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Introduction
The aim of this essay is a comparison of the marketing methods of these two multinational brands. When customers are familiar with a business or brand, they are more inclined to purchase from it, which boosts sales. Marketing, as a field, is concerned with how businesses may increase output and profits via strategic marketing efforts, while also exposing their products and services to their intended consumers (Cherington, 2019). The marketing comparison will be complete from the perspective of the two international hotel brands Six Senses and Moxy. This assessment will provide the marketing choices that these two companies use and their historical background. Marketing position and the marketing strategy that these two-company use will also provide in this essay. The considerations have they made within their marketing regarding sustainability will also provide in this assessment. This essay also provides the marketing message are being given to their customers now and the ways, they will change over time.


The marketing choices of these two companies and their historical background
The Six Senses hotel may be placed in some of the world's most peculiar locales in more than 20 nations (Georg, 2022). In the hospitality industry, the premium brand distinguishes itself by emphasising health and the environment. The hotel's headquarters are located in Thailand and it was founded in 1995. Wellness, community, sustainable design, and gracious service are fundamental to the brand's mission to become the most respected name in socially responsible hospitality. The Six Senses brand strives to be an action-taker rather than a storyteller. On the other hand, Moxy Hotel Group is a hotel ownership and management firm that provides accommodation services to its customers (Rathor, 2022). It's a full-service establishment including a hotel, restaurants, banquet halls, and convention halls. Its headquarters are in Bethesda, Maryland, and it began operations in 2014. Moxy is a hip hotel chain that aims to please its guests by giving them exactly what they want at a reasonable price. Moxy Hotels, with over 60 immersive locations in North America, Europe, and Asia Pacific, challenges the standard hotel experience from the moment you check in at the bar. Both the Moxy and the Six Senses hotel chains, two of the most well-known in the industry, employ chain management to run their operations effectively. These two hotels are managed by chains and have solid reputations in the hotel industry (Luian, 2018). The corporation classifies its clientele into several groups according to their spending habits and socioeconomic status. Guests may choose from a wide range of accommodation categories, from standard to deluxe to premium. Both establishments are geared toward locals and visitors. It will be far more challenging to maintain consistency across all of these organisations' sites. There may be a large disparity in hotel rates depending on your location. The most of chain hotels, however, provide services that are essentially identical to one another. While Moxy-managed hotels may offer somewhat lower rates than those operated by Six Senses, the latter's quality of service is consistently excellent in every case. Moxy is accountable for preserving these shared features across all of the services (Tayer, 2022).
Current Marketing Position and Marketing Strategies of this hotel
To increase sales, a business may use a generational marketing strategy, which involves appealing to consumers of different ages (Menon, 2017). Businesses segment their clientele by age range using data collected from standardised customer surveys. Since Generation Y cared more about the overall quality of their experience than did Generation X, they opted for the more expensive premium and luxury options. Marketing based on generation helps firms out by making it easier to allocate beds to people. Recent polls show that the majority of millennials (58%) utilise the internet and digital media (29% of whom use digital media to book travel arrangements such as hotel rooms and aircraft tickets) (Reyna, 2017). Members of the Y generation use social and digital platforms extensively owing to its convenience. Six Senses is intended for members of Generation Y, who are more likely than prior generations to be online and use social media. The corporation also uses digital and social media as part of its overall marketing strategy (Bucher, 2018). Using this kind of promotion helps the company in attracting new clients. Generation X values face-to-face contacts above those fostered via social networking and other digital platforms (Ragozin, 2018). In place of more conventional methods of promotion, businesses are increasingly turning to online and social media channels like Facebook and Twitter. Marketing tactics that have been used in the past have not only failed to generate revenue for businesses but also failed to resonate with the millennial generation. In late 2007, Six Senses started airing commercials during peak time on prime-time television. In 2011, the corporation implements new advertising tactics and embraces digital marketing by expanding its presence on social media and the web. This strategy pays off with a year of unprecedented revenue. The company's bottom line will see an uptick thanks to innovative marketing strategies. The use of advertisements created and owned by other businesses also contributes to the company's success in this regard. Affiliate marketing has been recently implemented, and the company's revenue has increased significantly as a consequence. Advertisements for Moxy's wares appeared in journals and on billboards before 2016. However, the firm began using digital marketing strategies in 2018, which led to a drastic shift in the company's organisational structure and an increase in profits (Kasthuri, 2016). Among the many forms of digital marketing used by the corporation are social media, a wide range of websites, and online adverts. Companies that promote their wares through digital channels enjoy several benefits. At this time, the corporation may decide to target a certain demographic. Each company dominates its market significantly. In the UK, Moxy has an 18% market share, whereas Six Senses in the US has a 23% share.


The consideration they have made within their marketing
According to Smith (2015), as a direct result of adopting digital marketing strategies and making use of social media platforms, both businesses have been able to more effectively target prospective clients who have a genuine need for the services that they offer. This has enabled businesses to more effectively target prospective clients who have a genuine need for the services that they provide. Businesses have discovered that using digital marketing tactics is the most effective approach to increasing their sales, which, in turn, contributes to the enterprises' ability to continue growing and expanding their operations and activities. They made sustainability within their marketing for providing customer services (Nassar, 2020). Changing marketing strategies is not an easy task, and firms cannot easily execute a new marketing strategy without first generating new marketing strategies. This is because changing marketing strategies require a lot of time and work. Both Moxy and Six Senses have put into action a new marketing strategy, which includes elements such as marketing through social media and marketing via digital media as some of its constituent parts. The development of the company's marketing plan at every stage of the company's life is essential to the company's growth. There have been significant lot of changes in the marketing strategies that have been used over the course of history.
The marketing messages are being given to their customers
Moxy is being to change its approach to marketing. These days, hotels can't afford to ignore the potential of online and social media advertising to boost their bottom line. On the other hand, hotels often depend on tried-and-true methods for increasing income (Wood, 2020). As recently as 2017, the company relied on more conventional methods of product promotion including newspaper ads and wall posters. However, as consumers adapted to social media, businesses reevaluated their marketing strategies and digital processes to boost sales. Although it started out employing ineffective social media and online marketing strategies in 2018, the company currently sees significant revenue growth from its promotional sectors, particularly online marketing and online advertising. The company's yearly profits have increased by 1.20 per cent as a result of the new marketing approaches they've used. While this may be the case for some companies, Six Senses has also found success with more traditional forms of advertising (Kinyanjui, 2019). The firm advertised on local television and in local periodicals. However, as customers' preferred ways of contact changed over time, businesses needed to modify their marketing campaigns appropriately (Bansal, 2018). The company explored reorienting its advertising efforts towards social media and other online forums because of the large number of consumers utilising these venues. It's becoming common practice for businesses to advertise themselves on social media and other online forums. In 2017, the firm had a 2.1% increase in revenue. Due to smart marketing strategies, Six Senses has seen rising profits in recent years. Marketing tactics for companies that aid other organisations in growing their sales must undergo continuous internal change.


Conclusion
The analysis of marketing strategies finished from the point of view of both the Six Senses and Moxy hotel brands, which are multinational brands. This analysis presented information on the marketing approaches used by these two firms, as well as their respective backgrounds. This essay will also discuss both the marketing position that these two companies now hold as well as the marketing approach that they currently use. This evaluation will also take into account the thoughts that they have given on the issue of sustainability in their marketing. This essay also presented the marketing message that is now being supplied to their clients and how it will evolve.
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