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Essay on
A comparison of the marketing methods of two multinational hotel brands
Marketing is a process by which business organisation promote their products and services which include advertising, selling and delivering products to their customers (Bowie and others, 2017). The purpose of marketing is to propel a company's growth and different business organisations use various types of marketing strategies to achieve their goals. For example, business organisation match products with their customers through marketing which help to know the right ways to increase the growth of the company. In this module, we will discuss two brands Six Senses and Moxy which are two multinational hotel brands. We will discuss their marketing strategies and their current marketing positions in the market considering contemporary issues. 
According to Jobber and Ellis-Chadwick (2020), The marketing mix is a process in which business organisation used to donate tools and instruments to increase their demand in the market. As part of a comprehensive marketing plan marketing mix include multiple areas like products, price, places and promotions. The key aspects of the marketing mix for Moxy and Six Senses are place and promotion. Moxy emphasizes promotion which is best applicable in the communication of benefits and features of the services to the target audiences. To reach the target audience Moxy identify the best place where it will be offered and how these services will get to the final customers. Moxy uses several main branches and sub-branches for distributing its services. In this process, main branches are established in the busy city and sub-branches are established in local areas. At the same time, Six Senses also divided its services into several categories. They also distribute their service point into two sections, the main branch and sub-branch. In the main branch, they target rich customers and they established these branches in the main town or city they established sub-branches in local areas and they target tourists and other local people. Moxy decorates their services at affordable prices, technical accommodations and stylish amenities which attract fun hunter customers (Ryan, 2012). At the same time, Six Senses focus on stylish amenities and luxury accommodation which attract affluent customers. Six Senses also provide a bar where customers can enjoy a complimentary cocktail or have a snack. Traditionally Moxy brand was opened and designed for the European market and Six Sense bands were designed for the American market but both organisations are experiencing rapid growth and starting to open new properties all over the world. Another key approach of the marketing mix for the hotel industry is promotion because an effective promotion can increase the growth of the organisation several times and it can also boost the company revenue (Dominici, 2009). Moxy uses various approaches to promote its business, for example, they use advertising, public relations and direct marketing. Moxy use to advertise its services in various ways like advertising on television, social media and newspaper. At the same time, Six Sense bands also use social media and television to promote their services. Six Senses also occasionally use sales promotions where they discount their service bundles. For instance, sometimes they provide bar facilities and snacks with their room facility. To create public relations both of the brands increase the corporate image and brand strength which help to increase the growth of the companies (Singh, 2012).
Marketing is a very significant part of the hotel industry because it drives business growth and it also cultivates brand credibility (Sainaghi, 2010). In the hotel industry marketing help to create trust among the target audience and it also helps to maximise booking and revenue (Kotler and others, 2020). Moxy and Six Sense hotel follow different types of marketing strategies to maximize their booking and revenue. In previous Moxy, brands used televisions and newspapers to advertise their services but at present Moxy brands use social media platforms to increase their brand awareness to customers because on this platform they can reach a huge audience at a time. At present, they also invest more in SEO for their websites because 75% of travellers start their search for hotels on a search engine and Moxy hotel focus on this to capture these captive audiences. They also develop their websites both mobile-friendly and fast loading. At the same time, the Six Sense brand also emphasises internet platforms rather than television or newspaper advertising. They also invest more in social media platforms to capture a huge audience and they also invest in SEO for their websites. Six Sense brand also gives a reward in direct booking because in this process they do not share any portion of their profit with third-party agencies. Six Sense company also create a customer’s road map and they always try to have touchpoints along the way. At the same time, they also invest more in the marketing sector during peak booking season. For this reason, they store all the data of their customers which help them to understand the busiest times of the year (Proctor, 2020)
According to Smith & Zook (2020), Marketing strategy is the business's overall game plan for achieving target customers and it contains the company value proportion. The current marketing plan of the Moxy brand is to increase its brand value in the market and to promote its services. Moxy brand is aimed at affluent customers all over the world and the demand of the customers is changing so they attempt to adapt to this demand and provide the best services. Moxy brand follows smart marketing strategies to attract affluent customers for example, they regularly sent an email to their customers informing their services and they also collect customer's emails which helps them to create a bond with the customers they also give incentives for direct booking to their customers which increase their popularities. Another significant marketing strategy of the Moxy brand is that they understand the customer's needs and target the right audience which helps the company to bring more customers to their brand. They developed their hotel website which works as a powerful marketing tool when it comes to bringing in new customers and keeping current ones. Six Senses brand focus on all types of customers and they decorate their services according to all types of customers. Six Senses band use a demand and supply pricing strategy which helps the company to margins according to increasing demand and also helps to maintain better customer services (Housden, 2008). They also follow a competitive pricing strategy which means they determine their price of services according to their competitors’ behaviours which helps the company to earn greater profit margin and to increase revenue and market share. By ensuring these strategy Six Senses company also earn customers satisfaction and help to grow the business
(Pike,2020).
In recent years hotel industry has faced several challenges and issues which reduce the growth of the business and my business organisation stopped its operation (Jones and others, 2014). For example, social, political, shortage of labour, technology and so on. These issues create the business operation more complex and increase the cost of operation. Moxy and Six Sense are well-established brands they sustain in the market due to effective responses to these issues. Geopolitics sometimes interrupt transport routes and choke trading points which reduces tourism and it ultimately affects the hospitality industry. Geopolitics also increase aversion among investors which negatively impacts stoke market and affect business revenue (Kang and others, 2012). In such a situation Moxy and Six Senses company focus on such regions where there are stable politics and fewer restrictions on travelling. At the same time, globalisation also affects the hotel industry it increases competitiveness in the market. To overcome these global issues Moxy and Six Senses company consider global trends while making their decisions. Social media also have an impact on the hotel industry. For example, fake reviews and negative comments reduce business reputation. In the hotel, industry sustainability has become increasingly significant because customers are more aware of environmental issues. For this reason, Moxy and Six Sense company need to consider the best ways to sustainability initiatives for their consumers. Global lockdown also increases uncertainty in the hotel and tourism industry (Boella and Goss, 2013). Due to the global lockdown, people cannot travel resulting in hotels being closed which had a devasting impact on the hotel industry. In such a situation Moxy and Six Sense company had to cut off their employees to reduce the expenses of the company. They also had to give subsidies a lot to run the business. 
The marketing strategy is the overall business plan for attracting the target market which is very significant to increase the company value ratio (Hair, 2013). This module discusses various marketing strategies of Moxy and Six Sense company and it also examines the current marketing position of these companies. We also describe various contemporary issues which have a great influence on these companies. To address these issues Moxy and Six Senses company need to be aware of the latest developments as well as they also need to adopt with best technologies and best positioning to take advantage of opportunities and minimize risks. 
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