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Marketing of hospitality service by hotel brands are adopted to boost the service efficiency in market along with improving brand image among the customers and clients (Puddle, 2015). The marketing plan by multinational hotel organization are adopted to make the whole world know about the advantages of the services. The development of the marketing concept can clarify the scenario of marketing methods (Baines, Fill and Page, 2013). A comparison of two companies have taken place in this essay to demonstrate how the methods of marketing work. The selection multinational companies are Six Senses and Moxy both of which are multinational hospitality brands. The company Six Sense started its business in hotel service in 1995 with amazing experience to customers and consumers. The major services include resorts, spas and residence for tourists and travellers. On the contrary the company Moxy is another multinational hotel service organization that provides hotel stay to the consumers with luxury hotel experience. It started its business operations from 1969. The service in Europe, Australia, Asia and North America have made a diversification to its services 
Marketing choices and direction for an organization are derived from the view of the organizational factors (Blythe, 2015). The analysis of marketing mix for an organization gives a detailed analysis of the marketing choice and direction. From the explanation of Hair, Block and Roering (2015), marketing mix is the strategy that defines every single element of marketing and its planning by holding the priority to the organizational revenue generating capacity. Both of the companies are identical in this sense of marketing mix since both of the organization are in the same industry holding the same line of service. The company Six Sense and Moxy both are involved in hotel service. Due to the luxuriousness the price of Six Sense service exceeds from that of Moxy. The company Moxy has greater area of service in Europe, Asia, Australia and North America. For Promotion the company Six Sense use its physical marketing process along with digital marketing promotion. But for the company Moxy partnership and sponsorship works in a better way to view the brand image and boost its performance. The sponsorship and strategic alliances with the companies like Editon, Marriot, Sheraton, Delta and several other leading organizations. For specifying about the people of the organization, the company Six Sense has more than 2515 employees working for the generation of service. The people are considered as its manpower for serving the customers and consumers of the company. On the contrary the company Moxy has limited employees for its services which stands on appx 180 people. The process of service by the company entails a better development opportunity for making the customers realize the power of luxury services. In comparison of physical evidences both of the company master their building, lands and resort location (Harris, 2017). 
Marketing strategies by an organization is applied with the motive to make the organization attain a competitive advantage in the market and attain better revenue generation goals (Hollensen, 2012). The strategies of marketing defines how the origination of the marketing concept makes up an organization and its flow of promotion. Kress, Still and Cundiff (2017), stated that any organization which is efficient in its products and services needs to be comply with efficient marketing for attracting people and let the people know about the efficiency. Without spreading the efficiency, it does not earn the worthiness of efficiency through marketing and marketing strategy helps in spreading the efficiency with top most priority. The marketing strategy processed by the company Six Sense is the adoption of market segmentation and specific target (www.sixsenses.com, 2023). The segmentation of the company is with the types of services. The company is mainly involved with three major services including resorts, spa and residential services. On the opposite site the company Moxy has extended hotel services that includes all the hospitality services from room service to other supportive services. The segmentation in Moxy is attained with the places and location of services. In case of target both of the company are in the same line of targeting the premium customers and consumers who are looking for something extra valued services from luxury resorts and hotels. The luxury experience of the customers and consumers make up the premium hotel services for both of the companies. The target audiences of the company Six Sense are communicated through the brand value extension program. Consumer relationship with customer service inclusion is directly communicated from the company Moxy. 
Market positions for an organization determines the effectiveness of performance in the market (McCarthy and Perreault, 2017). According to Lamb, Hair and McDaniel (2012), determining the market position of an organization gives the insight into the effectiveness of that organization in combining its resources and making the people buy the produced products from the market. The position in top of market can manipulate the market (Still and Cundiff, 2016). For the company Six Senses the market in Bangkok has been riding on a top position to capture the market in Spa services. The company specialize in its spa and resort service. Being a popular location in hospitality around the world, Bangkok earned a specific position in hotel and resort industry. The company Six Sense holds a strong position in this industry to produce service for the luxury customers and consumers. The growth potentiality of the service by the company is more potential in future. For the company, the inclusion of service helps to attain a better position for the company in its market. The company Moxy is a strategic organization that has been partnering with different other brands under Marriot group (moxy-hotels.marriott.com, 2022). The group has introduced a broader area of service by which the company can capture more value in its luxury service development around the world. The other brands and supportive activities are being collaborated in different location stating a strong brand image in the market by Moxy. 
Specific consideration for an organization recalls some special activities by an organization which keeps the company focusing on the improvement opportunity which can also be called as one of the strengths of an organization (Zikmund and Babin, 2016). From the research conducted by Harris (2004), opined that most of the organization should look into the consideration of social and sustainability issue. These helps in boosting the CSR activities as well as boosting the brand image in the market. For the company Six Sense, the sustainability and its support is highly considerable for the company. The sustainability is brought fostered with the program of ‘A passion for wellness, community, sustainable design and smiles. Under this program the company is considering a sustainable development of its service in future (www.sixsenses.com, 2023). Company is planning for a sustainable development in its service to include luxury service in producing natural and sustainable design for the customers. For the company Moxy, the social issues and its CSR activities are important. The consideration of CSR activities by the company comes to the term of boosting its brand image in the market. In alliance of strategic partnership with other big brands in hotel industry the company also seeks for partnership in different CSR activities, awareness campaign and their sponsorship (moxy-hotels.marriott.com, 2022). The focus on CSR activities helping it in both ways, boosting the brand and capability to tackle future issues (McDaniel and Gates, 2006). 
Marketing messages for the customers are made for convincing the people about the service by an organization. According to Nystrom and Converse (2007), the brand image and value of the brand for an organization depends on how the marketing activities are showing their message and how the organization is meeting the message requirements for the consumers and customers. For instance, the company Six Sense is spreading a message about its healthy and careful environment that gives the customers with best services. The company started its business with exotic resorts and now the company is offering hospitality with spas, private clubs, urban adventures and luxurious residences. The company have managed to grow to high extent with its effort to concentrated to the customer expectation. On the other side, the company Moxy is committed with the message about its short but playful room capacity in its hotels. The luxurious experience of the company produces efficient room service where smart living is possible. The company is also committed to make the customers feel easy at its premises to make the customer have the best services. 
	From the inclusion of the analysis, the marketing strategies and techniques are all similar with their motive. The techniques and strategies by organizations are adopted based on their plans, resources and organizational capabilities. But all have the same goal to produce more revenue for the organization as well as boost the brand value in the market. This essay demonstrate the difference of marketing strategies and methods for two different companies. From the explanation of different fields of marketing, it can be understood that both of the company are promising with better outcome to produce luxury services. Being luxury companies, the activities of both companies are almost identical except that of its pricing range, promotional methods, sustainability, specific consideration of CSR and sustainability, and core marketing message. The motive was similar to attain customers, but the techniques different in some places. 
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