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[bookmark: _heading=h.tyjcwt][bookmark: _Toc126315156]Marketing methods have an ample impact on the sales and revenue figures of an organisation (Jobber and Ellis-Chadwick, 2020). This aids in reaching out to potential and target segments, as well as gaining a competitive advantage over other industry players (Clow and Baack, 2013). In this current essay, examples of two multinational hotel brands such as Six Senses and Moxy, are going to be considered. Further, a comparative analysis of their market position and products and services is going to be discussed effectively. Apart from that, the practises used by both brands to minimise sustainability-related issues are also going to be discussed. Above all, the marketing message that both brands have provided to their customers is also going to be addressed in an in-depth fashion.
The hotel industry in the United Kingdom is a contrast as well as a fast-paced industry that has supported the country's economy in an exponential manner (Lacy et al., 2020).In this case, both international and domestic tourism increase demand in the country's hotel industry, influencing overall growth and profitability in an exponential manner. It has been addressed that the upper and luxury segments are most prominent in London, where high-paying clients come and stay, further accelerating the revenue of the respective hotel brands (Vo et al., 2022). On the other hand, budget-minded tourists focus more on budget options in order to get the best experiences on a low budget.
The Six Senses Hotels, Resorts, and Spas is a luxury hotel brand that offers a unique hospitality experience that combines environmental sustainability, cultural authenticity, and personalised service. The brand operates a collection of resorts, hotels, and spas in some of the world's most beautiful and exotic locations, including Southeast Asia, Europe, and the Middle East. Six Senses places a strong emphasis on wellness and sustainable living, offering a variety of health and wellness programs, such as yoga classes, spa treatments, and farm-to-table dining experiences (Sixsenses.com, 2023). The Six Senses brand is widely recognised for its exceptional guest service, and its staff is trained to provide personalised attention and meet the individual needs of each guest (Bowie et al., 2017). The brand has received numerous awards and accolades for its exceptional guest service, innovative sustainability practices, and unique approach to hospitality. The revenue generated by the company is around 280 million GBV, and the number of employees in the company is around 4200 (Sixsenses.com, 2023). Moxy Hotels is a boutique hotel brand that was launched by Marriott International in 2014. This hotel is designed to offer stylish, affordable accommodations for travellers seeking a fun and energetic hospitality experience. Moxy Hotels operates a portfolio of over 50 properties across Europe, Asia, and North America (Moxy Hotels, 2019). Moxy Hotels are known for its unique design features, such as playful interiors, flexible public spaces, and technology-forward amenities. The brand is marketed towards millennials and budget-conscious travellers who are seeking a high-quality hospitality experience at an affordable price point. The estimated annual revenue of the company is around 250 million GBV. Currently, the brand is operating with an employee strength of 750 people (Moxy Hotels, 2019).
[bookmark: _Int_4kACFYr1]As mentioned earlier, marketing strategies and choices have the highest impact on the growth and development of the organisation and further connecting with its audience in a personal fashion (Smith and Zook, 2020). Similar Web is a tool that helps in analysing the websites of companies and further analysing their marketing choices as well. It has been seen that Six Senses was founded in 1995, and currently, the company is operating with an overall employee strength of 4200 people (Sixsenses.com, 2023). As per the website data and metrics, it has been seen that the company has not been able to maintain its website efficiently in light of consumer preferences and needs. As of December 2022, the company has been able to generate website traffic of 486.2K views. It has also been addressed that the bounce rate of the website is around 57% (Similarweb, 2022). This shows that they need to work on optimising their website's UX and UI efficiently and be able to engage their customers in a comprehensive manner. The company has targeted an age group that falls between 25 and 34 years of age and has the capacity to spend on the stay provided by the company (Kotler et al., 2020). It has also been reported that most of the visitors have visited the website through the search option, which is around 63%. This shows the positive side of the company’s effective marketing strategies and their impact on overall growth and profitability. Above all, the company has invested heavily in its social media marketing strategies, using a variety of social channels such as Facebook and Pinterest. It reveals that Facebook accounts for roughly half of all social media traffic. On the other hand, for Moxy, the total views in December were around 256K which is quite high than that of the Six Senses (Similarweb, 2022). The company is managing their systems and operations with an employee strength of 750 people. However, the bounce rate of the website is around 68%, which is quite high. Most of the visitors to the company are search-related (around 55%). The overall investment of the company in social media marketing and channels is very low, which can hamper its growth and brand recall value in a negative manner (Moxy Hotels, 2019).
As a part of the brand positioning, Six Senses has become one of the most popular and reliable choices for visitors. According to recent data, the company is operating 20 hotels in 17 different countries all over the world. The company heavily focuses on the 7P marketing mix as a part of its marketing strategies, using both online and offline elements (Lim et al., 2021). For instance, as part of its pricing strategy, Six Senses is positioned as a premium brand with prices that reflect its luxury offerings. In the same way, for promotion and placement, the company uses diversified social media channels, including their own app, which drives 50% of its customers (Noor et al., 2020). Above all, Six Senses' processes are designed to ensure a seamless and personalised experience for guests, from pre-arrival to departure. On the other hand, Moxy, which is one of the fastest-growing hotel brands in the UK, also has a huge market share. The company has around 20,000 rooms all over the world. Currently, the company has tripled down on its digital marketing strategies to attract visitors (Chaffey and Ellis-Chadwick, 2019). In this case, organic search has been their top priority and has generated more traffic than other channels, at around 63% (Ryan, 2012). Moxy's properties are designed to reflect the brand's playful personality, with bold and quirky decor, and to provide guests with a fun and memorable experience (Moxy Hotels, 2019).
[bookmark: _GoBack]Sustainability issues have become one of the integral parts of business success that companies need to constantly work on (Schönborn et al., 2019). Six Senses has started promoting plastic-free practices and has set the goal of excluding unnecessary plastic use by 2022 (Sixsenses.com, 2023). The company has started focusing on developing sustainability funds to execute sustainable practices. In this case, they have also provided an annual sustainability report that provides an overall outline of the progress and efforts made by the company to become sustainable. Six Senses highlights its green certifications, such as LEED and Green Globe, in its marketing materials to demonstrate its commitment to sustainability and to reassure guests that their stay will have a minimal impact on the environment. On the other hand, Moxy has started using the Green Engage system in order to minimise the influence of their operations on the local environment and further promote green sustainability as well. Apart from that, the company has also achieved LEED certification for sustainability (Moxy Hotels, 2019).
Six Senses' marketing message has evolved dramatically in response to customer needs and demands. However, as the company has grown and technology and sustainability have come into place, the message revolves around "hospitality that starts with ingenuity." On the other hand, Moxy has the brand message of "a playful, affordable, and stylish hotel brand designed to give guests everything they want and nothing they don't" for their potential customers (Moxy Hotels, 2019).
The current essay has effectively described the important elements of marketing strategies and their impact on the growth and revenue of a multinational hotel brand. In this case, the example of Six Senses and Moxy has been taken into consideration, which is a well-known and popular hotel brand in the UK. In this case, a similar website was used to conduct an in-depth comparative marketing analysis of both of the companies mentioned. Above all, marketing strategies for the challenges related to sustainability issues have also been described in a comprehensive manner.
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