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Introduction
Six Senses and Novotel are among the well-performing chain resorts. Their hotels and resorts are located in the hearts of international towns and cities. Novotel is a leisure and business destination offering meeting rooms, kid areas, balanced meals, proactive and attentive staff and multipurpose fitness and lobby centres (Afrianto, Afrianto, and Ingatan, 2019, p.35). On the other hand, Six Senses is a development and management company that mainly consists of hotels, resorts and spas. It provides individual styles with diverse and unique design personalities and a feeling of community (Silva and Sofia, 2018). It works with local and global sensitivities by incorporating cultures, ecosystems and people in their locations to offer remote and quality island experiences. In this essay, I will compare the marketing strategies of these two companies because of their consistent performance in the market and their excellent marketing strategies that have pulled the masses.
Novotel and Six Senses have evolved, especially in their marketing strategies. However, they still hold their primary objectives. Novotel was established in 1967 in Lillie Lesquin to offer a unique hospitality approach of building elegance, simplicity and Excellency (Zaman et al., 2020, 132 ). Novotel is rated four stars and is a multinational midscale brand for leisure and business travellers. Its hotels are at the heart of big international tourist destinations, business districts and major cities. Six Senses was established in 1995 to promote the experience of luxury resorts. Since its establishment, Six Senses have always been committed to the environment, community and sustainability (Piuchan, Manisa, and Saranmit, 2019, p.382). It is widely recognized as a benchmark in the hospitality sector because of its successful adoption of a leisure lifestyle that shows respect for culture and nature.
Novotel is a trusted and well-known upper midscale brand under Accor, a French multinational Hotel group. It is a brand of Accor Hotels, typically falling between Pullman and Mercure brands. Novotel owns more than 470 resorts and hotels in 61 nations. It has more than 50% brand awareness in more than ten feeder markets (brandirectory.com, n.d). According to Brand Finance, between 2019 and 2022, Novotel's value increased four times (Atasoy et al., 2022). Its evaluation has appeared in seven brand rankings, including the best hotels and biggest France brands; this comes from excellent expansion and growth strategy. It has also employed an asset management strategy and segmentation strategy. Six Senses has accelerated its international growth since its recent announcement of developing eight establishments in the next three years (Stombelli and Virginia, 2020, p.531). At the moment, Six Senses own 20 spas and ten resorts in 20 nations globally.
In terms of target markets, both Six Senses and Novotel targets families. However, the Six Senses also focus on millennials, unlike Novotel which focuses on travelling business persons (Bla Bla Writing, 2016). The Six Senses resort chain mainly targets millennials and families in their businesses. The CEO, Niel Jacobs, says, "Millennials are very important to Six Senses. We know that our position on sustainability and wellness deeply connects with this generation, and they seek out properties for these reasons”( (blogmarketing9113BC_10.3, 2019)). Both Six Senses and Notovel have their target market segmented using demographic and psychographic bases. 
Novotel psychographic bases are of shared activities. Both its target audience has a common shared activity such as business or holidaying. Families are segmented by their travelling nature during holidays (Wulandari et al., 2022, p.9); this gives Novotel a common base to target in reaching their desired markets. The basic features like conference rooms and accommodation facilities attracts the travelling business persons. Most of the business-class  market usually seeks for facilities with access to the internet and closer proximity to main town centres, which are catered by the locations of Notovel (Renaldo and PUTU, 2018, p.20). In terms of demographics, Notovel focuses on family structure and income. Notovel qualifies in the luxury accommodation category; this means that its relatively expensive compared to average accommodation hotels (brandirectory.com, n.d). Therefore, their target audience is definitely not the population segment that cannot afford luxurious accommodations. Segmenting by family and income structure is effective in locating their target markets. Other demographic factors, such as job type, are also considered in locating the corporate target markets.
The Six Senses' Psychographic base is defined by customer’s personality traits and lifestyle, for instance, openness to neuroticism or change. The perfectly serene and romantic environment makes the Six Senses adaptable to couples (Pham et al., 2022, p.306). Couples can prefer Six Senses for events like wedding anniversaries among others. Their geographic segmentation, on the other hand, categorizes the target market into states, nations and regions. The CEO states that with the franchise expansion, “the top five markets are the UK, China, Germany, Austria, France, and the USA. With a decline in the Russian business, but it has been picking up in Central Asia.” (blogmarketing9113BC_10.3, 2019)) Another target group also includes families from Central Asia, America and China. 
Six Sense and Novotel have nearly similar target groups which is also reflected in the marketing strategies adopted. Six Senses have marketing strategies designed specifically for its target markets: couples, families and millennials (Piuchan, Manisa, and Saranmit, 2019, p.380). Six Senses employ a concentrated and differentiated marketing strategy considering values, offers and target groups. In the millennials, the Six Senses take advantage of their curiosity, desire for new experiences, open-mindedness, and attraction to sustainability to provide correlated products and services (Pham et al., 2022, p.307). Couples and families generally go to quiet and calm places for relaxation and fun; the Six Senses use this to provide such services. Novotel, on the other hand, has a marketing structure based on 4Ps: Product, Price, Place and Promotion (brandirectory.com, n.d). The product indicates the products being offered so as to capture potential customers; price indicates the pricing strategy of the segment in view; place indicates the channels of distribution; and promotion indicates their communication strategy, such as online advertising and social media publicity. Novotel also employs marketing strategies like promotion planning, pricing approach and product innovation (Accor.com, 2019). These strategies have helped the brand to prevail over the target market. Both six senses and Notovel employ quite similar promotion strategies. They both put offers for their loyal customers. They have holiday promotion strategies like giving out free chances to their services.
Regarding sustainability, both Six senses and Novotel have positively embraced greening; this has positively impacted their performance. Novotel has been recognized as an innovator since its establishment. It has evolved to the anticipation of customers by implementing eco-friendly and sustainable practices (Zaman et al., 2020, 134). It has recorded a long-term commitment to ensuring that its employees and staff maintain sustainable development daily. It signed a partnership with Green Globe in 2007 for a community commitment to sustainability development. It committed to planting at least a tree for each reservation on its internet sites (Accor.com, 2019). Six senses is also highly reputable in sustainability. They are well known for their plastic-free initiative. They bottle their water and have established on-site water filtration and bottling facilities to eliminate the plastic use and transportation impacts (Bla Bla Writing, 2016). Each of their hotels features an Earth lab whose purpose is to promote a sustainable environment in innovative and inspirational ways.
With the different target groups, generational marketing is inevitable for both Six senses and Novotel. Generational marketing was adopted when it was discovered that different groups respond differently to different advertising channels (Nicolaou and Constantinos, 2023, 584). For instance, social media is embraced and used differently by each generation. Some social media platforms have more loyalty to brands compared to others. To reach all generations using only one platform may be disappointing. The messaging may be too broad not to resonate, eliminating the personalized experiences most individuals seek from brands (Barr, Jennifer, and James, 2021). Different channels that meet the users are likely more effective. Six senses and Notovel have embraced social media marketing since they have extensive coverage and provide feedback from clients worldwide (García-Méndez et al., 2023). Although some generations prefer traditional marketing methods such as print media and television, many prefer modern social media platforms. The traditional methods convey messages offline and, therefore, cannot reach many people compared to social media (Nekatibeb and Tesfaye, 2012). Social media marketing allows for more personalized and fluid messaging; this covers a large population. Traditional marketing uses platforms that are non-interactive and utilizes static strategies. 
Conclusion
In conclusion, six senses and Novotel hotel and resort establishments share much in their marketing strategies. They both use demographic and psychographic bases in market segmentation. Whereas Novotel's target market is families and travelling business people, six senses focus on families, couples and millennials. Notovel's marketing structure is based on the 4Ps: Product, Price, Place and Promotion. It also employs marketing strategies like promotion planning, pricing approach and product innovation. On the other hand, six senses employ concentrated and differentiated marketing strategy considering values, offers and target groups. Both have almost similar product promotion and advertisement strategies. They are both known for their sustainability, and this has attracted a large number of customers. They have greatly invested in social media marketing compared to traditional marketing since social media has extensive coverage and provides feedback from clients worldwide.
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