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Marketing essential provides the members with principal concepts of business. Six sense is one of the multinational hotels and a brand of the IHG Hotel and Resorts family. Six senses were first founded in 1995 by Sonu Shivdasani who is the former CEO of Six Senses (Zhang et al., 2020) Moxy is a multinational Hotel brand that provides affordable, playful, and stylish structure to provide its guests with everything they need. The hotel was first founded in 2014 in Milan with a partnership with the Swedish one of the well-known furniture brands of IKEA (Ketter, 2020). The essay will discuss the marketing essentials of two multinational hotel brands and their SWOT and PESTEL analyses. The following essay will also discuss the marketing mix of Six Senses and Moxy followed by a comparison of the two multinational hotel brand strategies. 
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Strength of Six senses: The hotel model assists in the light business model which results in making the hotel asset free, generative in cash, and focuses on returning surplus revenue to shareholders. The hotel has a wide geographical presence which focuses on prioritising the growth of the hotel. Weakness of Six Senses The hotel waste management practice is poor which can draw criticism from environmentalists which results in creating the inability to the sustainability of the hotel. The management practice of hotels is poor which gives rise to losing the hotel's efficiency. Six Senses focuses on less expenditure and development processes which can weaken the company’s performance (Pan et al., 2019). The opportunity of Six senses with the growth in population and existing customers can arise a great opportunity for the hotel’s growth. Lacks the technological facility of booking the Hotel. The threat of Six Senses Growth in an economy can give rise to the growth of the hotel's competitors. The hotel had a great impact on covid-19 which gave rise to staff retention. Strength of Moxy The hotel Moxy is globally famous operating around 70 locations on three different continents. Moxy shares a strong bond with its customers and has nurtured loyal customers with forming strategies (Lee et al., 2021). Weakness of Moxy: Hotel Moxy failed in protecting its data with which its competitors can easily access to hotel’s rules and regulations. The opportunity of Moxy Hotel Moxy focuses on satisfying its customers using digital methods. With the introduction of new technologies and online media, hotels can raise their productivity. Threats of Moxy With this growing economy the competition of Moxy is growing as a result Moxy needs to practice unique techniques to please its customers. The pandemic has caused great damage to the Hotel. “PESTEL analysis” Political factor of Six Senses Hotel six senses has its own political tension related to the country where it is located. Frequent change in the political factors of the country where the hotel is situated affects the hotel revenue (Smith and Zook, 2020). The economic factor of six senses the economic development of the country where the hotel is operating has a direct impact on hotel. Six senses met its goal of sustainability with the help of its loyal hosts, local partners, consumers, and many more. The social factor of the six senses culture of society greatly impacts the six senses in its growth (Rahman, 2021). A technological factor of six senses Development of technology is greatly impacting a company's growth. Introducing Six Senses in digital marketing helped the hotel to reach out to many customers online which increased the growth of the hotel’s customers. Environmental factor of Six Senses Environment greatly impacts the growth rate of hotels where it is located. Customers mainly focus on the environment and ensure hygiene and cleanliness of the place where the hotel is situated. Legal factors of Six senses Hotel Six Senses must focus on protecting the data of consumers and their privacy policy. Law imposed by the government of the country where the hotel is situated must be strictly followed. A political factor of Moxy Hotel Moxy is present in 70 different locations and each country's political issues must be looked after by the hotel management. Changes in government policy can have a great impact on the hotel organisation and its growth (Leroi-Werelds et al., 2021). The economic factor of Moxy Local currency of the economy impacts the performance of Moxy. Currency fluctuation of the economy where the hotel is based can have an impact on the revenue and profitability of the hotel. Social factors of Moxy countries can affect Moxy's growth and revenue. The country where Moxy operates is in the UK and the country’s social factors include poverty which can be the major factor in facing a loss of hotel (Mantello et al., 2022). Technological factors of Moxy Development of technology have a great impact on hotel growth. The technological development of Moxy has made it easy for managers to provide correct data and keeping.  Legal factors of Moxy implementations of government laws must be followed by Moxy in order to protect the hotel's privacy policy (George, 2021). Environmental Factor of Moxy The profitability of a hotel greatly depends on the environment where the hotel is situated. Climatic changes in the place where Moxy operates can have a great effect on hotel production.
Product of Six Senses and Moxy Six Senses, a multinational hotel brand runs around 17 countries having a property of 21 globally whereas Hotel Moxy runs over 70 locations worldwide on three different continents. Moxy is more globally famous as compared to hotel Six senses. Price of Six Senses and Moxy Hotel six senses rates form £ 330.90 for one night including taxes. Moxy hotels pharmacy rates from £ 61,479.00. The quality of food and beverage served by the hotel's six senses is good with charges of premium pricing. Moxy also follows a strategy of premium pricing similar to Six senses (Sousa et al., 2021). Promotion of Six senses and Moxy Six senses is actively present in social media which provides a great reach to the hotel. The hotel directly engages with its customers which helps the hotel to understand more about its customers (Ghauri, 2014). Moxy hotel is well known globally and always focuses on development in customer service and focuses on improving service quality which provides an advantage in this competitive world. Place of Six sense and Moxy The headquarters of Six Sense is located in Bangkok, Thailand. Hotel six senses strategies in choosing the most premium location to run the hotel. The headquarters of Moxy is located at “485 7th Ave, United States, 10018”. Hotel Moxy is globally recognised as is located worldwide. People of six senses and Moxy People are the important aspects to run the hotel industry (Glenister, 2021). The workers of the six senses have played an important role in running the hotel. Six senses workers play an important role in giving services to the hotel’s customers which the guest enjoys. Hotel Moxy strategies in giving the best services to their guests with the help of the Hotel’s employees. The important strength of hotel Moxy is its customers. Process of six senses with the help of process six senses achieve its effectiveness and efficiency. Moxy focuses on delivering the right product at the right time. The physical environment of six senses and Moxy Physical environment infrastructure is the major value offered by Six Senses. The bills of hotel Moxy are mostly done with the help of technology.
Marketing essential provides the members with principal concepts of business. Six sense is one of the multinational hotels and a brand of the IHG Hotel and Resorts family. Six senses were first founded in 1995 by Sonu Shivdasani who is the former CEO of Six Senses (Ryan, 2012). Sonu Shivdasani and his wife together formed the group of Evason hotels including resorts and spas with operations operating around Europe, South East Asia, and Europe. Six Senses is widely known for its Eco-friendly resorts present in Thailand and Maldives. The present CEO of Six Senses resort is Neil Jacobs (Marinakou and Giousmpasoglou, 2019). The hotel promotes responsible practices in the hospitality sector. The company provides food and lodging services to customers for traveling purposes. The top competitors of Six Senses are Ritz-Carlton, Four Seasons, Mandarin Oriental, and many more. Moxy is a multinational Hotel brand that provides affordable, playful, and stylish structures to provide its guests with everything they need. The hotel was first founded in 2014 in Milan with a partnership with the Swedish one of the well-known furniture brands of IKEA. Hotel Moxy has over 70 locations running globally within three different continents (Glenister, 2021). The founder of Moxy hotel is Birger Hatlebakk, the previous founder of the Glamox factory located in Molde. Hotels provide services of smart bedrooms with programming to play videogames and much more facilities to their guests. Hotel Moxy is one of the brands of Marriott International. The Hotel Moxy has franchise rates up to £ 61,479.00. The competitors of Moxy are Motel One, Holiday Inn Express, CitizenM hotels, and many more.
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The above essay helps to understand the essentials of marketing and about two multinational hotel brands which are six senses and Moxy. The above essay has discussed the strengths, weaknesses, opportunities, and threats of hotel Six sense and Moxy followed by their PESTLE analysis. The essay has also discussed the marketing mix of the two multinational brands and compared and contrasted the two brands and their strategies.
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