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Introduction
At the point when a business tries to comprehend its clients, it plans, scatters data about, and offers products and services that are explicitly taken care of by their requirements and needs. This process is alluded to as marketing. Because of the development of technology, organizations like the hotel industry have moved to digital marketing systems. They do this by utilizing different platforms like Facebook and Google, among others, to publicize their items using recordings, which thusly urge clients to remain at the hotels during their excursions for work or getaways. In this essay, both the six senses and Moxy hotels will be momentarily examined. Two global organizations' marketing methodologies will be thought about and assessed (Banyeva et al., 2023).
















Main body
Marketing strategy
The six senses hotel chains has a strong promotion and business plan. The business has fostered an effective marketing plan that considers the distinctions between its objective business sectors and customer base. The association centers around offering types of assistance to sightseers, minimal expense voyagers, as well as organizations and families searching for reasonable lodging (Mak and Chang, 2019). The utilization of luxury items to convey the solace and extravagance of the foundations is one illustration of how a predictable actual methodology will in general show itself across brands in the lodgings (Bondarenko et al., 2019). This sort of advertising has expanded interest in different lodgings among both current and likely visitors. For everybody to be content with the outcomes, it lays out how the organization will produce benefits and how clients will be dealt with. The "center," "definite," and "increased" levels of administration that Moxy offers are particular from each other. The company's lodging brands are its essential selling point and are intended to bring in money. Moxy focuses on consumer loyalty and has created advertising that intends to ensure it. To offer competitive valuing and the best services at the right costs, the organization tries to grasp its clients (Mohamed Sadom et al., 2022). Moxy can work out whatever amount of money it can make utilizing the laws of demand and supply. The methodology's point of view guarantees that the business will not lose clients because of cheating.
Current market positions
Since it reliably offers excellent at sensible costs, the Six sense hotel is the most notable hotel chain on the planet. Thus, it has a lot of devotees from individuals everywhere. Because of its particular image position, Six sense hotels enjoys an upper hand over its rivals. The cordiality business puts an exceptional on giving visitors paramount encounters, so any client who feels as if they didn't get first-class administration has the choice to have their money returned by the business. Being the main lodgings to offer an unconditional promise, six sense hotel brands enjoy an upper hand over the opposition. Because of the elevated requirements, its clients have for the type of administration they will get, it reliably draws a constant flow of customers (Zhang et al., 2020).
Moxy hotel is the biggest hotel chain network because of how many rooms it offers as well as being a huge franchisor, administrator, and licensee in the housing business. Because of the broadness and profundity of its resource property, the executive's abilities, and the organization of franchisees, it has an imperious portion of the market. Moxy has profited from the potential for advanced advertising to support income as the primary lodging network to offer clients the simplicity of internet booking (George, 2021).
Marketing techniques 
Plans have been created by Six senses hotel to compensate for the misfortunes welcomed on by the Covid pandemic. The business has picked a "spend to win" marketing system to benefit from the expected ascent popular for staycations. To enter new business sectors, six senses hotel plans to put almost £30 million into a digital system. The public authority has helped with reducing the impacts of Covid limitations, which have diminished interest in sporting exercises. The new branding initiative from six senses intends to bring issues to light of the organization's practical administrations, from making a hotel reservation to getting a decent night's rest on the organization's superior bedding (Lee et al. 2019).
The progress of Moxy hotel can be credited to a great extent to its marketing plan. The effect of the Covid pandemic on customer conduct will expect organizations to adjust their promoting techniques. Moxy hotels have made another faithfulness program because of these progressions in buyer conduct. The hotel has made another movement-centered stage since clients esteem the remarkable undertakings of more than five-star facilities. To urge continuous visits to its 120 particular brands, Moxy has made a steadfastness program (Shrivastava et al., 2023).
Simmilarweb analysis
A tool called SimilarWeb works out the general volume of traffic that different sites get. As per SimilarWeb's analysis, Six senses is the most well-known lodging network as far as its site visits. It gets around 8 million guests every month, which is more noteworthy than two times as numerous as Moxy, which gets 3.5 million. Six senses have a worldwide presence and invite visitors from everywhere in the world, while Moxy fundamentally draws visitors from Europe and North America. Furthermore, Six senses clients are more drawn in with the site than Moxy clients are, spending a normal of 6 minutes on the Six senses site contrasted with 4 minutes on the Moxy site. As far as traffic consolidation channels, the two brands principally depend on direct visits to create traffic; nonetheless, Six Sense enjoys a slight upper hand over Moxy because it likewise gets a sizeable measure of natural inquiry volume along with references from different sites like Trip advisor and Booking.com.
Green messaging and sustainability
The requirements of its visitors are a first concern for the six senses hotels. The hotel has formulated techniques to limit its utilization of normal assets, increment the worth among those it now has, and reuse or reconsider what it can't. the hotel intends to execute a program to lessen its carbon emission level by half by 2025 to situate itself as a leading figure in corporate sustainability (Kim et al.,2019). Every six senses hotel's area is devoted to being harmless to the ecosystem, changing to environmentally friendly power sources, introducing sunlight-based chargers, and changing out internal combustion conveyance trucks for electric ones to decrease unsafe emanations. Hotel areas run on sustainable power, which is all one representation of the viability of the organization's ecological system. One more is the establishment of sunlight-based chargers to create their power at 100 of the organization's sister detects Lodgings (Asadi et al., 2020). Since Drove lighting is so viable, they have had the option to try not to produce around 10,000 metric lots of carbon dioxide.
Moxy lodging is growing a proactive natural procedure that incorporates new components pointed toward "greening" its gatherings to all the more likely serve its clients more. The lodging will likely give harmless to the ecosystem merchandise with the goal that occasion coordinators and visitors can decrease their antagonistic impacts on the climate (Hossain et al., 2022). They produce lots of waste while holding their gatherings, including water waste and energy utilization. The utilization of fluorescent lighting, the establishment of sunlight-based chargers on rooftops, and not washing towels before each utilization are only a couple of Moxy's effective and successful drives. Subsequently, 5,000,000 gallons of water are saved every year. Because of its commitment to bringing down ozone-depleting substance emanations, the Moxy brand has progressed in ecological development throughout recent years (Casado Salguero et al., 2019).
The pandemic 2019 Covid
The lodging and travel businesses endured essentially because of the pandemic. This area is encountering a renaissance considering the new typical. Both of these worldwide lodging networks adjust to a couple of severe necessities to adjust to the new norm. The registration time has progressed, as indicated by the notification posted on the sites for the six senses hotels (Mehta et al., 2021). The chain's all's lodgings in Italy and Spain are as of now going through openings. All guests are expected to keep their faces covered up and at a particular distance as per the latest unofficial laws concerning Coronavirus. To all the more likely oversee current appointments, the inn organization executed new strategies. Booking changes and cancellations are currently remembered for the standard housing rates. Moreover, the 3G standard is completely stuck in every one of the Six senses hotels all in various countries like Italy, Spain, India, and so forth (Tunio et al., 2021). Testing, inoculation, and recuperation are the three stages that make up the 3G rule. To look into a Six senses hotel, a new PCR test result, an experimental outcome showing that the guest is Coronavirus negative, or certification of immunization for the subsequent portion should be introduced.
To cleanse the air and disinfect the surfaces, they utilize electrostatic sprayers and clinic-grade air decontamination innovation. After accepting their second portion of immunization, people are not generally expected to cover their appearances.(Hao et al., 2020).  All appropriate lawful prerequisites for shielding buyers' well-being while they eat are completely complied with. The World Health Organization has given adequate preparation to the staff and managers responsible for the kitchen's food supply to address client complaints (Pavlatos et al.,2021).


Conclusion
The marketing strategy utilized straightforwardly influences an organization's capacity to be productive. To keep an upper hand over contenders, it should utilize viable advertising methodologies like evaluating and advancement procedures. In this essay, multiple global hotel chains Six senses and Moxy have been discussed. Both of these hotel chains have made progress by using state-of-the-art promoting strategies. The hotel chains put a ton of work to accomplish Sustainable Development Goals. 
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