the length of the campaign has already been extended. There was also a plan to reduce water consumption by 20%.
During 2019, they plan to eliminate all single-use plastics that are not needed by 2025. All of their establishments have also eliminated the use of plastic straws. Moreover, diaper bags and sauce sachets are being disposed of in order to fulfil their commitment. Their plan also includes eliminating plastic and textile packaging in addition to their method (Schiller et al., 2014).
[bookmark: _Toc125851892]
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