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Marketing is a complete package in which there are so many sequential as well as effective activities that can create a value-driven system for customers, business partners, and society as a whole by providing offerings in terms of products, goods, and services according to the existing demand and potential one (Philip Kotler, 2020). Today’s business world is so combative and it needs strategic approaches regarding fruitful outcomes to gain competitive advantages. This essay is all about the comparison between two hotel brands namely, Six Senses and Moxy about their historical background along with the marketing methods, strategic moves, market positioning, target markets, message to their customers, sustainability, and future considerations. In three different continents, with around 70 locations, Moxy Hotels are serving their guests to their capability and making them comfortable by being out of formal or conventional hotel chain systems. Whereas the Six Senses Hotel Brand is more conventional, and luxurious, and serves their guest in a very befitting manner by operating 21 entities in 17 countries (Mohammad Hasan Aghdaie, 2018).
Marketing Mix is the basic thing that an economic organization should focus one more to attract their target customers by offering several products, goods, and services. It is a value-driven approach so that the customer relationship can be a potential source to evaluate a strong brand culture as a whole. The Six Senses Hotels are constantly excelling in their multicultural, diversified, and multidivisional properties in different geographical aspects. They are offering their customers convenient and way more expensive services. Their marketing mix is designed to devote their customers to their core business setups so that the profit-making ability can be increased in a better and more effective way (David Jobber, 2019). Effectivity is another important feature in the core marketing mix of the Six Senses Hotel Brands. Pricing the products and setting them affordable for their target market is necessary. Six Senses Hotel authority has made a differentiation pricing strategy for their target customers and they are mostly elite people around the world. They have also promotional activities for their differentiation pricing strategy (Paul M. Nadube, 2018). Channel marketing is their main moto to become more visible for the target as well as the potential market. On the contrary, Moxy Hotel brands use the cost leadership pricing strategy by the creation of a new pricing strategy in terms of checking in at their bars first. This is cheaper than other multinational hotel brands. They serve their customers according to their ability and as well as to their mass marketing strategy (Pervez Ghauri, 2014). As both multinational hotel brands have different historical backgrounds, their ways of marketing activities are not similar. There are 11 resorts, 25 spas, and 17 hotels operated by the Six Senses Hotel Brands and Moxy Hotel Brand is famous for its playful, stylish, and highly affordable hotel services.
Segmentation and market targeting are the two most important phases in the organizational business context. Numerous business entities use their market to segment customers according to the customer’s demand and market offerings. Same to the Six Senses Hotel Brand, their marketing positioning strategy is to divide their marketing campaigns into different categories. Differences in organizational practices are also necessary to elevate the product offerings to their loyal as well as elite customers around the world. They target those who can pay more than general people and they can serve them very conventionally as well as formally (Kenneth E. Clow, 2013). Formal approaches are also practiced by the Six Senses Multinational Hotel Brand. Wasteful amenities facilities are transformed into luxurious hospitality is the strategic move by the Six Senses Multinational Hotel Brand. On the other hand, Moxy is the name of the super affordable and more casual hotel and residential business opportunities (Phil Klaus, 2022). Moxy Hotel targets the young generation to convey its message in terms of stylish and playful hotel residential services. The young generation loves to make fun and they don’t take them always in search of knowledge and educative values but rather fun hunting. There are so many categories of customers who travel around the world and make themselves comfortable living in a luxurious hotel setup and the economic class. This depends on how customers want to get treatment from their desired hotel services and brands. According to this business-level strategy they make sure, each customer is not their targeted one (Shadma Shahid, 2021). They like to count those who pay for the specific product line and their services can be continued to some specific groups. This is the reality checking of marketing and branding values of the Six Senses Hotel Brands. Moxy is completely different and they think that their strategy is to attract those who can afford and want to get the best outcome from the entire market offerings. During the marketing campaign, Six Senses offer multicultural property conservations while assessing every host who can add value to the differential marketing strategy (Mona Mrad, 2021). They focus more on their luxurious amenities to delight their value-driven market. To make connections by providing ecosystem well-being and sustainability, Six Senses expand its brand evaluation around the world. 
These two hotel brands have also a specific marketing communication system according to the core marketing of any other business entity has consisted of product, price, place, and promotion. The differences are huge as the structures are opposite. That is why each hotel brand has some specific marketing communication processes for their target markets along with several market offerings. Marketing communication channels are the initial steps that can make any brand more visible to the organizational goals (Hyunju Shin, 2020). Organizations need to understand effective and useful marketing channels. Marketing brands are also encouraged by different aspects of the hotel business. Communication is initiated with advertising, business presentations, direct marketing, printed services even PR facilities. But marketing can not be just confined to advertising but also to making a sustainable connection with their existing as well as potential customers. Customer relationship building is another part of making any business more profitable and at the same time responsible for society as a whole. Both brands use digital marketing from the very beginning of their marketing branding campaign (Messner, 2020). But the process and system are different. Differential channels like communicating with their customers via getting their feedback on the hotel's residential services on social media, and one-to-one conversations during departure from the hotels. Six Senses is creating an effective communicative marketing channel to pursue its consumers to buy the market offerings. Luxurious facilities. They sell their items in terms of elegance and superb quality support from their inbound hotel staff (Anten, 2020). Sales promotion and public relations are two pragmatic parts of marketing communications (Rolph E. Anderson, 2020). Channels are useful to broadcasts entire packages and ongoing offers for valuable customers. The pre-marketing campaign, during and the post-marketing campaign, the marcom tools, and combined approaches are designed to be the best version of a marketing communication system for both the multinational hotel brands (Završnik, 2022). As a whole, there are some internal as well as external marketing environmental impacts. Political, geographical, economic, and other societal values are there to exploit both hotels’ business trends. Some are positive and some are adverse. That is why there are so many other issues that can impact the marketing sustainability of the Six Senses in terms of political interventions and economic situations directed by stability along with the instability. 
From the overall discussion above, there is a clear concept that it is important to make sure everything is within the consistency of marketing business and offering campaigns. Marketing is not only just selling products but also for the betterment of organizational development. Developed business is not that critical to prevail but an inability to progress that business in such a beautiful way to make more connections to create a better as well as sustainable market for every consumer according to their affordability and demand. But marketing concepts are based on some basic theories which are being followed by both multinational hotel and resort chains (Nadube, 2018). They should use proper evaluation and make more efforts to become the most useful and potential economic entities. Sustainability depends on how these business strategies are applied before action and which are destructive to social compliance. So, everything is important to take into consideration. Marketing is a huge concept and it is initiated with the marketing mix and some other sequential activities. Marketing brands are conscious about their brand valuation and image building, and so do both the hotel chains, but there are so many other effective issues that can help to create a strong customer relationship management system. This is helpful for both the multinational hotel brands and strategies to hold the present position and make it better for the welfare of the entire society. Finally, it can be illustrated as the best way to make effective moves for emerging customer satisfaction in a different way that cannot be imitated by the competitors and Six Senses as well as Moxy Hotel is doing their best accordingly. 
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