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The global tourism industry has to a very great extent expanded over the past few decades attributing to the fact that the global economy has been aggregated, which has fundamentally been resulted from the integration of the technologies and Internet communications (Hargreaves, 2015). This has significantly enabled people across the globe to witness the natural beauties and man-made beauties all over the globe no matter where a particular person lives in. In addition to this, since the global communication has been made easier than ever before, the necessary logistics associated with tourism and hospitality management such as hotel chains also increased (Andersson, 2010). Among the world renowned hotel chains, Novotel and Six Senses are two of the greatest hotel chains in the world. Novotel hotel is a British colonial style luxury hotel which is located in Singapore, which was firstly established in 1887. This hotel is unique because of its popular Tiffin room buffet where customers are presented a wide variety of foods. Many tourists in the globe visit this hotel just to have the Tiffin room buffet. In addition to this,Novotel is another hotel chain that is a French brand of economy hotels which are owned by Accor. It is an economy hotel chain which offers several services to tourists at comparatively a cheaper rate. In other words, the unique thing about this hotel is that Six Senses lets the customers enjoy the living in an international standard hotel with the facility of economical price, thus giving an excellent value for money in this hotel chain (Booth et al, 1999). This is why Novotel and Six Senses have been selected in this study.
[bookmark: _Toc135568985]Marketing choices and directions Novotel and Six Senses
With regard to Novotel, in comparison to other traditional companies, this hotel chain focuses on slow and steady when it comes to developing the business. While the other similar companies often try to grow their bottom line. It has to be noted that since a very long time, this company has been largely focusing on the development of brand image by actively engaging in various social activities (Gardini, 2022). In 1997, Novotel initiated a community program that offers support to those children who are underprivileged. This hotel chain has long been known for luxurious and personal hospitality. Novotel employed differentiation based market strategy which targets at the midscale customers because the services of this company are priced higher in comparison to other similar companies (Demirçiftçi, T. and KIZILIRMAK, 2016).
In addition to this, on the other hand, regarding Six Senses, this hotel chain focuses on the market segment that is price conscious. In addition to this, the main value proposition of this hotel chain is to let the customers live in an environment of international hotel standard while paying economic prices. Therefore, the value conscious and price conscious customers often are targeted by this company. This company has long been known for a good value for money in this industry. It has a wide variety of products and services which are offered to services at a wide range of prices lower in comparison to other similar companies (Obelenytė, 2018). These hotels are targeted towards the customers who are creative and love design. When it comes to promotion and advertising strategy this hotel chain uses a special promotion, customer loyalty programs, and other combinations of products and services (Obelenytė, 2018).
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[bookmark: _Toc135568987]Six Senses
This business organisation highly focuses on the families and millennial group when it comes to delivering services to customers. It uses geographic, demographic, and psychographic segmentation for segmenting the market. families and couples get a variety of offers in this hotel. in addition, millennial group is also served by this business organisation.
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This French hotel brand primarily targets the customers who often look for value for money. Midscale customers are the target of this business organisation. In addition to this, since services are offered for midscale customers, many services are not offered by this hotel chain as customers often consider value for money before spending.
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It has to be noted that Novotel and Six Senses are operating in two different customer segments, their respective marketing strategies are not expected to be the same (Katsikeas, C., Leonidou, L. and Zeriti, 2020). In other words, these two giants in the hotel and tourism industry of the world resorted to different sets of marketing strategies when it comes to attracting the respective target markets of the companies. 
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This hotel targets generation X from the point of view of generational approach to marketing. It has to be noted that Novotel offer customers very highly specialized and individualized services because the customers are of midscale category. The customers of this hotel chain often do not demand highly individualized and specialized products and services (Han, 2014).
The pricing strategy used by Novotel is value-based pricing strategy because customers are willing to pay the money to get specialized services (Smith, K. and Jones, 2005).
Ranging from personal selling to sales promotion, Novotel hotel chain uses almost all types of promotional materials both offline and online.
[bookmark: _Toc135568991]Six Senses
This hotel brand targets both generation Z and millennia group. however, the families and couples of generation Z are the target of this hotel since it offers specialised services for them. also, millennia emphasise sustainability of operation, as a result of why, this hotel also focuses on green marketing efforts (Gardini, 2022). This company focuses on value for money and ensures that and customers receive the optimum quality of the products in exchange of the price (Gardini, 2022).
Six Senseshotel uses cost-plus pricing strategy because the customers are very price conscious.
In almost all major cities in the world, Six Senses has hotels.
Six Senses utilizes all types of promotional materials of offline and online. In addition, this business organization utilizes social media platforms significantly when it comes to promotion (Obelenytė, 2018).
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Both Novotel and Six Senses focus on the marketing regarding the sustainability and green messaging. This may have resulted from the increased customer pressure on the global sustainability and global warming. As a result of this, business organizations increasingly adopted strategies to tackle the sustainability and green messaging issues.
Novotel has resorted to an eco-conscious stance across the operations of all hotels. Novotel provide ways in which the guests of the hotels can decrease the overall carbon footprint during their stay. In addition to this, this hotel chain has also taken initiatives to reduce the overall environmental impact of its operation by ending the use of plastic straws and other materials in catering to the needs and wants of the guests (Han, 2014).
Similarly, Six Senses has also made a commitment to reach net-zero carbon emission by 2030. In addition, this hotel chain aims to reduce the overall carbon emission by 2030 across all the operations of all hotel chains in major cities of the world (Zaitseva et al, 2018).
[bookmark: _Toc135568993]Effects of contemporary events
In addition to this, it has to be noted that due to contemporary events such as Ukraine war and an increase in the global inflation rate, both Six Senses and Novotel have responded by taking some initiatives so that the hotels are not negatively affected in the long run. Since the global inflation is scaling up the costs of services, both Six Senses and Novotel offers various package services to their respective customers in order to maintain the revenue level. However, in Europe, the effects of Ukraine war have reduced the spending in service sector because people are more prone to saving. In this respect, both Six Senses and Novotel offers various forms of discount to the target customers. 
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In essence, this report sheds light on the rationale of choosing these two multinational hotel chains while focusing on the marketing choices they have made and the directions they have made within marketing. In addition to this, this report also sheds light on the current market positions of these two multinational hotel chains, while discussing the marketing strategies they use and the considerations they have made within marketing regarding sustainability and green messaging issues.
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