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“International hotel Management” refers to the operations of hospitality institutions like hotels, restaurants, resorts and private estates (Ko et al., 2019). The essay aims to focus on the International Hotel Management of Six Senses and Novotel. These hotels run their businesses worldwide and have various chains for their hotels. Six Sense provides a distinct atmosphere and has 16 hotels and resorts. It has 25 spas in 19 countries under its brand name and owns five lodges, each reflecting a place of sensitivity to the local environment (Zhang et al., 2020). Whereas, Novotel has grown its international chain for leisure and business travellers. It has over 559 locations worldwide and began its first modern hotel chain in France (Matu et al., 2022). The essay will conduct an assessment based on the development of marketing in creating value for customers. It will make a comparison of these two hotels and assess their strategic and operational practice in the International domain. Furthermore, the essay will highlight the marketing choices of Six Sense and Novotel and their current position in the market. It will also examine the marketing strategies used by these hotels as their current marketing approach and the considerations they have made within their marketing under the issues of contemporary, green messaging and contemporary issues. 

Six Sense and Novotel have focused on the marketing position as a place where they can provide excellent service to the customers. The marketing choices made by Six Sense aims to diversify its brand by uniting with the multinational and multicultural portfolio of properties. The hotel has been in an expansion mode and maintains a leadership commitment to the community, sustainability, wellness and crafted experience (Pestana et al., 2020). They use high-tech and high-touch approaches to offering their customers curated experiences and integrative medicine for their beauty treatments. The distribution channels which the brand uses for its business purposes are direct phone bookings and direct website bookings. They use digital marketing as a mode to advertise its hotels and boost its online booking rates. The hotel has changed its marketing approach by offering guests space, privacy and comfort, along with fresh cuisine. This helped them develop the idea of “intelligent luxury” for the customers and hold a strong position in the market. 

Moreover, Novotel hotels and resorts are leading the hotel industry and provide stations reliant on public transport. It even offers tourists perfect rooms located near their hotel. The hotel has taken initiative in providing free Wi-Fi internet service and modern rooms based on the customer’s leisure (Tonapa et al., 2020). Novotel uses over 110 distribution channels to manage its reservation system for its hotels. These include e-commerce, reservation centres, search engines and metasearch as best marketing conditions. The hotels use media and sky airing as a mode for promoting their services to the customers (Nazla et al., 2021). Novotel has made changes in its marketing plan by establishing emotional connections and providing various ranges of hospitality products and services like food and beverages. They have even established a campaign to change its reputation and cater to a more child friendly, family audience.

Six Sense has grown its business through mobile bookings by up to 10% and its business production has been growing steadily. Their revenue and average rates have increased beyond projections and is currently holding their marketing positions among the top four hotels providing leisure in the worldwide market. The brand has 21 properties in 17 countries. It provides emphasis on sustainable luxury and creates a vision of balancing the economic profitability concerning the responsibilities of social and environmental basis (Pestana et al., 2020). To maximise its core values, Six Senses Hotel has adopted emotional hospitality, crafted experience, local and global sensibility, care and responsibility, and pioneering wellness among the tourists. This encouraged hotel brand popularity to a wider domain, bringing personal values into the experience.

On the other hand, Novotel hotel has ranked 787 among the travel and tourism hotels worldwide. The net revenue of the hotel brand is 411.1 Million and their properties consist of 559 hotels located in 65 countries (Elsharnouby and Elbanna, 2021). It has become a pillar of Accor group's multi-brand strategy and delivers the guests with an Internal brand for leisure travel and enhances modernity in its design approach. The brand values maintained by Novotel are a relaxed, energised, comfortable and lively atmosphere where they can make the customers' every quality time more valuable and enhance their guest’s balance for life, as well as building a sense of well-being.

Marketing strategies helped Six Sense and Novotel to stay in sync with the customer base and develop the right services for their customers. Strategies help in determining ways the brand can communicate and grow its business operations. The marketing strategies which Six Sense is using in the current market are “being easily searchable online” (Hu and Trivedi, 2020). As technology has been advancing, travellers are likely to conduct competitive research before booking hotel rooms. Six Sense makes sure their hotels are relevant online by using popular hotel keywords. This marketing strategy has made Six Sense increase its presence and dig into the analytics of websites. It has also helped them in finding out the locations of the tourists and where they are booking from, creating a competitive and engaging presence on those platforms (Li et al., 2021). Another marketing strategy which the brand uses is an “integrated wellness positioning strategy”. Given the perception of the hotel brand and their hotel and web visitors, Six Sense evokes the essence of a holistic and harmonious approach to online communication and life (Hartanto et al., 2022). This inspires their conceptual approach of empathy and builds a threat with the help of style, content and architecture. 

On the contrary, Novotel uses “building a customer loyalty program” approach as their marketing strategy to ensure the customer's loyalty to their brand, offer them spectacular experiences and reward their loyalty through lavish services (Dini and Pencarelli, 2021). They have designed the program to provide large discounts and special advantages to the visitors who return and choose their brand while travelling. Another marketing strategy used by Novotel is “taking advantage of Social Media”. As Social media is an important tool and effective marketing strategy used by most hotel brands, Novotel uses this strategic element for posting engaging content and directing customers to their website (Nastasoiu and Vandenbosch, 2019). This is an effective measure which boosts their sales performance and raises their number of direct bookings.   

Issues like sustainability and green messaging have become more prevalent within the 21st century, bringing challenges to the hotel industry. Sustainability issues are largely concerns of air pollution and flooding, which can hamper business activities negatively in their energy, waste and water use (Sahin et al., 2020). This issue influences the brand in their customers' behavioural intentions. Contemporary issues involve issues which affect people and places and are unresolved. This issue includes hiring and retaining the staff, challenges associated with data security and changing marketing dynamics and trends.  

Six Sense has taken into consideration being environmentally friendly and socially responsible by launching a campaign of “Plastic Free 2022” to make their hotel free from unnecessary use of plastic. It has also developed in creating sustainable stories to lead nature and improve the quality of life (Nam et al., 2020). As per the contemporary issue, Six sense faces challenges in changing their guest expectations. The brand has considered the use of the right technology to deploy the service portal of the guests and facilitate services which let the guests select their preferred services. 

Similarly, Novotel has taken consideration of handling the issue of sustainability by promoting sustainable development, actively engaging with “Accor Group's Earth Guest Program” and making a commitment to “Green Globe Sustainable Tourism” in 2010. The involvements in sustainability actions has presented their consistency in the wellness of the business and helped in promoting sustainable development. Concerning the contemporary issue associated with the business, the brand has been facing challenges in dealing with the changes in marketing trends and dynamics. The brand has taken measures by engaging more on social media and using other sources as their marketing strategies (Mejia et al., 2021). This has made Novotel stay consistent in the market. 

The above essay has focused on “International Hotel Management” by making a comparison of the marketing methods of the two multinational-level hotel chains of Six Sense and Novotel. It has discussed the marketing choices of these brands which they have conducted and the directions they have performed within the market. It has used a historical background to determine the changes these hotels have made in the marketing approach. Furthermore, the essay has examined their current marketing positions, and the strategies they have implemented in their business operations. The strategies which Six Sense has used have included being easily searchable online and integrating wellness positioning strategies. Whereas the marketing strategies Novotel is currently utilising are building customers loyalty programs and taking advantage of social media promotions. Additionally, the essay has highlighted the rising issues in the industry, which consist of sustainability, green messaging and contemporary issues. It has then stated how Six Sense and Novotel have taken consideration to handling these issues in their operations in the market. 
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