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A long-term plan for achieving business goals through an awareness of customer demands and the creation of a distinctive and enduring competitive advantage is known as a marketing strategy. Hotels with a presence across several nations, generally on different continents, are referred to as multinational hotel brands. Many multinational hotel brands are available in todays market, Moxy and Six senses are two of them. In order to give guests a similar and identifiable experience wherever they stay, multi-national hotel chains often offer standardised experiences, facilities, and services throughout all of their sites (Boella and Goss-Turner, 2013)The hotel chain Moxy, which is owned by Marriott Worldwide, caters to younger, more frugal travellers. While Six senses is a luxury hotel and resort brand renowned for its dedication to sustainability and wellness-focused hospitality. Both the hotels has their own marketing strategy. The goal of marketing strategy is to serve customers (Ferell, Hochstein and Hartline,2021).
 
Six Senses places a strong emphasis on wellbeing, privacy, and sustainability. With opulent amenities, spa services, and outdoor activities, the company provides travellers a tranquil haven in breath-taking settings all over the world. Travelers who wish to have a premium experience while simultaneously being environmentally conscious can choose Six Senses. Moxy, on the other hand, is a name in UK hotel that caters to a younger and more daring customers. Moxy hotels are renowned for their quirky, colourful, and exciting designs that incorporate special touches. The hotel chain offers reasonable rates, a fun ambiance, and communal areas that encourage visitors to socialise (Jobber and Ellis-Chadwick, 2020). Moxy is the best option for guests looking for a chic, reasonably priced hotel that provides a pleasant and exciting experience. Whether customers are looking for luxury and leisure or affordable fun, these businesses provide excellent experiences. These two well-known, international hotel businesses reach their target audiences via various marketing strategies. By applying situational analysis tools like segmentation, targeting, and positioning, these businesses have had successfully marketing their products and services to the target market (STP). Over the course of its more than 25 years in the hospitality business, Six Senses has consistently placed a strong emphasis on wellness and sustainability. It is a high-end hotel chain that has targeted wealthy tourists that are drawn to sustainability and wellness-oriented vacations through segmentation (Bowie, Buttle, Brookes, 2017). The company's marketing initiatives are geared on those who value their health and well-being as well as the environment. For the purpose of attracting its target demographic, Six Senses has established itself as a pioneer in ecological and wellness-oriented hospitality.
 
Six Senses has developed its online presence over time, making use of websites like Instagram and Facebook to promote its hotels and the experiences they provide.On the other side, Moxy has focused on its marketing efforts on a younger, cost-conscious demographic (Chaffey and Ellis- Chadwick, 2019). Travelers looking for inexpensive lodging options with a lively atmosphere have been targeted by the brand using segmentation. Using humorous and quirky language and design features, Moxy has positioned itself as a hotel brand that is affordable and has a youthful, adventurous character. Six Senses has combined online and offline marketing techniques, including social media, email campaigns, and targeted advertising, in their marketing efforts. The business has also used influencer marketing and events to interact with and connect with its target market. On the other hand, Moxy has mostly relied on social media, influencer marketing, and events to increase brand awareness and establish connections with its target demographic (Clow, Baack, 2013).
Six Senses and Moxy both recently modified their marketing strategies. In order to more successfully reach target audience, Six Senses has increased the emphasis on digital marketing initiatives including email marketing and targeted advertising. Moxy has also increased its social media and influencer marketing presence, utilising these platforms to reach a larger audience and increase brand recognition. There are many similarities and differences between Six Senses and Moxy's marketing approaches that should be considered.
 
One similarity is that both companies use influencer marketing, targeted advertising, and events as components of their marketing mix (Smith and Zook, 2020). Another similarity between the two companies is that they both recently modified their marketing strategies in order to meet the evolving needs of their target markets. But, there are also a number of distinctions between their marketing approaches. While Moxy is positioned as a more affordable brand aimed at a younger audience, Six Senses is positioned as a luxury brand with a strong focus on sustainability and wellness. Six Senses may think about stepping up its social media engagement and influencer marketing efforts to reach a larger audience and increase brand recognition in order to support potential future growth. To further increase its attractiveness to its target market,Six Senses can think about including more interactive and interesting components in its marketing mix, such as virtual reality experiences.To appeal to a larger range of travellers who are interested in ecologically friendly hotels, Moxy might also gain from intensifying its focus on sustainability and eco-friendliness (Cunill and Forteza, 2010). It might also think about introducing additional experiential components into its marketing mix, such pop-up events and installations, to strengthen its upbeat and joyful brand attitude. In order to strengthen visitors' connections with the community and environment, the business ought to think about providing more engaging experiences like cooking lessons and narrated nature hikes. Six Senses might collaborate with influencers and travel bloggers to demonstrate its dedication to sustainable tourism and think about developing eco-friendly packages that highlight its sustainable initiatives. Moxy should capitalise on its lighthearted and entertaining image in order to expand its marketing initiatives. This should entail providing more entertaining activities, such bar crawls and nighttime events, and employing influencer marketing to attract a larger audience (Ghauri, 2014). To appeal to more daring vacationers, Moxy ought to think about establishing a presence in fresh, developing areas. The company can also think about engaging with cost-conscious travel influencers and bloggers, as well as providing more affordable packages and discounts, in order to appeal to tourists that prioritise value.
The current Ukraine war has an effect on hospitality industry, This ought to emphasis on adoptable quality where the hotel brands can adjust with any changing situation. Regarding sustainability, social, geopolitical, and modern challenges, both Six Senses and Moxy have given significant thought in their marketing. Although Moxy is committed to fostering a welcoming, inclusive, and socially responsible atmosphere for visitors, Six Senses is committed to minimising its carbon footprint and advancing sustainable tourism practises. These initiatives not only improve the reputations of the businesses but also show their dedication to ethical business conduct and social responsibility.On the other hand, a number of contemporary concerns in the hotel sector, including growing environmental awareness and an increase in tourists who are cost-conscious, have had an impact on marketing strategies. Six Senses has altered a number of its marketing tactics as a result, highlighting its eco-friendly packages and sustainable projects as well as collaborating with travel influencers and bloggers that share its environmental beliefs (Housden, 2008). Moxy has boosted its presence in trending new places and updated its marketing tactics to incorporate more inexpensive packages and incentives. Customers' messages from Six Senses and Moxy have evolved over time to reflect current problems and trends in the hotel industry.Six Senses has changed its emphasis to highlight its sustainability programmes. The company now emphasises its dedication to protecting the environment and advancing sustainable tourism methods, including employing products that are produced locally and organically and providing eco-friendly packages (Hu and Trivedi, 2020). On the other side, Moxy has changed the tone of its marketing campaign to speak to a younger, more cost-conscious consumer. The marketing for the company highlights its strategic locations in urban regions and its tech-savvy services, including free Wi-Fi and self-check-in. Travelers seeking a value-driven, inexpensive hotel experience in a city centre will be drawn to the brand's theme, which emphasises accessibility and affordability. The goal of Moxy's marketing initiatives is to reach out to those who want to travel in a social and enjoyable way without giving up comfort or convenience. As a result, to stay relevant and meet the changing needs of their target consumers, both Six Senses and Moxy have updated their marketing messages. The businesses are concentrating more on communicating their distinctive value propositions and addressing the issues that matter to their target audiences, such as sustainability and cost-consciousness, respectively (Ryan, 2012).
 
In general, the target market and marketing techniques used by the two international hotel brands Six Senses and Moxy differ greatly. The marketing message for both companies have evolved through time to reflect modern trends and the changing demands of their target consumers (Kotler and Kartajaya, 2017). The effectiveness of their marketing initiatives depends on their capacity to establish a personal connection with their clients by highlighting their distinctive value propositions and attending to their particular issues. By doing this, Six Senses and Moxy have set themselves apart from rival businesses and built a solid relationship with their clients, establishing the groundwork for potential future expansion.
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