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The word “marketing” is defined as an organisation's aim which is to learn about their customer's needs and wants and then spread information, design, and provide services and products that are adapted to customers' wants and needs. Traditional marketing has become newer and more successful than digital one as traditional marketing has evolved over the period  (Deepak and Jeyakumar, 2019). Some examples of getting to customers worldwide about new products in the past were Radio, T.V., Direct sales, and Trade shows. Businesses, such as hotels are following a strategy of digital marketing, through using the Internet, social media pages, and Google. They post their products by making videos and uploading them on Youtube, Instagram, and Facebook which attract the customer to their hotels especially when customers are on vacation or business trips (Fahy et al. 2019). In this essay, both Six Senses and Moxy will be precisely discussed and the marketing plan for these two international organisations will be studied and contrasted.
This essay will highlight the analysis tools and marketing mix of two multinational companies “Six Senses and Moxy”. In this essay, the use of targeting distribution and positioning in the marketing communication of two multinational organisations has also been analysed with the help of similar web analysis tools. And further, it will also focus on the customer reflection they made within their marketing concerning social/ contemporary/ sustainability and geopolitical. At last part of the report highlights the marketing message which is being given to their customers and how they have changed over the period.
Six senses were established in 1995. It also has hotels, resorts, and spas which are located in the world’s most renowned destinations in over 20 countries which are under the name brands Six Senses, Evason, and Six Senses Spa. The magnificence brand is changing its hospitality through continual principles of healthiness. These brands mainly focus on healthiness, continual design,  and smiles which become the leading supervisor of the brand. The main aim of Six Senses is to become a story doer, not a narrator (Rogers and Vertovec, 2020). Moxy Hotel was first opened in 2014 in Milan. It was opened in partnership with the well-known Swedish furniture brand IKEA. The association helped the Moxy Hotel become a successful brand.  Nowadays it has more than 70 shops in the world and it is also located on 3 various continents: Europe, Asia, and North America. Besides this, its few hotels are also located in other countries like Portugal, European countries, Ireland, Romania, and Italy. Six Senses Hotel is the world's largest multinational organisation after Moxy Hotel. It means that Six Senses Hotel has the advantage of a large presence and size which permit the Six Senses Hotel to maximise its expediency (Tohe et al. 2021). Six Senses Hotel also has an assorted collective portfolio with a large scale of products which is based on both service and price. Six Senses company has 9 various brands: the Hilton, Waldorf-Astoria Collection, Conrad Hotels and Resorts, Embassy Suites, Hilton Grand Vacations, Hilton Garden Inn, Hampton Inn, and suites, the Doubletree and Homewood Suites by Hilton. Six Senses has a fixed concentrated development which allows it to go into and combine other new markets (Della Villa et al. 2020).
The company is also chasing its growth plan with combativeness to combine its existence all over the world. Moxy is also a global multinational organisation. As compared to 2020 now it takes more than 5% value shares. It is also the largest organisation that has a large range of geographical presence in the world. Unlike Six Senses Hotel, Moxy also has an unrestrained hotel proprietorship that owns less than 1% of its portfolio. It means it can ignore the market price and oscillation along with its minor and major profitable crises (Zhang et al. 2020).
Six Senses Hotels usually focus on the domestic market which is an actual problem in an organisation. For instance, Six Senses Hotel`s existence in the United Kingdom accounts for more than 50% of the organisation. Poor assortment is a huge problem in an organisation because it makes it unprotected from its profitability which may hit the UK market. Like Six Senses Hotel, Moxy usually likes to agonise over a profitability blow because of its heavy existence in the UK market. It also focuses on the domestic market like Six Senses Hotel (Prmono, 2022). This Hotel also focuses on the luxury level of brands which leaves it unprotected from any of its global profits. Professional strength and rebellion give Six Senses Hotel many opportunities to take the lead by spreading extra world brands to compete with its rivals in the industry. Like Six Senses Hotel,  Technological development places organisations with a large number of resources in a fine position to make use of new telecommunications which has a ruthless advantage over coming organisations with low resources (Verma, 2021). The Six Senses Hotel is also threatened by a significant deflation in the level of business travel, mainly after the “world economic disaster of 2007-2010. Moreover, the creation of the internet and e-commerce has highly decreased the need for the traveling business, which affects the Six Senses Hotel (Salem et al. 2022). However, in Moxy, the faith of the buyers is a common threat to Moxy hotels because of its effects on the wages of the prospective buyers. Six Senses segments its market based on demographics. According to data obtained from Similar web, a majority of the customers of the hotel identify themselves as males. The report provides that 54.27% of its website visitors are males, while 45.73% identify themselves as females (Mody, 2019). This report further provides that 21.03% of the age group from 18-24 are youngsters, While 32.01% of the age group from 25-34 are adult people. However, Moxy segments its market based on the economy. According to data obtained from the Similar web, the majority of the customers of the hotel identify themselves as youngsters. The report provides that 60.08% of its website visitors are youngsters, while 20.76% identify themselves as adults. Six Senses target mainly customers who have high incomes (George, 2021). Which reflects in the service of Six Senses hotel which offers the provision of various tastes and tastes of customers. The Six Senses hotel mainly caters to tourists and business clients. These types of clients have varied needs and the staff of the hotel is also well-trained to handle all the customers with good care. Six Senses Hotel also provides a specific staff for individual clients to make them feel that they get good customised service (Syawalia, 2020).  Moxy hotels usually target business travelers. The Moxy hotel uses various strategies to satisfy the needs and demands of their customer. They also target those customers who will pay for good services and don't mind paying for luxury. Six Senses positioning in the market hosts a conflict on Pinterest and Instagram because it helps it to reach its desired markets. These are channels through which they target their customers (Jansen, et al. 2022). They also ask their customers to send their reviews which will be helpful to build their position in the market. Moxy hotels also focus on professional customers who need a longer range term and comfortable place to stay. Moxy Hotels develops an adeptness in the inclination of their customer because of its absolute focus on its specific market segments (Negoita et al. 2022). As a result, it is exact and detailed. It is becoming increasingly important to highlight the hygiene and safety measures in marketing content and guest communications, which is one of the most significant messages in Six Senses and Moxy hotels. Travelers today require assurance that their accommodations adhere to hygiene standards (Vagianos et al. 2022). Chatbots have become very useful in situations where customers expect quick responses to their questions and have high expectations for online customer service. One of the main benefits of chatbots is that they can communicate with customers in multiple languages and respond to them even when staff members are unavailable. At any point in the customer journey, including the follow-up phase, guests can be contacted by chatbots (Elbadrawy, 2022).
The profitability of a business is directly determined by the marketing strategy employed. It must employ effective advertising strategies, such as pricing and promotion strategies, to maintain its competitive advantage over rivals. We compared and traced the beginnings of two global hotel chains in this paper: Six Senses and Moxy Hotel. They each become an important hotel in industry player. These two hotel chains have employed cutting-edge marketing strategies to rise to the top of the industry. The hotel chains put in a lot of effort to accomplish the Sustainable Development Goals in both countries. In conclusion, it is possible to assert that, despite taking a substantial hit from the pandemic scenario, the tourism and hotel industries are currently experiencing a rebound. Both Six Senses and Moxy Hotel have demonstrated outstanding compliance with the new restrictions.
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