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Multinational hotel brands refer to hotel chains that have a presence in several countries, in multiple continents. These brands usually offer standardized experiences, services, and facilities across their properties which provides travellers with a even and noticeable experience no matter where they stay (Boella and Goss-Turner, 2013). For example, Six Senses and Moxy are examples of two such brands that stand out.
A luxury hotel bran of UK, Six senses emphasizes privacy, sustainability and wellness as well as this, the bran offers guests a peaceful visit anf escape in wonderful locations all around the world, complete with spa treatments and several outdoor activities. It is the perfect choice for travellers who wants to indulge themselves in a luxurious experience however while also being mindful of the environment. Moxy is a budget-friendly hotel in the UK targets themselves at a younger, more adventurous and daring demographic. Moxy are also known for their quirky designs which feature, bold colours and unique features- offering a lively and social atmosphere which encourages guests to socialise and mingle with each other, alongside their affordable rooms. (Jobber and Ellis-Chadwick, 2020). 
 Six Senses and Moxy offer many services to a variety of tourists with different wants. Companies offer highly impressive experiences for visitors and guests, no matter if they are searching for luxury and comfort or affordable fun. Both of these brands have been very successful in productively and effectively marketing their goods and services to the intended clients and target market by utilizing and taking advantage of situational analysis tools, for example: segmentation, targeting, and positioning (STP). For over 25 years, Six senses has been in the hospitality industry and has consistently emphasized their ideas of sustainability and wellness in their marketing efforts. It is a luxury hotel brand which has used segmentation to target affluent travellers, who may be interested in sustainable and wellness-focused experience- to turn them into guests (Bowie, Buttle, Brookes, 2017). Six senses targets its marketing efforts towards individuals who are environmentally conscious and prioritize their health and their overall well-being as well as the well-being of the environment. This hotel brand has managed to position itself as a leader in sustainable and wellness-focused hospitality, and its marketing efforts have greatly amplified these values which lead to the attraction of its target. Six senses has also increase their presence on social media, over the years, leveraging popular social media platforms.
 Moxy has targets the younger and more buget-concious demographic through its marking efforts (Chaffey and Ellis- Chadwick, 2019). This brand has used segmentation as a way to target travellers who may be looking for afforable and less-costly accomodation options with a fun and fresh atmosphere. The hotel brand has positioned itself as having youthful, exciting and adventurous spirit while also being budget-friendly, and its marketing has reflected this with colourful and quirky design and language elements and aspects. In regard to marketing communications, Six senses have employed a mix of both offlines and online marketing tactics (such as social media and email campaigns and also specific target advertising). In addition to this, the hotel brand has taken advantage of influencer marketing and events to reach its target audience and to engage with them. Conversely, though, Moxy has mainly relied on social media and influencer marketing to raise brand recognition and to connect with their target audience. (Clow, Baack, 2013).
Both Moxy and Six senses have made some changes to their marketing approaches and strategies ,in the recent years, to help them adapt to the continuously chnaging needs of their target audience. For example, Six senses has increased focus on digital marketing efforts (targeted advertising is an example of this, as well as emailing marketing) to reach its target audience more efficient and effectively. Moxy has also expanded its platform on social media and influencer martketing, leveraging these channels to communicate with a wider audience and to help build and increase their brand recognition. There are several similarities and differences to note when comparing the marketing strategies and approaches of Six senses and Moxy. One similarity between the two is that they both utilize targeted advertising and influencer marketing and events as part of their marketing mix (Smith and Zook, 2020). Alongside this, another similarity is that both brands made recent chnages in their approaches to efficiently and smoothly adapt to the changing customer needs and wants of their target audience.
But, there are also several differences, which differentiate the two marketing strategies. Six Senses is recognised and positioned as a luxury brand and places a strong emphasis on their messages. Moxy is positioned as a more affordable brand targeting a younger audience. As a result of this, Six Senses focuses more on traditional marketing channels,email marketing and targeted advertising online, Moxy focuses more on social media platforms and influencer marketing to reach its target audience of young, lively and budget-conscious travellers. To aid potential future growth and extension, Six Senses could consider increasing its presence and advertising on social media to reach a broader audience and could incorporate more interactive aspects, such as virtual reality experiences, into its marketing mix to enhance its appeal to its target audience and to increase its popularity and recognition.
The hotel brand, Moxy, would most likely also benefit from increasing its focus on sustainability and eco-friendliness, like Sex senses is, to appeal to a wider range of travellers who are interested in environmentally conscious accommodations and stay (Cunill and Forteza, 2010). Moxy also could consider incorporating more experiential elements, an example of this would be pop-up events and installations, into its marketing mix to enhance its lively, fun and energetic brand personality and image. To amplify marketing activities for Six Senses, the hotel brand should focus on building a strong online presence and leveraging social media platforms to reach a wider audience. Six senses should also consider offering more interactive experiences for guests, to deepen guests' connection with the local culture and environment. Six Senses could work alongside travel bloggers/influencers to displayits commitment to sustainable tourism and consider creating eco-friendlier packages as a way to increase Moxy's marketing activities, the brand should leverage its adventurous and playful image. This should involve offering more engaging experiences, such as bar crawls and night-time activities, as well as utilizing influencer marketing to reach a wider audience (Ghauri, 2014), the brand should consider offering more budget-friendly packages and promotions, as well as partnering with budget-conscious travel bloggers and influencers, to appeal to value-driven travellers.
In terms of contemporary issues in the hospitality market, Six Senses and Moxy should both consider incorporating health and safety measures related to the COVID-19 pandemic into their marketing strategies. This could include showcasing cleaning protocols and health and safety measures in marketing materials. Six Senses and Moxy have made important considerations within their marketing regarding sustainability, social, geopolitical, and contemporary issues. Six Senses is dedicated to reducing its carbon footprint by promoting sustainable tourism practices, however Moxy is focused on creating an inclusive, and socially responsible environment for guests. These efforts would not only increase the brands' reputations but also illustrate their commitment to responsible business practices and social accountability.
On the other hand, marketing methods have been influenced by several current issues in the industry, such as rising environmental awareness and growth in tourists who are cost-conscious. Six Senses has changed variety its marketing strategies as a result of this, including emphasizing its eco-friendly packages as well as its sustainable projects, and by teaming up with travel influencers and bloggers that share its environmental values (Housden, 2008). Aside from this, Moxy also increased its presence in new locations and adapted its marketing strategies to include more affordable packages and incentives. Over time the messages being given to customers by Six senses and Moxy have chnaged to align with contemporary trends and concerns in the hospitality market.
Six Senses, a hotel brand renowned for its luxurious and eco-friendly properties, has moved its focus to its sustainability initiatives. It now highlights its dedication to preserving the environment and promoting sustainable practices, for example, using organic/locally sourced products, and offering eco-friendly packages (Hu and Trivedi, 2020)- marketing campaigns are designed to communicate with environmentally conscious travellers who might belooking for an authentic, enriching, and eco-friendly travel experience. On the other hand, Moxy,, has reoriented its marketing message to appeal to a youthful, budget-conscious audience. The brand's marketing emphasizes its tech-savvy amenities, free Wi-Fi and self-check-in, as well as its central locations in urban-based areas. The brand's message centers around affordability and accessibility, appealing to travelers seeking a value-driven, budget-friendly hotel experience in a city center. Its marketing campaigns target to connect with travelers who are looking for a fun and social travel experience, without giving up comfort and convenience. So, the marketing messages of both Six Senses and Moxy have developed to align with contemporary trends and the evolving needs of their target markets. Now, both brands are more focused on promoting their unique value propositions and addressing the concerns of their customers, such as sustainability and budget consciousness, respectively (Ryan, 2012). By doing so, they aim to differentiate themselves from competitors and build a strong connection with their customers. Beautify the passages
In conclusion, the marketing methods and strategies of both Six Senses and Moxy, two multinational hotel brands, vary drastically in their approach and target audience. Six Senses focuses more on providing a luxurious and eco-friendly experience, targeting environmentally conscious travellers, whereas Moxy targets a younger, budget-aware audience, emphasizing its tech-savvy amenities and central locations. They have both adapted their marketing messages over time to align with contemporary trends and the evolving needs of their target markets (Kotler and Kartajaya, 2017)). The success of their marketing efforts lies in their ability to communicate with their customers by promoting their unique value propositions and addressing their specific concerns. In doing so, both hotel brands have successfully managed to differentiate themselves from their competitors by building a strong connection with their customers.
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