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In this essay the marketing strategies of Six Senses and Novotel will be compared on the basis of their marketing choices, current market positions, present strategies used by them within the market scenario, consideration they make with regards to sustainability as well as green messaging and related contemporary issues. The companies chosen for this analysis are Six Senses and Novotel. Six Senses, which was founded in the year 1995 was established with a mission to fulfil the responsible practices within hospitality of top-tier level. Novotel was created in 1967 with an aim of making the everyday moments of customers matter the most to the brand. Both these hotels belong to the premium category of hospitality making them perfect choices for the comparative analysis of marketing methods taken up in this assignment. They represent not just health and relaxation but also innovation in their day-to- day services to customers across multiple locations. 
Marketing choices made and directions taken within marketing The luxury brand helps people all over the world to reconnect and reunite irrespective of their geographical locations. They offer exceptional world class experiences to their customers making them the top most preference within their loyal customer base. They create more than just places for people to stay. They have a diverse portfolio of properties to offer to their customers embracing wellness and spirituality in all that they do for them. They follow a system of unparalleled communication with customers which makes them endearing to their people at once. They go beyond to create a lasting impression on the minds of customers by exhibiting sustainability and health consciousness in all their services. They make use of some salient features in their marketing strategy which includes local plus global sensitivity, crafted experiences for customers and pioneering wellness in all their activities (Liu, et al., 2020).
 This particular hotel brand chooses quality and luxury over anything else to give their customers the best ever experience they can have while enjoying their stay in one of their locations. They showcase values like wellbeing but amidst enjoyment while marketing their brand. Development through each and every phase is the key factor that makes them stand out among other rivals within the same industry. Their portfolio being vastly diversified makes them prominent and preferred choices of customers (Rahmaningsih, Hermanto and Athar, 2021).
 In the present-day scenario Six Senses has over twenty-one properties across seventeen countries all over the world (Lukanova and Ilieva, 2019). Novotel has five hundred and fifty- four hotels across sixty-five countries in the world. They have around hundred and sixty-two hotels still in their pipeline projects which is a matter of great achievement for them. 
The Novotel hotels have a distinctive set of high-quality products which they can offer to their customers to make them stick to their brand for almost a lifetime. They have a plethora of attractive services including casino and restaurants, train plus air booking all through their website which makes them a one stop solution for customers who stay motivated to enjoy their products for a long term. They specialise in different types of other business categories dealing with rental spaces that are private, coworking offices, concierge services, digital solutions and their own in buyout applications to serve customers better (Lin, 2019). Six Senses faces a lot of competition with not just international brands but also local players who constantly try to gain prominence through cheaper yet good quality services. They have a range of luxury as well as premium hotels in their possession that cater to all kinds of needs of their beloved clients. In such cases price becomes secondary and satisfaction of clients is of utmost priority.
 Novotel started their journey in France and carried out expansion across nearly hundred countries. They are present in almost all types of cultural and national plus economically important destinations for tourists. They are spread out worldwide in countries like Paris and Singapore, Dubai and Mauritius, Hong Kong and Jakarta, Bali and Mumbai, Shanghai and Toronto, Cairo etcetera. Their business combination of owned properties, franchise and management contracts helps in their fast-paced expansion plus diversion across different countries of the world. 
Six Senses has a very well-defined program for loyalty which are solely based on traditional format and are gathered plus redeemed within the range of hotels owned by the brand. They have interesting promotional schemes including promo codes plus dedicated campaigns which increase their rates of occupancy and promote their properties robustly among lots of competitors. Their website is nicely built with booking facilities under varied segments and budget categories making them accessible to even choosy customers during off peak times. Six Senses operates across twenty hotels as well as resorts in seventeen different countries. They have also signed around thirty-four more properties which are further in the pipeline. Their residences offer unique experiences to their customers. They provide all the facilities present in a resort life through these residences. Their spas provide life time experience to customers across all locations. All their products are worthy of investment and capable of offering lifelong experiences to customers (Domanski, 2020). 
Novotel are present in multiple locations including Brazil, Bhutan, Cambodia, China, Fiji, Indonesia, India, Israel, Maldives, Oman, Portugal, Spain, Thailand, Turkey, Vietnam, Seychelles and France. There are locations where resorts are yet to be developed including Austria and the Bahamas, Belize, Costa Rica, Ecuador, France, Grenada, Iceland, India, Italy, Japan, Maldives, Norway, Portugal, Saudi Arabia, Switzerland, Thailand, United Kingdom, United Arab Emirates and Zimbabwe.
 Six Senses are a large chain of Five-star hotels offering premium as well as economic categories of product and services which are not just meant for premium clients but also for customers who want to enjoy their products during off peak times (Arzy, et al., 2020). Novotel promote their products and services according to the needs of their clients. They promote their products depending on the age groups of millennials, families as well as couples who look for activity and adventures along with a luxurious staying experience. They promote their rejuvenating packages by the names of spa plus wellness combination, Sleep with the brand, eat with the brand and grow with the brand. 
Six Senses maintains meaningfulness and measured approach in all their activities. Six Senses take good care of the environmental performance of each and every property they possess. They take care of natural plus cultural heritages and look after the benefits of local communities in their places of operations (Carvalho, 2022). Novotel takes immense care towards preservation and safeguard of wastage of water as well as energy. The amount saved is used for funding the planting of trees. They are also associated with noble causes that safeguard communities from violence and harassment of critical nature.
 Six Senses strives towards reduction of water wastage through tracking water usage regularly and maintaining low-flow toilets. They try to eliminate as much plastic usage as possible from their services. They maintain the purchasing of cleaning supplies that are based on green sources. Novotel takes care of recycling programs to achieve the sustainable goals of the organisation. They maintain a network of sustainable suppliers who will help them in keeping their operations planet friendly. They try to make minimal use of paper in their day-to-day operations. The chain of hotels in Novotel has decided to stop all operational activities in Russia and are all involved in providing shelter to guests and colleagues who are in distress due to the Ukraine war. They have planned to give a temporary halt to the projects in their pipeline to combat inflation that is surrounding the whole world due to political turmoil (Margaretha, Wirawan and Wowor, 2022). Six Senses has suffered huge losses due to cancellation of bookings but they have decided to combat the ongoing wear and inflation scenario in the world by closing down many of their sites which are not very crucial and can be taken care of after the crisis period is over. Global loss and tourism stoppage is a common impact in this case but big brands apply effective strategies to thrive amidst such global emergencies (Gheribi and Bonadonna, 2019). 
In the entire discussion above there has been a clear analysis of marketing approaches and strategies owned by both the brands. The essay throws light in their current positions in the industry and what kind of strategies keep them ahead of their rivals. The essay also gives importance to essential factors like sustainability along with green messaging which enhances the value of their brands and uplifts their social image. Contemporary issues faced by the brands in the current industry set up are also discussed with due importance. There is no doubt about the fact that both the companies try their best to gain competitive advantage in their respective business locations. Both cases show high regard for sustainable operations and respect towards keeping the planet green in their individual ways to help the coming generations. It is also observed that both the brands have started shifting their focus from traditional advertising plus marketing techniques to the emerging social media merge with digitisation of the entire system of the hospitality industry to thrive and grow among prominent rivals.
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