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Introduction
The administration and operation of hotels, motels, resorts, and other types of accommodation facilities are part of the hotel business. This can include big chain hotels run by global organizations as well as small, independent businesses. A thorough awareness of market trends, consumer behaviour, and efficient management techniques are essential for success in the highly competitive and dynamic hotel industry (Goryushkina et al., 2018). High-quality guest services, solid partnerships with suppliers and partners, and the use of successful marketing and sales tactics are essential components of hotel company success. Well-trained personnel, a distinct brand identity, and a good financial plan are necessary for operating a successful hotel business. Hotels also have to adjust constantly to evolving market conditions, technological advancements, and guest preferences. In the hotel business, for instance, the usage of mobile applications and online booking systems has grown in importance, and hotels must be ready to make technological and marketing investments to stay competitive. The hotel industry may be difficult financially since demand and price variations have an impact on income. A profitable and long-term business enterprise, however, might be a hotel that is well-managed and has a strong brand and reputation. 
Hotel Management
The practice of directing and organizing all aspects of a hotel property, from guest services and marketing to finances and human resources, is known as hotel management (O’Fallon and Rutherford, 2011). It entails creating and putting into action plans to guarantee the hotel's performance and profitability. Managing workers, upholding a high standard of cleanliness, and offering first-rate guest services to ensure that visitors have a pleasant and happy stay. creating and putting into practice marketing plans to draw customers, boost brand awareness, and make money. overseeing the hotel's financial performance, including planning, forecasting, and cost management (Hwang et al., 2014). Taking charge of all aspects of hotel management on a daily basis, such as room service, cleaning, maintenance, and food and beverage delivery. creating and putting into practice rules and processes, as well as hiring, training, and managing personnel creating and putting into practice long-term plans to secure the expansion and prosperity of the hotel. An efficient hotel manager should be able to work well with a variety of stakeholders, including guests, staff, and suppliers (Situmorang and Japutra, 2019). 
Marketing plan of a Hotel
The success of a hotel business depends heavily on marketing since it helps to raise brand awareness, create income, and foster client loyalty (Khan, Hakeem and Naumov, 2018). A hotel's marketing strategy should include the following essential components: Target Market Segmentation is the process of identifying the precise categories of guests that the hotel wants to attract, such as business travelers, families, or luxury travelers, and devising marketing strategies to reach those segments (Bilgihan and Nejad, 2015). Establishing an online presence through a website, social media pages, and online travel agencies can enable you to reach a larger audience and make it simple for clients to make reservations. Branding is creating a strong brand identity through logos, slogans, and other marketing materials, as well as continuously pushing the brand throughout all marketing channels (Demirçiftçi and Kızılırmak, 2016). In order to engage potential visitors and establish the hotel as a thought leader in the field, content marketing involves producing and disseminating useful information, such as blog posts, videos, and images (Goryushkina et al., 2016). Email marketing is the practice of sending relevant emails to current and prospective customers to alert them about special offers, upcoming events, and other things (Khan, Hakeem and Naumov, 2018). Building ties with local companies and groups to improve traffic and awareness. Promotions and events are held to create excitement and draw new visitors (Konstantinova, 2019).  Monitoring and evaluating marketing campaign outcomes on a regular basis to optimize return on investment and make educated judgements regarding future initiatives (Goryushkina et al., 2016). The marketing strategy for a hotel should be adaptable, data-driven, and responsive to shifting consumer preferences and market situations. A well-thought-out marketing strategy may help hotels develop a strong brand, draw in more visitors, and increase income. The international hospitality sector is home to several multinational hotel chains. Two of the biggest and best-known international hotels are listed below: Six Senses: A luxury hotel brand called Six Senses Hotels Resorts Spas was created in 1995. With an emphasis on sustainable tourism and well-being, the company runs a range of hotels, resorts, and spas in some of the most spectacular locations on earth (Stombelli, 2020). Each Six Senses resort is created to fit in naturally with its surroundings while providing visitors with a distinctive and immersive experience. The hotels are renowned for their opulent lodgings, first-rate spa and wellness centers, and distinctive dining options that highlight regional cuisine and ingredients. It places a high priority on environmental responsibility and sustainability, and several of its facilities have won awards for their environmentally friendly operations (Urmila, Astuti and Triyuni, 2023). The company also places a high priority on the health of its visitors and staff, providing programs and activities that support their physical, emotional, and social well-being. Moxy Hotels: Marriott International is the owner of the hotel chain Moxy Hotels. It was launched in 2014 and is positioned as an accessible, lifestyle-focused hotel brand. Moxy Hotels combine a blend of comfort and affordability with a modern, fashionable look in order to appeal to the younger, tech-savvy customer (Carvalho and Pinto, 2018). The hotels provide a range of accommodation varieties, including single, double, and suite rooms. Moxy Hotels may be found in many cities and metropolitan regions around Asia, Europe, and the United States, and the brand is still growing on a worldwide scale (Andi, 2021). Moxy Hotels may be an excellent option for you if you're searching for an inexpensive, fashionable, and enjoyable hotel experience. 


Differences between the Marketing Plans of Six Senses and Moxy hotels
Given their different target audiences and brand positioning, Six Senses Hotels and Moxy Hotels' marketing strategies are likely to diverge in a number of ways. Offering upscale facilities, services, and lodging, Six Senses Hotels is positioned as a premium brand. The company is well renowned for emphasizing health and ecological travel, and it attracts discriminating tourists searching for a luxury, green, and restorative vacation. Six Senses is expected to highlight the exclusivity, sustainability, and wellness facets of its brand in its marketing initiatives, highlighting the distinctive and immersive experiences that visitors may take part in at its hotels (Stombelli, 2020). This brand may also aim to appeal to wealthy tourists engaged in well-being and ecological travel, in addition to those seeking out exclusive, high-end travel experiences. On the other side, Moxy Hotels is marketed as a budget-friendly, lifestyle-focused hotel brand that targets younger, tech-savvy customers. The company is renowned for its trendy design, high-tech facilities, and vibrant and vivacious public areas (Carvalho and Pinto, 2018). Targeting young tourists seeking a fun and economical hotel experience in cities and metropolitan regions, the hotel is expected to highlight its pricing, modern style, and handy location in its marketing initiatives (Andi, 2021). The brand may also aim to appeal to tourists who desire cutting-edge facilities and a bustling social environment. In conclusion, while both firms strive to provide their customers with a memorable experience, their marketing approaches are probably going to vary depending on their target audiences and brand positioning.


Conclusion
The business of offering lodging and travel services to travelers, including leisure and corporate travelers, is referred to as the hotel and tourism industry. The global economy benefits greatly from the industry's enormous income and job prospects. There are many different types of companies in the hotel and tourist sector, from big, international hotel chains to independent, local hotels and bed & breakfasts. Typical services provided by this sector include housing, food and drink, entertainment and amusement, and transportation. Multinational hotel corporations must continue to adapt and reinvent their marketing tactics to keep ahead of the competition and fulfil the evolving wants of their clients as a result of the rise of globalization and the rising importance of technology and innovation. In conclusion, international hotel marketing is a critical component of the hospitality and travel sectors and is essential to hotels' success in a cutthroat business.
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