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Introduction 
Although marketing is often underestimated, it is one of the most important aspects of a business. It helps organizations establish an online presence, engage with customers, build trust with the audiences, and build confidence at the top of their minds (Lin et al. 2020). Thus, it is essential for every organization to implement powerful marketing strategies to drive their ROI. By combining various definitions of marketing, marketing strategy is a comprehensive plan for organizations that can be formulated particularly to achieve specific marketing objectives. Moreover, it provides a blueprint to attain the marketing objectives or can be considered the building blocks of a marketing plan. After the pandemic situation, the hospitality and tourism industry is bounced back and the need for effective marketing emerged with the help of the latest technological advancements (Porcu et al. 2019). Marketing strategy plays a crucial role in the hotel business to find potential customers, build a loyal customer base, establish the brand, and engage in social media conversation. In the global hospitality industry, there is a huge competitive fierceness. 
Thus, multinational organizations have focused on applying effective marketing strategies to fend off their competitors and succeed in such an industry. Based on various evaluations and analyses, this essay aims to critically compare the marketing methods and strategies of two multinational hotel brands, Six Senses Hotels Resorts Spas and Moxy Hotels. By utilizing various situational analysis tools, this study will analyze and compare these organizations' marketing mix and identify similarities and differences in the respective marketing strategies.
Main Body 
The six sense hotel and resorts were founded in 1995 to improve customers' luxury resort experiences. Over the years, this hotel organization has evolved significantly and become one of the pioneers of the global hospitality industry. They have strategized their business and worked with local sensitivities by focusing on the culture and ecosystem of their hotel locations and engaging with people to provide quality remote island experiences. They have hotels and resorts in some of the world's most unique places in more than 20 countries. The hotel organization has differentiated itself from other brands through the principle of wellness and sustainability (Pham et al. 2022).
Moreover, the company is an integral part of the IHG hotel group and currently manages 17 hotels and resorts and 26 spas worldwide. On the other hand, Moxy is a stylish, playful, and affordable hotel brand designed by the Marriott international hotel group to provide their guests with everything they want and nothing they don't. The Moxy hotel brand has more than 60 experiential hotels across Europe, North America, and Asia Pacific. Apart from other hotels, this hotel brand has broken the conventional hotel stay with check-in at the Bar. With innovation, the brand offers friendly, stylish services at affordable prices that help their customers in saving on space and enhance experiences (Minner and Nayak, 2019). The company is owned by the Marriott International hotel brand to reflect fun and adventure. The Moxy hotel brand focused on unique welcoming aesthetics with a sophisticated feeling and an element of play.
In order to face immense growth in the hotel business, organizations need to develop themselves as meaningful brand. It is what the people are mostly connected to rather than any products and services. In the last few years, the hotel brand Six Senses has united a multicultural, multinational, and diverse portfolio of properties where each of them focuses on bringing values to life in their own way (Zhang et al. 2020). From the beginning of its business itself, the company has focused on wellness and sustainability as the core pillars of its values. As the company is a part of the IHG hotel group, the concerned brand has followed extensive marketing strategies that focus on the customers and the intended market. The main objective of the hotel brand is to provide unique services to cater to their visitors and budget travelers and ensure the well-being of their customers. Whereas, the Moxy hotel brand has used a personal approach that put its guests at the center of a continuous marketing campaign. Moxy Hotels have stylish amenities and technical accommodations at affordable prices. They also provide public places to relax, play, and hang out. Apart from that, the marketing approaches of the brand have transformed over the last few years that focus on providing every need of younger travelers. The Marriott International hotel has designed the brand for the European market. It has witnessed immense growth over these few years and currently owns 28 properties across America and Europe (Grill et al. 2021).
According to Banyeva et al. (2023), the Six Sense Hotel brand has positioned itself in the global hospitality industry as the world's number-one hotel brand for the third consecutive year for its immense contribution to wellness and sustainability. The marketing strategy of the brand involves a customer-centric approach so that its guests can feel the care and efforts of the brand to make their experience unforgettable. In their marketing campaign, they have focused on families at the heart of their cultures and communities. Through this, they have maintained their position and have been awarded the top hotel brand. It has a globally renowned reputation for well-being and sustainability. In terms of similar service and experience, the brand has four key rivals, Four Seasons, Ritz-Carlton, Mandarin Oriental, and St Regis. They have positioned themselves in the market by differentiating in terms of engagement and sustainability. Despite its reputation, they have been struggling to maintain its online presence to reflect its brand values. Through various online marketing communications, they have planned to evoke the core essence of experience (Bohne, 2020). Moreover, through an innovative content marketing strategy, the brand has combined inspirational and topical stories to provide informative content. It allows their customers to explore their online travel journey proactively, harmoniously, and interactively. Furthermore, they have also focused on marketing activities that involve the integration of stores and experience, personalization, and improving the online booking experience.
Whereas, the Moxy hotel chain has focused on different perspectives in its marketing activities. They have critically focused on young and fun-loving travelers who are looking for a place that is stylish yet affordable. Based on this target market they have designed their marketing strategies to attract customers who want more than a room to sleep in (George, 2021). They have identified that most of the young travelers are trying to stay socially connected along with being conscious and demanding. With the help of its marketing strategy of Marriott, the Moxy hotel brand has created user-generated content to capture the attention of Millennials. Currently, the company has leveraged various digital media to convey its message and among them social media marketing is significant. With the help of a command center, the brand monitors their brand presence on various channels such as Facebook, Instagram, and Twitter. Moreover, the digital guestbook of Moxy is another great initiative of the brand where their guests can post their stories on Instagram. Thus, they have focused on building personal relationships to create two-way loyalties (Weinstein, 2022).
As per the hotel brand, Six Senses are concerned, they have been leading the luxury wellness market in sustainability. The hotel organization has implemented a truly holistic approach to wellness in its marketing strategy. They have not only focused on the well-being of the guest but also on the health of the community and the environmental impact on the destination (He et al. 2021). In their marketing campaign, they have ensured the implementation of a zero-waste movement throughout the business operations. One of the major accomplishments achieved by the company was about diverting 45% of its solid waste into compost and natural fertilizer. Thus, they have a reputation as the most sustainable brand in the hotel industry (Lehto and Lehto, 2019). On the other hand, the Moxy hotel is popular for combining innovative design and creating common spaces. In their marketing activities, they have leveraged the advantages of the latest technological innovations to provide tech-savvy guest rooms featuring walk-in showers, smart technology, and LED lighting. Furthermore, the brand has adopted green marketing initiatives by using eco-friendly hotel products and adapting renewable energy sources (Carvalho, 2020).
During the global coronavirus pandemic situation, the hotel and travel industry experienced a major hit. However, most of the hotel organization has been recovering and seeing a revival. Hence, both of these multinational hotel organizations need to follow some crucial criteria in order to adjust to the new standard. Six Senses Hotels and Resorts had to maintain proper guidelines set by the government (Liu et al. 2020). Moreover, they implemented rules regarding compulsory PCR tests before checking in. Whereas, the Moxy hotels followed the 3G rule of testing, immunization, and recuperation. After the pandemic, marketing activities also changed significantly with a shift from traditional marketing to digital marketing (de Korte, 2019).
Conclusion 
Thus, from the above discussion and analysis, it can be concluded that both of these multinationals used different marketing approaches which impacts the profitability of businesses. This study has successfully compared and contrasted the marketing activities of two international hotel brands Six Senses and Moxy hotels. Moreover, their current market position and some crucial consideration within their marketing activities about sustainability and the pandemic situation were also discussed briefly.
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