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Introduction

Marketing essentials is a course that gives the essential concept of marketing to the participants. Six Senses is a unique hotel chain that has unusual customer experiences in remote locations, like majestic mountains, romantic valleys, encouraging cities, and coral-fringed bays. The hotel Six Senses was first founded in 1995. Moxy is one of the affordable, stylish hotels made for the guest to provide everything the customers need and was founded in 2014. This essay will show the marketing choices of Six Senses and Moxy and the direction they have chosen in the marketing. The essay will also show the current market position of the two multinational hotels Six senses and Moxy and the type of marketing strategy they use and is followed by the consideration made with sustainability, geographical, contemporary and social issues. The essay will also show the marketing messages given to the customers and how they have changed over time.

 Main Body
Six Senses hotel runs around 29 spas and 11 resorts within 20 countries with the brand name “Six Senses, Six Senses Spas and Evasion” and Six senses manages over 18 hotels around 14 countries. In 2019 of February Six Senses joined Intercontinental Hotel Groups and became one of its branches. The founder and CEO of Six Senses is Sonu Shuvdasani and is owned by Neil Jacobs. The company focuses on the community of people, and the wellness of customers, and takes initiatives to become a leading brand in the Hospitality sector. Six senses have 21 properties globally around 17 countries (Zhang et al., 2020). Hotel Six Senses is a successful hotel having over 20 locations and is available worldwide with giving services like Six senses spas. It is an affordable, beautifully decorated stylish hotel brand that provides guests with everything they need which shares a strong Heritage Plan. Weakness of the six senses:  The hotel Six Senses has gotten into many controversies lately and it affected the company's brand image.  The opportunity of six senses: There is an opportunity for Six Senses in introducing many hotels in different countries due to raising in economic growth of the countries. The Threat of Six Senses Six Senses is greatly affected by economic lockdowns and revenue crises. Entering of virus created shortage of skilled workers and faced difficulties in finding employees. One of the major strength of Moxy is as it presently has 28 belongings around America and Europe and there’s more to come. Moxy hotel location is about more than 70 globally in three different countries which are Europe, North America, and Asia (Weinstein, 2022). Weaknesses of Moxy: Moxy fail to protect the data of the company thus resulting in distrust of the customers. Opportunity of Moxy: Entering of Gen-Z more to the consumer market there is the opportunity of growing more markets (Jobber and Ellis-Chadwick, 2020). The threat of Moxy: The hotel has lost a number of customers because of the pandemic. There was shortage of staff’s members due to spreading of virus in countries and also gave rise to shortage of skilled workers.
Six Senses is a branch of the Inter-Continental Hotels & Resorts family (Jobber and Ellis-Chadwick, 2020). The employee of the company gets benefits like dental benefits, flexible spending accounts, and life insurance benefits (Kulakhmetova et al., 2022). The political factor for Six Senses: Political steadiness of a country where the hotel is located helps in growth of hotel as it leads to a friendly environment of business. (Clow et al., 2013). The Economic factor of Six Senses: labour skills workforce of Six Senses is moderate in the services sector. Unstable rate of exchange of United Kingdom affects SIx Senses investment plans for both long and short terms. The social factor of Six Senses: For the product service Hotel Six Senses has demographics on the side. Hotel Six Senses can use the United Kingdom to serve many segments as it is a young and growing country. Six Senses needs to take care of the increase in liberalisation of attitude towards safety and health as failure cost is high in the United Kingdom. A technological factor of Six Senses: Hotel Six Senses needs to reconstruct the hotel’s supply chain to meet the flexibility for consumers needs and structural cost.  Environmental factors of Six Senses: Hotel has taken initiative for waste management especially in the urban cities where it is located. Extreme weather change is adding a cost in Six Senses as it results in adding in the operation cost. Political factors of Moxy: Hotel Moxy operates in more than 60 experiential hotels which are open all over the United Kingdom Europe. Around 70 locations of Moxy are open worldwide on different continents (George, 2021). The economic factor of Moxy: the main factor affecting the organisation is the growing and changing industry. The main factor affecting Moxy is growing in currency fluctuations of the country where the hotel is located thus giving rise to the difficulty for Moxy to get an assets of an estimate (Chaffey and Ellis- Chadwick, 2019). The social factor of Moxy: There are many competitions of Moxy so it is essential for a hotel to provide timely services to its consumers. Several consumers now prefer private accommodations rather than staying in hotels. Therefore, this can impact the profitability of Moxy. The Technological Factor of Moxy: Moxy uses websites for online booking of the hotel and for secure payment. Customers can book hotels from anywhere and at any time through online (Ghauri, 2014). Online booking is easily processed by customers around the world thus helping Moxy grow. The Legal factors of Moxy: The location of hotels is a factor which influences Moxy. Hotel Moxy follows innkeeper laws to make sure the customers are and their belongings are okay, thus helping Moxy grow. Hôtel Moxy subject to many lawsuits of the country where it is located to protect the privacy policy of the hotel. Environmental factor of Moxy: The hotel is taking initiative for eliminating usage of plastic. This helped in decreasing Plastic straw consumption. Hotel is focusing on sustainability goals such as human rights, reduction of carbon and much more.  
Every property of the six senses hotel gets its sustainability funds. The total percentage is 0.5 of revenue donated by customers and tourists. The Hotel Six Senses invests the revenue for the welfare of local communities and economic condition of people (Ryan, 2012). The main aim of Six senses is to make the environment clean by freeing up plastic, managing waste, developing the community, education, and many more. Six Senses has merged up with many other companies regarding climate emergencies and keeps an eye on humans’ effects on the environment. The government of the United Kingdom plays a vital role in making up a policy and setting regulations. The introduction of a new government can improve the investment of Six Senses. The level of education is high in the United Kingdom, Six Senses can leverage its marketing (Ghauri, 2014). The United Kingdom is a growing country as a result Six Senses can make use of this factor to cater to different parts of the population. Moxy hotel is aiming to make a huge difference to the environment. It aims to decrease 45% of waste, decrease waste of food by 50%, decrease carbon intensity by 30%, achieve minimum energy by 30%, and many more. The geopolitical factor that can affect hotel Moxy is the fear of terrorism, the political climate in tourist destinations, and much more. The company can also be affected by the slowing economic growth of the United Kingdom (Catan, 2019). Moxy promises the customers to provide more leisure experiences and focuses on enhancing their lives by providing unsurpassed vacations. Hotel Moxy has grown in more than 40 countries over the years. Hotel Moxy has various competitors so it provides high class to the customers. The hotel strategies by impressing the customers before they arrive at the location, training the workers to give the best service, provides good room services and many more. There is even a shortage of workers in the industry as a result the hotel is paying higher wages to the employees. The hotel has developed with the growth of Tourism and Travel for peace.

Conclusion
The essay has given the introduction of marketing essentials with a comparison of two multinational hotel brands which are Six senses and Moxy. Six Senses hotel runs around 29 spas and 11 resorts within 20 countries and was founded in 1995 and Moxy hotel has 70 locations and are available worldwide on three continents The following essay has also shown the choices of marketing made by two hotels Six Senses and Moxy and the direction they have chosen for the marketing. The essay has shown their present market position along with the strategies they use now followed by the consideration they have made with their market regarding their social issue, geopolitical issues, sustainability issue, and contemporary issue. The essay has discussed in brief their messages to the customers and how the hotel evolves over time.
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