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The objective of this essay is to compare  marketing  methods and strategies of two multinational hotels. Two multinational hotel brands are selected as Six Senses and MOXY. The marketing choices between Six Senses and MOXY will be explained mention key differences from one to another. Current market position and marketing strategies of Six Senses and MOXY will be compared and contrasted for understanding how they strengthen their market position by using distinctive strategies. They are some key considerations perceived by the companies which will be illustrated briefly. Six Senses Hotels, Resorts, and Spa Management company is a renowned brand in the hospitality industry. It is mainly a Thailand based company headquartered in Bangkok, Krung Thep, Thailand. The offerings of the hotel chain include spa, rooms, swimming pool, park and spaces for events, wellness areas etc. Six Senses has international in various European countries including United Kingdom, Spain, Italy, and France. MOXY is an affordable and stylish hotel brand that is mainly designed to give its guests everything required by the guests. MOXY has opened 60 experiential hotels in various countries like USA, Canada, Mexico, United Kingdom, Spain, Italy, Germany, and United Arab Emirates. MOXY is completely different from that of traditional hotel and resort service. Say for example, its guests are not required checking in at the Bar or resort. At the same time, it offers its resort and bar services with affordable and reasonable price so that guests can save their money and spurge on experience. 
Marketing choice is basically involving the target customers and guests in the sales process of a company. The market choices of Six Senses include innovativeness in offering services, market reputation to retain existing guests and attract new guests, sales promotion for reaching a large number of target customers, and customer satisfaction for achieving loyalty from the guests. On the other hand, the marketing choices of MOXY include offering services at a reasonable and affordable price, a handsome advertising budget for smooth sales promotion, sales growth by drawing a large number of guests, brand loyalty and customer satisfaction. While Six Senses is focusing on quality services and charging higher price for its distinctive services, MOXY is charging a reasonable price in exchange for offering a standard service to the guests (Chaffey, 2019). Six Senses is sometimes traditional in terms of security concern while MOXY is not traditional in accepting its guests. MOXY requires no check in by the guests when they enter the bar. Six Senses has a worldwide reputation for its service quality, security, and facilities in the hotel arena. It is very serious regarding the market reputation of the company and retaining the reputation for a long period. Hence, it cannot negotiate with its service quality (Kotler, 2020). On the other hand, MOXY has also a good brand reputation in the market in offering its services at an affordable price. It is firmly determined to avail the service for a long period. It is one of the key strategies of MOXY to retain its existing customers and attract new customers. Six Senses is using multinational promotional strategies to expand its brand image (Jobber, 2020). Hence, all the viewers and audiences across the world are viewing the similar content and message from its promotional campaign. On the other hand, MOXY is using regional advertising media and content to attract specific target customers. Regional preferences and priorities are focused in its advertising campaign. In this way, though both are firmly determined to achieve customer satisfaction, their strategy and marketing choices are quite different. 
Market positioning is basically a desired position of a company in a particular market based on its product and service offering. Both Six Senses and MOXY have strong position in the market. In terms of sale volume, the ranking of Six Senses is 13th in the market of United Kingdom. The market position of MOXY is 19th in the similar criteria in 2020. Six Senses has occupied a slightly higher position than that of MOXY which means that Six Senses has generated higher sales revenue than that of MOXY (Bowie, 2017). While Six Senses is focusing on quality services and charging higher price for its distinctive services, MOXY is charging a reasonable price in exchange for offering a standard service to the guests. Though both are firmly determined to achieve customer satisfaction, their strategy and marketing choices are quite different from one another. In capturing the comparatively strong market position, Six Senses is following differentiation marketing strategy which implies that the services of Six Senses will be distinctive and differentiated from those of competitors. As Six Senses offers highly distinctive services to the guests, it charges premium price in exchange for the services. Six Senses is offering high quality services to the customers to meet their needs. Moreover, other supportive amenities and security protocol of Six Senses is very high. Hence, it is compelled to charge premium price and it becomes successful to attract customers with its distinctive services and hold a strong market position compared to its major competitors (Smith, 2020). On the other hand, MOXY is mostly concentrating on leadership strategy in which it is offering standard services to the guests at a comparatively lower and reasonable price. In this strategy, the ultimate focus of MOXY is to draw customer’s attention by offering its services at an affordable and reasonable price. In the affordable price, MOXY tries to maintain standard service quality which may help it to reduce some cost than those of market differentiators. By following cost saving and economies of scale strategy, MOXY is saving a large sum of cost in operation and offering its services at an affordable price to the customers (Kotler, 2020). MOXY has already strengthened its market position by adopting the cost leadership strategy. That’s why it can be said that cost leadership strategy is working better in the target market of MOXY, and it has already seen that benefits of the strategy in strengthening its market position. 
Both Six Senses and MOXY have to put up with various sustainability, social, geopolitical considerations and contemporary issues of marketing that are required considering in developing and implementing business strategy and strengthening market position. Six Senses is a very environment friendly organization which undertake various promotional programs that become beneficial to the environment such as campaign against environment pollution, climate change, and rapid responsive program during Tornado (Clow, 2013). On the other hand, MOXY used to develop sophisticated plans and policies for adjusting its services with the social trends and customs of a target segment. Public perception is always on the priority of because it believes that needs and preferences of guests are derived from social trends and customs. Both the firms are respectful to the religion perception of the people and their services are designed as per individual religious belief of the guests. As both Six Senses and MOXY have operation in Europe, they have to conform to the European customs, community, trade bloc, and perception. Six Senses has to show full respect with the EU laws and regulations along with those of United Kingdom. As MOXY has operation in North America, Middle East, Europe, it has to aware of the laws and regulations of these regions (Chaffey, 2019). The influence of trade bloc such as USMCA, GCC, EU etc. have to predict carefully and sufficient measures must be taken to overcome them but as Six Senses has operation in Europe, it has to conform to the rules and regulations of European Union. Various contemporary issues must be considered by the Six Senses because European politics and economy is depended are now affected by various global factors. Say for example; due to current Russia-Ukraine war, price hike become a common issue in the economy. Covid 19 has caused the entire world to move slowly which leads to global slowdown in the European market (Gauri, 2014). Moreover, business activities among European countries are affected the Brexit issues. All the facts affect the business activities of Six Senses and MOXY. They affect most to Six Senses because its operation is laid in the European market. 
The marketing message of Six Senses and MOXY is quite different from each other. Six Senses is providing distinctive and differentiated services to the guests. It does not compromise with the service quality. Six Senses focuses this message to the guests that they always offer differentiated services and its service quality is unique than that of competitors (Housed, 2008). On the other hand, the message for the customers of MOXY is that it is offering hotel and resort services at an affordable and reasonable price. Due to economies of scale and operational efficiencies, MOXY is capable of offering quality service to the guests. That’s why it announces to get everything from MOXY at an affordable price. At the same time, Six Senses has to conform to some security protocols and hence guests have to check in when arrives at the hotel but MOXY breaks this traditional trend and it allow its guests to enjoy hospitality service when guests arrive at the hotel or resort. In Covid 19 pandemic, Six Senses offers hotel and resort service at a very cheap price which is called a deep discount price to put up with the global economic slowdown (Ryan, 2012). Previously formalities were high in MOXY but it has facilitated the restrictions and complexity so that guests can enjoy at the best level. 
Both Six Senses and MOXY have supplicated marketing choices because Six Senses is applying differentiation strategy by offering differentiated service while MOXY is following cost leadership strategy by offering its hotel services at an affordable price. Both the firms have strengthened their position in the market by using their own strategy. Six Senses has to consider various geopolitical factors such as trade bloc EU, Russia-Ukraine war, Brexit, economic slowdown immediately after Covid 19. On the other hand, MOXY have also concern for climate change, environmental issues, strict laws and regulations, income level of people, price hike due to Russia-Ukraine war etc. Finally, Six Senses is ensuring high quality in services while MOXY is focusing on offering services at an affordable price. 
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