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The hotel industry has emerged as one of the biggest competitors in Europe, particularly in the UK, as a result of increased globalization. In the industry of global hotel chains, a marketing plan is quite important. The two major international hotel chains Six Senses and Moxy are discussed in this paper. They serve as the best illustration of a worldwide hotel chain’s way of advertising (Schaefer, J.W.,2018). Additionally, they adopt the most original type of promotion to promote their offering. Six Senses and Moxy has their exceptional pricing tactics, which are now prevalent in the business. 
Marketing Background
Six Senses is an organisation that focuses on the hotel and residential business sectors. The company was established in 1995, and as of 2020, there were 21 hotel and resorts operating in 17 countries. An effective and successful marketing approach laid the foundation for their global success. Let’s begin by talking about franchising. It paves the path for more enterprises to be established globally. They provide top-notch services for a fair price, which has significantly improved the marketing strategy. It was the very first hotel and resort service provider to offer food without fats in 2009. In 2011 Six Senses started an exceptional program for travellers to promote their activities to a specific audience. Additionally, they were able to increase their market presence by attracting faithful customers. They set up an endeavour named INGENUITY to get the premium brand in front of clients (Clow,K.E. and James, K.E., 2013). 
On the other hand, hotel Moxy is a part of a well-known organization Marriot International. This American business has the quickest rate of hotel growth all over the world. The initiatives of hotel Moxy started in early of 2014. There are so many upscale hotels there. Their main objective is to interact with customers (Zikmund, W.G. and Babin, B.J., 2015). The first hotel chain to use prominent television commercials was Moxy Hotel. They have more than 12 brand ambassadors around the globe. They have previously made large financial investments in digitization. For example, they have developed modern websites and smartphone applications long before any other hotel business. Their road to achievement has been paved by both online and digital reservations. Additionally, they advertise the “CANVAS” competition, which draws more guests to their hotel.  
Current market position
In terms of market classification and the hotel sector, Moxy Hotel currently ranks top. They have attempted to create the ideal categorisation based on the requirements and preferences of the customers. Therefore, they have solidified their influence with various demographics. Clients that desire a luxurious experience make up first group of clients. They’ve also structured this portion beautifully (Blythe, J., 2012). Secondly, who is economically prosperous and demands the highest level of service, customised options, exotic foods and drinks, and a stunning suit. The general public in the area is equivalent as an outcome, both the common people and the wealthy have appreciated it. In 2017, the company’s revenue was more than $22million. 
By trying to increase customer interactions, the Six Senses hotel built brand recognition. The consumer feels at home in the hotel room because of its warm and inviting atmosphere. The effective promotional plan and well-behaved employees give the visitor a great customer experience. Consumers have left numerous favourable evaluations om both their websites and numerous travel websites (Berlinghoff, M., 2017). For instance, a well-known website provided 4.1-star reviews that suggested the customers perspective. In 2014 commercials resulted in a significant increase the customer requirements for Six Senses. The corporation spent almost 15 million on this marketing. 
Marketing Strategy 
Being part of Marriot International, Hotel Moxy constantly emphasises the digital media advertising strategy that helped to establish the hotel sector. In the late 1990s, Marriot International was the very first hotel chain to provide internet booking (Lamb, C.W., Hair, J.F. and McDaniel, C., 2011). Since 2015, Hotel Moxy has been following the exact same path with more intelligence and many different plans. They also employ a “one size fits all” strategy that appeals to international clients and their diverse cultural traditions. 
The current industry in terms of future lies in innovation. One of the company’s most important promotional techniques was launching a new mobile application called M. With the use of this software, they may better explain their customers activities as well as their needs and wants (Ruddem, D., 2016) . The brand’s visibility across various channels is tracked by its operations centre. Since consumers expect a hassle-free environment, which Moxy can offer through the application, it also helps to build a loyal client base. The app user may easily check-in, and clients receive credit. It’s simple to check in and out. As per Chaffey, D and Ellis- Chadwick, F. (2019) “Getting many who believe in you to seem good is what success is all about.” 
To retain the devotion of young tourists, they have produced user-focused advertising. Tourists today prefer social media to traditional travel guides when making choices, and Hotel Moxy has efficiently capitalised on this trend. Providing the correct products and services to suitable clients is their primary goal in terms of value for money. To arrive at the ultimate cost, they utilise all of their capabilities (Blythe, J. and Martin, J.,2019). Then the clients are offered the service. In 2017, Moxy created the term “Content Studio.” Consumers can use this Content Studio to share their experiences with hotel services on Twitter, Facebook, Snapchat, YouTube, and other social platforms. It also communicates with customers through cutting-edge innovation. 
The goal of Six Senses Hotel is to provide customers with service that seems personal. Thus, they customise the hotel accommodation based on the tastes of their guests. Even just mattresses vary depending on the users preferences. They have an agreement with the bed manufactures Hypnos because of this. Despite being categorised as a luxury hotel, they put an emphasis on a pleasant overnight stay. Their marketing strategy considers attracting new customers as well as existing ones and potential new clients. Booking a place for just 24 pounds per night creates excitement across the world. It contributed in getting to be the leading hotel brand (Blythe, J. and Martin, J., 2019). Kotler, P and Kartajaya  (2017) said that “Many businesses have realised that they are selling to an actual person. Humans are interested in the entire experience, not just sales, branding, or service. In the present day, you must find you must find solutions to benefit people.” The global brand representative, Shu Qi , participated in a commercial promoting the business. It received the extensive print, television, and online media coverage. They launched both a website and a mobile app to ease customer’s experience. Following its three-month introduction, the Six Senses hotel reports that 7% of all bookings switched from analogue to mobile applications. And after several years, it increased to 65%. For both clients and the business, it is the simplest method. Digital media is a key element of advertising promotion today as well. They intended to define the hotel industry’s marketing strategy in 2017. The cost of the advertising alone was £13,000,000. Shu Qi displayed a 75 second commercial featuring er face across various media outlets. This advertisement presents a variety of viewpoints, such as “We are honoured to be travellers.” 
In addition, the ongoing instability in Russia and Ukraine has caused a lot of damage to thus kind of hotel business. Apart from the increase in the prices of various commodities, the rise in oil prices has caused an adverse reaction all over the world. As a result, travellers must pay more in almost all cases than before. Starting from air ticket, food, and hotel rent due to increase in prices in all sectors, tourist traffic has decreased by almost 11% compared to the last two years. Hotel Moxy and Six Senses both have seen some loss in their business due to ongoing unrest in Russia-Ukraine. 
Sustainability and green messaging
Several hotels are operated by Marriot International using 18 distinct premium brands, and Moxy is one of them. The sustainability initiative of this organisation is well known and has addressed millions of individuals. The Marriot Environmental Community Policy Statement was created by this corporation (Lanier, P. and Lanier, M., 2017). They have engaged in areas such as immigrants and integration, reduction of poverty, early education, the ecosystem, sustainable architecture, etc under this policy.
When it comes to green development, they have shown amazing innovation. They have one headquarters base for sustainable buildings and 85 hotels that are LEED approved. The World Travel and Tourism Council have given thus business the “Tourism for Future Trophy for Sustainability” (WTTC). Moxy was named the top international hotel chain business organisation that employs a sustainable model of operations in 2016. This hotel chain is the friendliest in the world, according to Forbes. 
The Green revolution in another aspect in which Six Senses shows remarkable ambition. They adopted the "Good Together 2019” program, which promised to generate 19000 work opportunities for young individuals (Hair, J.F., 2013). 22 million pounds are also raised for donations owing to this initiative. From their point of view, they wanted to cut the carbon pollution from their lodging establishments by 17%.
Additionally, this hotel chain took action to reduce the generation Additionally, this hotel chain took action to reduce the generation of hazardous waste and water use. They had also succeeded in achieving their goal. They have already lengthened their prior operation regarding their water management framework and aimed to reduce water use by 25%.   
By 2030, they planned to completely phase out all superfluous single-use plastic products. Additionally, they no longer use plastic straws in their dining establishments. Additionally, they stopped using diaper packs and ketchup packets to focus on their engagement (Pike, S., 2020). They are aiming to eliminate the polyethylene and textiles manufacturing style in accordance with their procedure. 
Conclusion
In today's environment, consumer requirements and desires are continually evolving. The most critical element is perceived and creating advertising strategies. Both Moxy and Six Senses Hotel have done that with success. The hotel is indeed engaged in social media, which helps them connect with clients throughout the world. On the other hand, Moxy and Six Senses Hotel’s marketing strategy could face a variety of difficulties as a result of this unplanned approach. In addition to the rise in the cost of other commodities impacted in a bad way. The hotel's management should influence the marketing techniques and choices that are made to ensure the hotel's profitability. The hotel must offer advanced services and improve techniques to reach clients swiftly in order to draw customers while also increasing sustainability. 
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