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Blythe (2019), states marketing is the communication between the organisations and consumers, through various activities. Similarly, Kotler (2018), suggests marketing involves businesses building positive relationships with consumers through levels of engagement to deliver customer satisfaction. Nevertheless, marketing is defined by the Chartered Institute of Marketing (CIM) (2015), as the management process that identity’s customer needs and satisfies their requirements in order to generate profit for the business. 
This essay will compare marketing methods between two multinational hotels. The first being Moxy (established in 2014) who are a part of the Marriott Bonvoy international portfolio alongside thirty additional hotel brands (Marriott Bonvoy, 2019). Moxy use numerous marketing methods which have differences and similarities to the marketing methods of Six Senses. Founded in 1995, the Six Senses (2019), hotel operators offer a transformative experience and put the positive affect on well-being at the heart of their fundamentals at every six senses property. The comparison of the essay will explore the positives and negative effects of each brands marketing and advertisements.
Moxy direct their marketing to everyone, but a younger, more modern generation is enticed by the vibrant colour schemes seen through their use of neon lights, in addition to unique architecture alongside their attention to rooftop bars and pools (St. Pete Catalyst, 2023). Light-hearted word play, positive hotel experiences and a modern outlook on advertisement is the superior product Moxy capitalise on as their USP (unique selling point) (Moxy, 2019). The unique selling point is defined by highlighting the sole reason a consumer should explore their product and not one from a competitor. The hospitality industry is dense; therefore, it is vital for a hotel brand to distinguish themselves from any other business in the industry. Moxy attract attention through their mass marketing by standing out to a large demographic, with strategies directed towards playful art and quirky dialect which drive the focus of their advertisement. Sammut-Bonnici (2015), explains that for an organisation in a competitive industry, it is imperative to analyse internally to find resources that need to be developed to stay dominate. Pinpointing the strengths and weaknesses of the business’s capabilities allows management an insight into where competitors may be capitalising and in turn creating a core focus point and advantage. Implementing strategies to improve on the weaknesses is a management process that is vital to maintain an advantage, enhancing policies and approaches within the hotel industry is an objective to sustain company income and market control (Gurel, 2017). 
Moxy have historically made use of traditional marketing strategies, in particular billboards and television advertisements which are proven to be effective. However, Gebreselassie (2018) evaluates how traditional processes limit organisations to less reach and frequency within less developed countries and lower age demographics. Modern marketing progression has led Moxy to heighten their presence on social media, expanding their advertisements to a greater audience. Social media platforms have become a part of everyday life, therefore, using it as a marketing strategy to promote businesses is the most effective way to deepen engagement with consumers and create a professional yet personal relationships (Leung, 2017). As a result of increasing their social media contributions, Reed (2023) elaborates how Moxy have partnered with a variety of social media influencers to gain traffic and make influencer campaigns a primary marketing strategy. Utilising the effects, collaborations and opportunities social media technology has to offer, reports show organisations outperforming competitors and creating improved efficiency and lower costs resulting in a higher standing position within the industry (Nilasari, 2019).
Six senses use their marketing methods to target families and professionals who have the means to travel in a luxurious manor and explore new experiences consistently (Ocean Magazine, 2022). Khan (2017) explains that concentrated marketing, also known as niche marketing, is a small fragment of the overall marketplace. This is a method that Six Senses use to target a specific group who share similarities in behavioural and psychographic variables whereas Moxy, which was previously discovered, target the whole market and rely on individual characteristics to be enticed to their marketing. To successfully grow a niche market, hotel brand Six Senses had to incorporate the segmentations attracted to the business and penetrate the hotel industry, creating an expanded global hotel brand directed to a specific division within the market (Isibor, 2020). In addition to be a hotel brand known globally there are many factors within marketing and management processes that are needed to maintain a prevailing position amongst the hotel industry. Advertising values over the internet as a key attribute of the business presents to the consumers the mission and strategic goals of the organisation and creates and personal and meaningful relationship within the hotel (Gorenak, 2012). Additionally, creating a personal relationship within a niche market creates a meaningful and familiar multinational brand which will generate loyal customers and revenue across the globe.
Benzaghta (2012) describes how SWOT (strengths, weaknesses, opportunities, threats) analysis is a critical marketing method within organisations and how managers should welcome weaknesses then adapt and turn them into strengths. Internal analysis as a management process for marketing was previously discussed as imperative for a company to maintain in a competitive industry, Moxy and Six Senses both as multinational hotel brands are expected to include SWOT within their advertising processes. Moxy (2014), have overcome weaknesses and transformed them into strengths with a range of fun and eccentric puns as there engaging message to the customers. Darla (2018), discusses the risky side affects of using word play as an advertisement method, labelling it as a potentially punishing experience. However, Moxy have continued to target customers with the message of being an eventful and quirky hotel to stay with and emphasising that privilege amongst the vast marketing methods. This path of marketing methods and messages to customers have made Moxy overcome stereotypes and become highly successful inside the hotel industry with a total of 20,076 hotel rooms being available across the globe (Marriott International, 2020). Six Senses have taken a different approach to Moxy by including the companies’ values and famous pillars in their marketing message to customer instead of quirky advertisement play. Six Sense preach their philosophy to customers through the pillars of values and countless reiterations of the philosophy across career applications, websites and advertisements. When addressing the message to customers as a marketing method Six Senses want consumers to be aware they put people first, they want to help everyone reconnect with themselves and take a step back from the increasing stresses of life and the world around them (Our Philosophy - Six Senses Careers, 2018).
Sustainability is one of the biggest forces affecting business development in the current era and is what will reshape and determine future generations and organisations, acting on this Six Senses have made sustainability an aspect a part of their hotel and resorts (Millar, 2012). Different to Moxy, Six Sense have embraced sustainability as their unique selling point. The growing number of 80% of global consumers believe sustainability should take a high priority in developing businesses (Plaskett, 2022). Implementing and demonstrating to the market that sustainability is a main factor amongst their business through retreats, research, stories and campaigns generates a superior advertisement source for the company to deliver to the customers (Six Senses, 2022). 
Galli (2021), discusses how the success and progression of an organisation is ultimately using one key marketing method; the marketing mix. Collectively the 4ps within the marketing mix (product, place, price and promotion) operate simultaneously to create an understanding of their current market position and situation. The placement of individual hotels for the overall multinational brand is reliant on using marketing methods successfully within the business. Following the values of Six senses and the presentation of being a relaxing retreat the placement of the hotels has to adhere to those advertisements. All of six senses hotels are placed in remote and exquisite locations across the globe and offer a sense of nature and culture from the surrounding lands (Top 10 best Six Senses Hotels & Resorts in the world, 2020). This follows the whole branding of six senses so all marketing methods are positively adding to the success and revenue of the hotel. Furthermore, Moxy have also conducted marketing methods to help keep up with the original branding of the hotel. The placement of their hotels in busy and party destinations for consumers reflects the playful attire of the company. Across Europe Moxy plan to incorporate 150 hotels in locations following the trends of destinations for the modern generations (MEET MOXY HOTELS, 2015).
Both multinational hotels use various marketing methods, there are clear similarities and differences amongst Six Senses and Moxy. The focus of Six senses marketing is to remain sustainable for the future and modernised to keep up with fast moving trends of the hotel industry and the world around them. However, Moxy use their unique selling point (USP) of being a modern and playful experience to strengthen the brand which is reinforced by all marketing methods with a focus on social media and collaborations which progress the identity of the multinational hotel brand. Amongst both methods of marketing for each multinational hotel brand there are clear differences of what the hotels deem vital and important for the hotel and the customers. This clear difference is due to the major distinction between their consumer demographics which is evident through the marketing method they both project to their customers. Amongst all of the differences there are also strong similarities, both hotels through their marketing methods use the SWOT analysis which is beneficial for the progression and success of their hotels brand in the future. The comparison between Moxy and Six Senses marketing methods, concludes that each hotel have their own approach to marketing because they are both aware of the audience they attract and target. Therefore, the marketing methods they use individually are beneficial for their brand and generates success to maintain their market share.  
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