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An essay on comparison of the marketing methods of two multinational hotel brands
Marketing is the summation of activities in which a company undertakes to increase its business activities by producing and selling large numbers of products and services effectively and efficiently (Išoraitė, M., 2016). The two selected multinational hotel brands for completing this essay are Six Senses and Moxy. The Six Senses hotel is the first sustainable BREEAM-certified resort and hotel that is located in the Balearics (Legrand, W., Chen, J.S. and Laeis, G.C., 2022). It is mainly a resort spa center. On the other hand, the Moxy is accessible to all due to its innovative design and traits. It is located in Union Square, Moxy NY (Baldoni, J., 2016). Moxy is everywhere a traveler wants to be. 
There are a large number of marketing strategies and choices that a company focus on and apply to increase the company's activities globally and to gain competitive advantages over other competitors (Porter, M.E. and Heppelmann, J.E., 2014). The term strategy in respect of Six Senses hotel refers to the various types of processes and approaches that it takes to gain extra facility over competitors of other similar companies (Aharoni, Y., 2015). In the marketing mix, Moxy uses 4ps in particular cases. In product strategies, Moxy is mainly built by taking into consideration those customers who try to save their budget and at the same time search for comfortable accommodation places (Tan, Y.S. and Wright, A.S., 2022).  By thinking about the budgetary level or the price strategies of the customer, Moxy constructs the room with the use of high technology and a charming level of design. They try to provide four-star hotel facilities to those their customer through promotion strategies. They consider having their own established throughout the world in place strategy. But if the case is for the Six Senses, the scenario is sometimes similar to the Moxy and sometimes opposite to it. They use a high level of technological processes in respect of providing services to their customer in the case of pricing (Floričić, T., 2020). It is mainly to use a mobile phone to book, the resort posted strongly, etc. they mainly focus on promotional marketing strategies. That indicates the use of senses to provide services. By using this strategy the hotel strengthens its brand loyalty because it has an emotional connection to the human being.
The Moxy hotel chooses its location in Copenhagen because, in the case of segmentation strategy, they try to experience a new and unfamiliar brand. The key segmentation target of Moxy is to take the customer's attention to the hotel’s products and services (Redjeki, F. and Affandi, A., 2021). This term does not only refer to the provision of services. It has a broad sense of practicality. It is a type of modern hotel which means they want to target those who lead wealthy life to bear the Moxy’s expenses. They try to target customers who belong to higher income salaries. The positioning statement of Moxy is to provide a cheerful environment for young people. They provide hipster decoration, warm services, etc to position their brands. The Moxy mainly targets to those young travelers by providing affordable, stylish, and luxurious hotel accommodation facilities (George, R., 2021). They provide more than a sleeping facility. They called their marketing choices Marriott which refers to the providing benefits by Moxy (Roth, R.G., 2021). They also use some marketing choices that take the customer's attention. For example, the use of stylish featuring of the room, flat TV, high-speed wifi, AC facilities, etc.  These are in some cases not much more expensive but charming to the customer. This helps to build up a strong relationship with the customer (Sanguino, T.D.J.M., 2017). But in the case of Six Senses hotel, they mainly target remote and exotic locations to segment their strategies. They also focus on cultural segmentation (Fernandes, F.S.M.S., 2021). They use multi-sensory marketing strategies to target their customer. This multi-sensory marketing consists of five human physical sense activating factors including touch, taste, sight, smell, and sound. The hotel is different from others because they use another sense which is the sixth sense. They called it clairvoyance (Donthu, N. and Gustafsson, A., 2020). This refers to seeing clearly and seeing wisely. 
Recently Moxy won the LEED certificate (Mills, 2021). It is because the moxy hotel contributes to the green building program. As the organization has the liabilities and responsibilities to have a great impact on the environment in which the organization exists (Cefis, E., Bettinelli, C., Coad, A., and Marsili, O., 2022). It tailored its target marketing activities through social media while others such as Six Senses spend lots of money on campaign. Among too many sectors to contribute substantial development, Moxy selected to practice green building services. This social issue is not only favorable for the customers, but also it helps the environment be safe for all. Moxy needs to develop its properties as its organization is being a multinational business company (Backaler, 2018). They set this standard in such a way that nobody shall be harmed. On the other hand, the Six Senses hotel brand is the first that introduces the Ninh Van Greens. It is an in-resort solar-based farm. It is the idea of where the crops are produced by using recyclable solar power. It is always a pleasure to grow vegetables where you stay for a few days. Moreover, this facility gives a green benefit to the environment. The Six Senses also launch a sustainability issue that is related to the camp for teens. At world tourism day that is on September 27, the company arrange a conference for the so some selected teenage with their parents. At this conference, they are taught various topics related for example sustainable living skills.  As social and environmental development is at the heart of the six senses, they recently declared a climate emergency (Antunes, C.R.M., 2023). In this situation, they try to highlight the impacts of human beings on the environment and its consequences on nature. The six senses also suggest a plastic-free kitchen. As a result, the environment will be free from plastic.  So, these are the social and sustainable measures taken by the two so selected multinational hotel brands. 
Change in the marketing process of a given company is not an easy task or not a few days' works. Thus, companies need to change their obsolete marketing strategy. This also falls under the principle of flexibility in marketing. Moxy also changes its marketing choice for so long. They change the customer's mindset and bring them favorable from the adverse (Fisch, J.E., 2017). Turning the customer into a good one is not an easy matter. But the hotel brand is successful. They recently launched an augmented reality facility for their services. It also offers guests the to win gifts or prizes by using just their smartphone. The customer can use the digital avatar to decide on the clothing and accessories without visiting the hotel. The use of QR codes is also a great advantage for customers. The activation of augmented reality is a great scope for the hotel to attract the customer and it takes great competitive advantages.  In 2019 mark+leisure readers suggested that the Six Senses hotel is the number-one hotel brand in the world. The hotel is successful to accumulate different diverse, multinational measures, and portfolio strategies to make the brand number one throughout the world. The employee's positive attitude at work affects mostly the customers. Spa therapy and maintaining the hygienic method are also a great side for the hotel. Integration with nature, and the relationship between human and crops in the garden is other advantages created by the hotel. 
The overall essay is about the comparison of the marketing methods of two multinational hotel brands Moxy and Six Senses. These hotels are multinational brands and there is some reason for becoming this which is the main objective of this essay. It shows the basic view of those companies in a nutshell. Many marketing choices exist in the hotel accommodation sector. Among them, the two companies have separate marketing choices. The current marketing position of the company is also shown in this essay. The Moxy uses separate marketing strategies and in the case of Six Senses. Moreover, as a profit-making organization, each company maintains a particular level of social and sustainable issues. But the issues are not the same for the two companies. Lastly, the essay elaborates on the factors or the strategies that the company is now using, and by using the company is now in a position. 
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