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Introduction 
This essay will be concentrating on Six Senses and Moxy Hotels for the purposes of this market analysis study. Due to their innovative advertising techniques, they were able to develop their company despite intense competition. In this research, I will evaluate and contrast the marketing strategies used by two of the world’s largest global hotel chains, focusing on how these enterprises diverse marketing strategies affect sustainable growth and how they respond to the current COVID-19 outbreak. The distinct history of each of these two global powerhouses is one of the many convincing arguments in favour of them. This essay will compare, and contrast two well-known hotel chains controlled by multinational corporations and examine their various marketing strategies in detail.

Main body 
There’s a good possibility one will stay at a Six Senses if one is searching for a hotel in Thailand. Six Senses was the first budget hotel brand in the Thailand when it launched in Bangkok in 1995 (Jobber and Ellis-Chadwick, 2020). Six Senses was first positioned as a low-cost alternative to other hotel companies by offering equivalent rooms at a reduced price. As an extra selling feature, Six Senses stressed that its hotels were in or near the city centres, making it convenient for travellers to access the area’s various attractions, including its many businesses, restaurants, and places of worship (Jobber and Ellis-Chadwick, 2020). In contrast, Six Senses offers an extensive selection of hotel "tiers" or quality levels, ranging from budget motels to luxury high-rises with every possible feature. Moxy made its debut in the Italian city of Milan in 2014. Since then, it has extended to places such as New Orleans, Tempe, Arizona, Berlin, Munich, England and Frankfurt (Housden, 2008). The Moxy hotel brand is a unique and budget-friendly choice that prioritises exceeding the expectations of its consumers without breaking the bank. Moxy hotels are renowned for their dedication to superior customer service. Checking in the bar is simply the beginning of the unorthodox Moxy experience, which is available at over 60 hotels in North America, Europe, and Asia. There are Moxy hotels all around the globe. Each of these establishments carries Moxy-branded merchandise (Chaffey and Ellis- Chadwick, 2019). 

Six Senses Hotels has announced that it would speed its global growth, and as part of this statement, it has secured contracts for the construction of eight additional properties. All eight hotels are projected to open within the next three years. Consequently, the Thai hotel chain will expand its presence in the following cities: There are 113 apartments in the Six Senses Qing Cheng Mountain in China, and 129 villas at the Six Senses Ninghai in China. There are 32 suites in the Six Senses Mont Blanc in France (Housden, 2008). However, Moxy has made significant progress, as their service from the lobby to the executive suite is now far faster than it was before. Whitbread, the parent company of Moxy Hotel, makes more than 400 million British pounds annually from the hotel industry, which is much more than it receives from other industries such as food service. Moxy manages about 78,000 guest rooms and accounts for around 3% of global hotel revenue (Smith and Zook 2020).

The Six Senses hotel brand is a massive network of five-star hotels that specialises in off-the-beaten-path locales throughout the globe and aggressively promotes eco-friendly practices and rest and relaxation amongst its guests (Debenham 2019). The hotel chain has a very specific socio-demographic target market, which includes families and students, and they have a great deal of respect for both consumer groups. Six Senses considers the client's lifestyle and psychological traits, such as openness, throughout the market segmentation process. Consequently, the psychographic element plays an essential part in the whole approach (Lee and Sozen, 2018).
[bookmark: _Hlk126759066]Whereas Moxy is popular amongst young people and those who still consider themselves young at heart. Moxy refers to the people it seeks to recruit as "fun hunters" because they don't take themselves too seriously, live in the moment, and want to experience life to the fullest. They are used to checking themselves in at airports, like the independence of being in command, and consider self-service to be the highest level of service available. Most individuals were raised in a culture where they were expected to do tasks on their own. Lip sync battles, happy hour, Relax Corners with mini massages and nail tattoos, comedy shows, tarot card readings, and live shows, are just a few of the activities that the cheeky programming encourages guests to participate in that they would never consider doing at home (Jenny, 2018)
In addition to investing in the delivery of high-quality services across all platforms, the corporation pays great attention on advertising on national television networks and the internet (Kotler, et al., 2020). The provision of assisted living facilities for the elderly exemplifies the company’s strategy of addressing several market niches. The hotels mentioned below allow phone and Internet bookings. By monitoring their social media activity in regard to the hotel, Six Senses is able to promptly address the complaints of its most notable guests. It also refers to attractive areas where companies may be placed, which is great for attracting both customers and visitors. The company’s goal is to nurture huge markets, thus it locates its shops in highly prominent locations, such as near major highways and airports (Housden, 2008).
Moxy use a variety of advertising platforms to attract and keep customers. There is intense competition in this business; nonetheless, Jury Inn, Hotel 1, Little Hotel, and Holiday Inn Express are amongst the leading companies. Moxy hotels promote themselves using a variety of online and offline channels. This category includes the usage of social media, email, and promotional offers (Ayob, 2016). To attract more visitors and sell more tickets via its web channels, the hotel promotes Google hotel advertisements, which display everywhere customers browse. These advertisements appear whenever users are online. To promote the items and services on offer, films are screened in cinemas, mailings and booklets are sent out, displays and banners are built, and radio and television advertisements are aired. In addition, signs and exhibits are put up. Moxy made marketing history in 2010 by enlisting the aid of comedian Lenny Henry (Chaffey and Ellis- Chadwick, 2019).
It leverages the internet to promote its services by providing free weekend stays and accepts the majority of reservations online. The company intends to attract clients from a variety of socioeconomic and different lifestyle, such as middle-class families seeking for weekend holiday ideas and international travellers contemplating more expensive accommodations (Alfarra, 2021). In addition to offering free Wi-Fi and bike racks in the rooms, the hotel is a big draw for travellers due to these amenities. Due to their outstanding culinary abilities, which enable them to make delectable delights, they have effectively conquered a substantial portion of the market (Jobber and Ellis-Chadwick, 2020). Therefore, the efficiency of sustainable development programs in these nations is proportional to the performance of certain hotel chains.

To be sustainable, firms must adhere to the requirements of their respective sectors. Moxy and Six Senses are two other hotel brands that have made substantial contributions to the development of sustainable practices on a global scale. Individuals have influenced the course of Earth’s history in their own unique ways. Moxy has assumed a variety of environmental duties as part of its humanitarian efforts. The targeted decrease of food waste in the Italy by 2025 and the giving of meals to charity camps are two examples (Ghauri, 2014). In 2012, for instance, Moxy collaborated with the Great Ormond Street Hospital (GOSH) Children’s Charity (Bowie, et al., 2017). To better assist children with visual or aural problems, the charity has constructed a substantial clinical centre. The firm has lowered its carbon footprint and the garbage generated by its hotels and restaurants by using less plastic, which is beneficial to the environment. To make Earth habitable, it employs renewable energy and distributes water bottles to its inhabitants (Cho, 2019).
Six Senses, on the other hand, is committed to a number of environmental projects. By 2025, the organisation aspires to have completed its mission of empowering individuals with disabilities, youth, women, and refugees by providing them with sufficient resources (Smith and Zook, 2020). Six Senses’ long-term aims include the conservation of water resources and the reduction of carbon emissions (Lee and Sozen, 2018). When developing the company’s competitive strategy, it is essential to carefully evaluate how the target market and industry as a whole will impact the company’s ability to fulfil its objectives. The Six Senses resort first adopted the Blue Ocean Strategy, which entails exceeding normal market boundaries by catering to the needs of clients who have not yet been met. Whereas Based on the results of the SWOT analysis, it has been decided that the global strategy is the most feasible option for the strategic direction of Moxy Hotel (Ghauri, 2014). By adopting this strategy, the corporation’s headquarters in the United Kingdom will be able to exert a higher degree of control over its global activities. Because of its worldwide strategy, which enables it to function on a global scale, the company will also be able to provide specialised services to fulfil the demands of its customers in the different international markets it enters.


Conclusion 
It has been concluded from the above examination of the two hotel chains, the similarities and contrasts between their marketing analysis, and the consequences of the COVID-19 epidemic on the tourist and hospitality industries. Moxy and Six Senses are two of the most famous hotel brands in the world and are, respectively, amongst the most successful enterprises in the hotel and tourist industries. The two retail titans have an international presence. They have expanded its reach by establishing several additional outlets in profitable foreign markets. As a result of competition from other organisations, they must continually evaluate their ways of operation and seek new consumer expansion strategies.
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