A COMPARISON OF THE MARKETING METHODS OF TWO MULTINATIONAL HOTEL BRANDS- SIX SENSES AND MOXY 
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Throughout this entire study, a detailed comparison of marketing strategy between two different hotel groups which are Moxy Hotel, and Six Senses will be discussed in an explained and detailed manner. In the year of 1995, the hotel group known as Six Senses first introduced themselves in front of the world. The parent companies of this hotel group can be mentioned as IHG Hotels & Resorts. In the year of 2021, the revenue growth of this hotel was measured as the volume of $300 million. The owner of this hotel Neil Jacobs has placed a huge role in terms of the business growth of this firm. However, Moxy Hotels is a relatively recent brand within the Marriott International Inc. In the year of 2014, that the very first Moxy Hotel debuted in Milan, Italy, thanks to a cooperation with IKEA, a Swedish furnishing company. Moxy Hotels has seen explosive growth since then. There are now over 70 operational sites across 3 different continents.  

The success of Moxy’s marketing strategy hinges on its ability to fulfil the requirements of its clientele. Items offered by Moxy Hotels Group are instantly recognizable thanks to the distinctiveness of their names, styles, and branding. The product strategy takes into account the quality of the product, as well as its variety, features, characteristics, packaging, brand name, and additional services (Akbari et al. 2021). Six Senses, on the other hand, is only concerned with ensuring that visitors have a relaxing place to sleep throughout their stay. Because various individuals have varied tastes when it comes to the ease with which they can rest, a wide variety of solutions are made accessible.  
Customers get outstanding service from Six Senses because the hotel anticipates their requirements and satisfies them head-on with the guarantee that they will have a peaceful night's sleep. Moxy Hotel’s pricing strategy takes into consideration the list price, credit terms, payment terms, and discounts in addition to those factors. In case Moxy Hotel groups are going to pursue the price penetration approach, it will need to provide rates that are lower than those of its rivals (Hartmann et al. 2019). By lowering their pricing, the corporation has been successful in increasing its overall market share. 
After a short research on a comparing website between November 2022 and January 2023 Six senses had an annual visits of their website of 1.374M comparing to Moxy who had 724,870.The competitive research of the geography on the same website in the United Kingdom is showing us a traffic share of 37.2% for Sixsenses and 62.8% for Moxy while in France is 68.3% with 31.7%.According to the same website the demographics distribution by gender are 51.39% male and 48.61% female and age distribution is 20% for people between 18-24 years old,35% 25-34 years old,21% 35-44 years old.(Similarweb,2023).
Recently, the firm announced that it would be disclosing the strategies that the Moxy Hotel Group has in motion to grow the number of its 5 star and luxury hotels in the United Kingdom. Moxy Hotel and the company's other affiliates have come to a conditional agreement under which this hotel company would rebrand and administer a total of 24 existing businesses throughout the United Kingdom that are classified as high grade. This agreement is subject to certain conditions. The following is the agreement's terms and conditions: According to Gorska-Warsewicz and Kulykovets's (2020), research, when these properties are added to the portfolio of Moxy Hotels, the luxury hotel industry in the lucrative and fast growing market of the United Kingdom will gain additional than 2,400 hotel accommodation. It will make it feasible for Moxy Hotel to create several "Kimpton Hotels & Restaurants" in the major metropolitan regions of the United Kingdom. In particular, this should enable the company named as Moxy Hotel to enhance the quantity of hotels which operate underneath the Moxy brand (Yin et al. 2019). This category contains significant metropolitan regions all around the world, including London, Manchester, as well as Edinburgh, amongst others. This is a significant step toward Moxy Hotel's internationalization goals, expanding on the initial memorandum of understanding in Asia and China the year before, and it will provide a boost to the United States of America as it expands across Europe. In addition, the hopes that Six Senses has for globalisation will be facilitated by this collaboration. 
Nevertheless, administration has to be informed that competitors may engage in unpleasant retribution in the manner of a price competition in reaction to the steps taken by the firm, and they need to be prepared for the likelihood that this may happen. According to González-Mansilla et al. 2019, strategic development is all about persuading consumers to purchase and make use of goods and services, as well as identify with brands, that are beneficial to both the environment and the people who live in it (Crick and Crick, 2020). When consumers are willing to pay extra for a product simply because they are aware that it was manufactured in an ethical manner, a company has achieved a level of success in marketing communications and sustainable business. Since the company's founding in 1995, Six Senses, which is considered to be a pioneer in environmentally responsible business practises, has donated twenty-five per cent of its annual revenues to various environmental organisations. During that year, payments totaling 140 million dollars would be made. On top of everything else, they intend to achieve carbon neutrality by the ending quarter of 2026 (Saura, 2021). 
Even though all 33 of Moxy's hotels were accessible to customers on the grounds that crucial business traveling had to start happening during the pandemic condition of COVID, neither of the company's current restaurants were open, as shown by earlier studies focused on hotels and restaurants in other regions (İnci et al. 2021). Hotel and restaurant operations are scheduled to resume on March 18th, when it is expected that the country's national administration will lift restrictions on Covid-19. Larger losses were expected for the German market through 2023, despite the fact that 20 of the company's 18 hotels are available for crucial business trips as well as another 38 geographical outlets of Six Senses are scheduled for the process as a result of an acquisition (George, 2021).  
Take into account that pandemic situation of COVID has produced a lot of uncertainty in the hotel industry, and that this is particularly true for people working in guest services. A consumer faces the risk of losing their investment if their booking has to be changed at the last minute and their chosen payment method cannot accommodate this (Dimitrios et al. 2020). Ago changing or withdrawing a preexisting appointment is less of a hassle, this mindset remains even if the epidemic's height has long since passed. Facilitating meeting rescheduling and cancellation without penalty has the potential to dramatically ensure client happiness, which could in return could bring in massive volume of revenue and satisfy any dissatisfied consumers. A different hotel group on the other hand, Moxy Hotel Group, promotes its members via eco-friendly advertising (Hu and Trivedi, 2020. 
One uses the term "customer experience marketing" to describe the practise of advertising a hotel in a way that highlights the guest's actual stay and other contacts with the establishment. From this idea comes the understanding that guests aren't paying for a laundry list of amenities, but instead for the emotions they will have as a consequence of those amenities throughout their stay. It is the service, the variety of facilities, and the unique character of each room that make a hotel memorable to its guests (Tan and Despotis, 2021). Marketing strategies for hotels may focus on the complete customer's experience as a means of appealing to the factors that draw customers to the hotel. Apart from this, as a recommendation, these two hotel brands also need to be focused on several aspects in the requirement of extracting better results in the area of business analysis and marketing methods. Establishment of workflow based on cross-department, assessing the target audience’s mind, aligning the brand activities with the objectives, development of the key marketing metrices, and considering the ROI of the marketing campaigns also can be advantageous in the requirement of better market penetration and advertisement.  
From overall study, this can be concluded that, Six Senses and Moxy Hotel Group seem to be two of the world's largest and most recognised hotel groups, both having a growing presence in the Asia-Pacific region. It welcomes customers of all ages and works hard to assure the quality of the cuisine it serves. It also offers discounts to its customers. Research reveals the hotels' strengths and the benchmarks it establishes in comparison to its competitors. Though, it can be mentioned that both of these hotel groups has managed to experience business growth, integration and market limit expansion due to the implication of proper market research as well as adopting compatible strategies for marketing.
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