A comparison of the marketing methods of two multinational hotel brands.
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Comparison of marketing choices and market positioning of Six Senses and Moxy Hotel:
Marketing can be defined as a set of activities, instructions, and process different business organizations carry out to introduce their commercial product to the market and thus the final user. The core objection of marketing is to let the market and customers know the full feature and other information about the product (Smith PR, 2020). In this essay background of 2 multination hotel brands, Six Sense and Moxy is being used to show the application marketing activities to ensure the growth and profitability of these hotels. First, the Six Sense was established in the early 1990s and widely recognized for its benchmarks of hospitability facilities and service (Six Sense, 2023). This multination hotel is committed to its customers and is an award-winning and very unique hotel group for the unique service it provides to the customers. And, also offers exceptional guest experiences in both remote and exquisite locations, such as majestic mountains, coral-fringed bays, romantic valleys, and inspiring city districts. Next, the Moxy hotel, the newest brand of Marriott International was established in early 2014 in partnership with Swedish and Furniture brand IKEA. And, since its establishment, it has successfully grads its market position in the hotel industry with productive and superior customer service in more than 70 locations worldwide (MiceliContributor, 2022). In this essay, the different marketing choices these 2 hotels choose to take a position in the market to reach the goal and earn the desired profit margin are discussed. Moreover, applications of the marketing mix, how to take the market position, and what kinds of strategies these two hotel uses are explained. Thus, the core marketing consideration these 2 holes made and the messages they want to convey to their customers are also discussed in this essay.
According to Jobber (2020), marketing, the core activities of a business organization is to introduce the commercial product to a wide range of potential and existing customers to get the desired market response and share. So, different hotels use different marketing strategies to sustain the industry or to do business in the desired way to reach the peak of success. For example, Six Sense being a multination hotel brand, and renewing hotels for rendering service to both remote and exquisite locations uses the "product" or their service as the core activity to attract customers (Kotler, 2020). Already mentioned that this hotel is an award-winning multinational hotel brand for its unique service to its guest. Moreover, as this hotel targets different geographical locations to target its desired customer base, the attractiveness of its service portfolio is the core of marketing activities since its establishment. On the eve, being the innovator in Travel, Hospitality, and Aviation and the best Hotel Brand, these hotels give attention to promotional activities also as to let travelers know about the hotel and its services. On the other hand, Moxy which has branches in more than 70 location use price and place as the core marketing strategy to grab the market segment (Clow, 2013). It is said that Moxy is a multinational hotel that is a playful, affordable, and stylish hotel brand designed to give guests everything they want and nothing they don't. On the eve, it set the price range customer's friendly so that every class of people who love to experience the service of the multinational hotel can come and experience the service rendered by Moxy hotel (Chaffey, 201). Moxy hotel is committed to providing customers with the best quality service as, Moxy boldly breaks the rules of a conventional hotel stay – starting with check-in at the Bar. On the other hand, proportioning is a core marketing strategy as it has more than 60 experiential hotels open across North America, Europe, and Asia Pacific (MiceliContributor, 2022).
According to Bowie (2017), market positioning means taking desired market position or segment within the market with products and services which are the core weapon to attract customers and to get market recognition. To take the desired market position, different hotels take different strategies to influence the market through their activities. In the case of Six Sense, it is a "Market Challenger" because it initiates different activities to stay in the market and to get comparative advantages such as spreading its service in majestic mountains, coral-fringed bays, romantic valleys, and inspiring city districts that help to get desired reactive behavior from its guest (Sun, 2018). Moreover, it is an award-winning multination hotel for its unique and superior service rendered to the guest. Thus, putting pressure upon other hotels to enhance their marketing activities and enlarge service lines to compete with Six Sense Hotel. With the pages of time, this hotel is enhancing its service lines, introducing quality products, and enhancing brand value which is a major challenge for other hotels. On the other hand, Moxy plays the "Market Leader" with its strategic pricing strategies and geographical proportioning activities (Nugraha, 2012). Because, at present guests are very conscious about the service quality and pricing range also, the right pricing strategy will help to gain guests' loyalty and trust. As, Moxy is a multinational hotel that is both playful, affordable where the core marketing strategy is pricing, it can be said that Moxy is a price maker rather than a price taker (Ryan, 2012). Because the pricing strategy also affects the strategy other hotels take to get desired market segment, other hotels are trying to get out the pricing influence of Moxy to set their own benchmark price for services. So, the difference between strategies is the core feature that affects the marketing principles and outcomes of the 2 hotels.
The application of marketing strategies is not all that a hotel should consider rather the motive and outcomes that will be the result of such applications should be considered. Here, different marketing aspects that are followed by both Sex Sense and Moxy hotels are discussed as multinational hotel brands. In the case of Six Sense, this multinational hotel brand since its establishment in the 1990s has been serving the guest with such unique and superior hotel room service that it still holds its desired market position (Six Sense, 2023). On the eve, sustainability is fully followed by the marketing strategy of Six Sense where the big motive is to serve the guest while ensuring the welfare of society as a whole (Wang, 2022). Here, the sustainability activities are beneficial for the world and for the hotel as customers are supportive of these organization that follows the green-environment rules of saving the world. On the other hand, Moxy follows the contemporary issues in the case of using marketing strategies such as introducing new hotel room services in new places as it has more than 60 experiential hotels open across North America, Europe, and Asia Pacific in different geographical areas (Wibisono, 2019). And, the geopolitical issues are carefully considered by both of these 2 hotels as being a multinational hotel, different intern-state issues have to be maintained to conduct their hotel business. 
In the case of marketing activities, one of the biggest achievements for the hotel is to gain the customer's support and loyalty to get these value addition behavior from guests (Nugraha, 2020). Different techniques are used by the hotel such as, Six Sense always want to retain a positive impression within their customers after being served by the hotel. Here "Ethos" means the marketing messages delivered to the customers based on the authenticity and credibility of the service offered by Six Sense hotel (Bae, 2020). Being a multination and award-winning hotel, the brand and logo value of this hotel contains its reputation that infers a positive message regarding its service's quality. And, the positioning strategy where this hotel plays the "Market Challenger role" already established itself as a branding hotel that offers exceptional guest experiences in both remote and exquisite locations. On the other hand, In the case of Moxy hotel, this modern hotel offers varieties of hotel room service to different geographical locations and want to let the guest know about its role as a price marker (Rutes, 2001). On the eve, this marketing strategy helps the hotel to set prices in compliance with the quality of service to satisfy the customers of the hotel room service. This preemptive role in setting prices infers the market signal to the customer that the price is fair enough to visit the hotel (Marszalek et al., 2021). Moxy in partnership with Swedish Furniture brand IKEA that also help to gain the trust of its guest and other related parties such as stockholder and administrative audiences to retain its position in the market. 
Marketing can be referred as the set of interrelated and crucial market-related activities to introduce a service and product to a big market audience. The core marketing motive is to gain market response and support that will lead to an increase in profit margin and ensure the growth of hotels (Nariswari, 2020). In this essay, the comparison of two multination hotels Six Sense and Moxy is reflected based on their marketing activities carried out the get desired market segment. The core marketing strategy of Sex sense is to the service line to ensure the sustainability and growth of the hotel while satisfying the guest's needs. On the other hand, Moxy is a price market hotel that put challenges and pressure upon other hotels to change their marketing strategies.
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