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Introduction
Marketers identify, develop, and deliver products and services in order to meet the needs of their target market; this may include identifying the audience they are targeting. In order to build a marketing plan, market research, competition assessment, strategy formulation, and budget formulation are essential steps (Ozuem, 2017). An organization's marketing fundamentals are those on how they promote and follow up on their marketing methods in order to make a lasting impression on the industry and on consumers. It requires an effective marketing strategy for the hotel industry in order to attract new customers and retain existing ones. For hotels to succeed, a smart marketing approach is necessary, since they offer both tangible and intangible services.
Main body
For hotels to maintain brand consistency, marketing strategies must be effective. It was launched in Milan in 2014 as part of a collaboration with IKEA, a Swedish furniture manufacturer. The success of Moxy Hotels since then has been remarkable. At present, the organization operates on three continents with 70 locations. Hotel guests, homeowners, and spa guests can experience first-hand how ethics and social responsibility are more than merely empty phrases when they visit one of thei spas, whether they are hotel or resort guests, homeowners, or spa guests. This can attract more customers and they will be satisfied with the services. Their unique approaches of attracting customer make them different from their competitor (Kotsopoulos et al., 2019). The Six Senses hotel offers consumers excellent value for their money through its value pricing approach. The hotel also plays a role in price discrimination by offering its cheapest rates on Fridays, Saturdays, and Sunday evenings, the times when it offers its cheapest rates. The pillow market is saturated with a multitude of options due to the fact that individuals have vastly different conceptions of what constitutes a sufficient level of comfort. Each room is decorated in the same colour scheme, has identical furnishings, and has carefully selected mattresses. Customers' needs are taken into account (Bishop and Barber, 2019). It is possible that internal issues within the company's doors or management could affect the success of the Moxy and Six senses hotel chain. Marketing mix modelling, and strategic restrictions are included in this section. It represents the measures Intercontinental is taking to meet the needs of its audience in its marketing strategy. Cheap rates, stylish comforts, and modern technology are all hallmarks of the brand (Camilleri, 2018). The Six senses hotel is classified as a budget hotel, but it focuses on providing a comfortable night's rest. Location and time affect the price of sale rates that begin at £29 per night (Proctor, 2020). A long-term perspective and customer value lifecycle models will be needed to develop the Moxy hotel chain's worldwide strategy. The Six Senses hotel, however, is still more expensive than luxury hotels despite their decreased prices. Their image is more favourable than those of their competitors who are low-cost (Josephi & Melissen, 2017). The Moxy Hotel has set out a set of outlines for the implementation of price optimization, including a set of list prices, credit terms, price reductions, and payment terms. By establishing prices below its competitors, Six Senses can leverage the price penetration strategy. Companies' market shares may increase when their prices are reduced (Alihodzic, 2017). Therefore, management should exercise caution when dealing with competitors' pricing wars (Nagle and Müller, 2018). There are more than a hundred thousand followers of these websites, which are frequently updated with fresh content. Through trade shows and events around the world, the firm advertises its products throughout the year. Increasing visibility in retail outlets is achieved through personal selling. A proportion of sales is used to determine the promotional budget for the year (Larabee, 2018). Moxy Hotel's services are promoted through the media. Traditionally, radio and television advertisements are used. A large number of people can be attracted to it due to its extensive reach. Online and social media advertising have become more beneficial since the internet has expanded so rapidly. Since YouTube, Facebook, and Twitter receive high amounts of traffic on a monthly basis, the firm focuses its advertising efforts there (Macarthy, 2019). 
There are numerous renowned hotels in the area, including the Moxy and the Six senses. Understanding what is occurring within is necessary. This article discusses SWOT analyses and competitive analyses. Brand image, market leadership, and global presence are some of Moxy's strengths. The company's weaknesses are the ineffective management of personal information, the unsatisfied customers, and the ineffective protection of data. For example, the customers negative review in Facebook, and lecage of personal information and so on. Tourism Industry is Changing Due to Demographics (George, 2021).
Hotel companies like Moxy have potential in emerging economies. The pandemic could have caused Moxy to lose 92% of its income as the number of clients decreases. Moxy's revenue will decline if the infection persists or returns in a second wave (Alan, 2018).
Competition is fierce in the hotel industry. There are the Hiltons and the Novotels and more. Its greatest attributes, however, are: Outstanding reputation, customer happiness, ideal atmosphere, and strategic alliance. Poor positioning, staff unhappiness, and inefficient data security are the vulnerabilities. The risks include company diversification and innovation. Risk of terrorist attack, consumer insecurity, and inadequate management are the dangers (Oskam and Zandberg, 2019).
Moxy and sis are more affected by external factors than by internal components. A possible terrorist attack, international relations, and political conditions in prominent tourist destinations are the main political variables that could impact Moxy. The six senses hotel is most at risk from terrorist attacks or wars that hinder air transport. A slowdown in China's economic growth and continued economic turmoil in Europe will be the key economic variables that will affect moxy and six senses. For example, the brexit impact and inflation impacts. (Yu et al., 2021). Moxy hotel is influenced by social factors such as income distribution and demographics. The six senses hotel, on the other hand, has a stronger cultural and lifestyle influence. Moxy hotel and six senses hotel are impacted by online rental businesses such as Airbnb from a technology perspective. Compared to hotels, Airbnb hosts have lower operating costs because they don't have to pay hotel taxes or fire regulations. Labour law, consumer protection legislation, and tax avoidance will be considered for both hotels. As the price of gasoline rises, the environmental situation is deteriorating. Travel expenses may decrease and hotel room demand may increase if oil prices fall (Gursoy & Chi, 2018).
Moxy Hotels has created a digital sustainability platform that enables hotels participating in the green engage programme to track, measure, and report their energy usage and carbon footprint in real-time. The system also provides 200 "Green Solutions" to increase resource efficiency and lessen the environmental effect of hotels (Dcruz, 2021). Assisting hotels with the implementation of these solutions is also provided. Moxy is dedicated to ethical corporate conduct in the conduct of its operations. The company, which operates hotels all around the world, strives to reduce its environmental impact while simultaneously enhancing its procedures to produce positive change (Coley, 2020). Furthermore, a company's corporate management and leadership style are important internal factors influencing its culture. A collection of 2030 Responsible Business commitments published by Moxy in February 2022, Journey to Tomorrow, is one of the goals Moxy has established for itself over the years. One of the world's top hotel chains, The Hotel Chain also strives to be an industry leader in environmental stewardship by being the headquarters for one of the world's largest hotels chains. Working for a better world is what they do. A high priority is placed on protecting the environment, empowering our workers, and enhancing our communities at Six Senses (Meir, 2019). A Force for Good is at the core of everything the company does. Their commitment to supporting GOSH and donating over £17 million to the charity is just one part of what makes them a Force for Good (Glennie, 2021).
Several factors will affect European tourism as a result of the war, according to the Economist Intelligence Unit: Russians and Ukrainians won't visit, flights will be restricted, fuel and food prices will rise, confidence and discretionary budgets will shrink (Binnendijk, 2020). It is their goal to ensure that the hotel and restaurant policies comply with these laws in every part of the United Kingdom. They continually review these policies to ensure that they have an operational structure that conforms to the requirements of the government in each part. A country-specific operation must be carried out with the utmost precision and accuracy by the World Health Organization (WHO), the Centers for Disease Control and Prevention (CDC), and national authorities in order to ensure their obligations are met. There is still a great deal of concern about the Coronavirus (COVID-19), so it's vital for hotels to keep their visitors and staff safe. To combat this epidemic, they also thought that would offer an update on what they are doing in the weeks ahead to combat this epidemic, so that the customer can be updated on their progress (Eliby, 2022). For better customer service and development of its business, Hotel Moxy plans to become a real-time marketing company. Batch marketing must be abandoned in order to better serve customer demands. As part of Moxy's new marketing strategy, it will be necessary to establish processes and structures that will support its plans. These hotels represent this brand strategy of a good night's sleep. It conveys a sense of home away from home in Moxy, where the signature hue purple predominates, expressing luxury and cosiness. Blackout curtains, extra pillows, and high-quality mattresses make for comfortable stays in the hotel's rooms that are clean, bright, and large (Sturman, 2019).
Conclusion
The importance of marketing lies in the fact that it facilitates the sale of products and services offered by both Moxy and Six Senses hotels. Marketing plays a crucial role in achieving an organization's ultimate goal, generating revenue. A solid brand foundation has the potential to benefit all businesses by having consistency across all channels. It has been evident that through a constant growth of the brand, they have demonstrated an exceptional capacity to sense the market. This will enable them to continue to provide outstanding value to their customers. Has been determined that the marketing strategies for two hotels differ.
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