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An Essay: “A comparison of the marketing methods of two multinational hotel brands”
Six Senses & Novotel
The essay focuses on comparing the marketing methods and promotional strategies of two multination hotel brands, Six Senses and Novotel. Six Senses and Novotel are two different hotel brands with distinct features and offerings. Six Senses is a luxury hotel and resort brand known for its focus on wellness, sustainability, and unique experiences (Sofiati, 2021). Their properties are often located in remote, picturesque locations such as on private islands, in the mountains, or in nature reserves. Six Senses offers a range of activities and experiences that promote physical, mental, and emotional wellbeing, such as yoga and meditation classes, spa treatments, and healthy food options. Six Senses is a luxury hotel and resort brand that was founded in 1995 with a focus on sustainability and wellness. Their properties are located in some of the world's most picturesque locations such as on private islands, in the mountains, or in nature reserves.  Novotel, on the other hand, is a mid-scale hotel brand that caters to families, business travellers, and tourists. Their properties are typically located in city centres or popular tourist destinations, and they offer a range of standard amenities such as fitness centres, restaurants, and meeting rooms. Currently they have around 108,272 rooms in more than 559 locations. Novotel aims to provide a comfortable and convenient stay for its guests, with a focus on modern design, technology, and sustainability (Asmawi, 2018). 
The hotel sector has gotten more competitive in recent years, making marketing more important than ever. Companies in this sector have risen to the top via innovative use of marketing techniques that have allowed them to tailor their offerings to suit the needs of their clientele (Espino-Rodriguez, et al, 2022). Six Senses is a well-known brand that provides excellent service to its clients; the company's primary focus from its inception has been on setting itself apart from similar enterprises. This high-end company has continually enhanced its offerings throughout the years by focusing on creating a more pleasant atmosphere (Hung, 2012). As it offers luxurious accommodations and amenities to its clientele, it can justify its higher price tag. Six Senses advertises its goods via a number of different ways, but it relies most on word of mouth. Novotel, in contrast to Six Senses, operates in the more affordable, mid-scale hotel industry, catering mostly to visitors, businesspeople, and their families (Angoujard, 2005). The hotel's connected rooms, which allow parents to keep an eye on their kids' activities, are a clever marketing move. Novotel places a premium on providing a family-friendly atmosphere for its visitors, thus the hotel pays close attention to guest health and safety and provides a wide range of amenities. Each and every Novotel has a convenient on-site restaurant for the comfort and convenience of its guests (Kindangen and Pandowo, 2022). In contrast to Six Senses, Novotel's pricing approach is comprised of a variety of distinct sorts, such as Flex, Semi-flex, Advance, and so on. Although Six Senses invests a very small amount in promotional activities, Novotel invests millions of dollars across a variety of advertising channels, including digital as well as more conventional ones.
By market share and positioning, it can be inferred that Novotel likely has a larger market share compared to Six Senses, given its focus on the mid-scale hotel market and its large number of properties globally (Jackson, 2020). However, Six Senses is a niche luxury brand that appeals to affluent travellers looking for unique experiences, and it has a strong reputation for sustainability and wellness. While its market share may be smaller compared to larger luxury hotel brands, it is still a well-regarded brand in the luxury hotel segment (Peng and Chen, 2019). Six Senses has a smaller market share compared to larger luxury hotel brands such as Four Seasons, Mandarin Oriental, and Ritz-Carlton. However, Six Senses has a strong reputation for its focus on sustainability, wellness, and unique experiences, which sets it apart from other luxury hotel brands. Its market positioning is at the high-end luxury segment, targeting affluent travellers who value exclusivity, exceptional service, and unique experiences. Novotel, on the other hand, has a larger market share in the mid-scale hotel segment, competing with other mid-scale hotel brands such as Hilton Garden Inn, Courtyard by Marriott, and Holiday Inn (Beer, 2016). Novotel's market positioning is in the mid-scale segment, catering to travellers who are looking for a comfortable and convenient stay at an affordable price point. Its brand values include modern design, technology, and sustainability, which appeal to families, business travellers, and tourists.
There is a wide range of marketing tactics that may be used to spread an organization's brand message to its intended demographic. Analysis of STP factors heavily into other facets of marketing strategy, including segmentation, targeting, and positioning (Engelen and Brettel, 2011). As Six Senses caters to affluent clients, it has divided the market into income brackets. In contrast, Novotel has broken the market down into subsets based on factors like age, marital status, and social circle size. Following completing market segmentation, most businesses focus on identifying the most promising prospects to whom they may market their wares. Business leaders, celebrities, influencers, national and international sports figures, top officials, individuals from the upper class, etc. are all prime targets for Six Senses due to the luxury brand's reputation for offering high-quality service to these groups (Hess, Dodds and Rahman, 2022). Novotel, on the other hand, caters to leisure travellers, hikers, and families on a tight budget. A company's ability to create a distinct identity in the eyes of its target audience is greatly aided by a well-thought-out positioning plan (Dołowy-Rybińska, 2016). For instance, Six Senses uses event sponsorship to get the attention of influential people and corporations. It promotes itself as a global chain of high-end hotels known for providing first-rate amenities and service. Novotel, on the other hand, markets itself as the finest budget hotel in the UK, and its services are often regarded as being of better quality.
Both the upmarket Six Senses brand and the more budget-friendly Novotel brand owe it to its customers and other stakeholders to act sustainably. To improve a company's public image, green marketers advocate for eco-friendly policies and procedures (Kind, 2013). Six Senses has embraced a number of sustainability initiatives, such as the use of eco-friendly materials and building technology, which have resulted in a 30% decrease in overall energy use. Their recycling programme is so extensive that they are able to reuse or repurpose more than 80% of the rubbish generated by their hotels. Furthermore, by 2021, they expect to have cut their water use by 35% thanks to the installation of ultra-efficient plumbing fittings. Like to other companies, Novotel is working to lessen its carbon footprint. Their plan is for doing away with all forms of single-use plastic in their lodging establishments by the year 2025 (Niczyporuk and Urpelainen, 2021). The extensive waste management system at Novotel is another example of the hotel's commitment to environmental responsibility. Six Senses and Novotel are both working to improve their environmental sustainability, which is good for the planet and good for business. To show their dedication to sustainability and accountability to its stakeholders, hotels can highlight and promote green activities.
Government travel restrictions enacted in response to the Covid-19 outbreak have had a significant impact on the tourist and hospitality industries. Both Six Senses and Novotel have taken precautions to prevent the spread of the virus to their respective guests (Devi, 2020). The staff at Six Senses is dedicated to ensuring a secure environment for visitors that follows professional practises for preventing the spread of Covid-19. They've adopted cleaning technology like electrostatic sprayers and hospital-grade disinfectants to adhere to strict cleaning regulations in public areas and keep surfaces germ-free. Six Senses is also adjusting its operations and dining procedures to ensure the safety of the food and drink it serves to guests in their rooms. Novotel has also positioned itself in the market by taking significant safety steps in light of the epidemic. They've taken measures to keep people at arm's length by installing screens at reception areas and dispensing hand sanitizer automatically in public areas. The Novotel Cleanliness and Prevention Label is a programme designed to guarantee the greatest possible level of cleanliness and safety in the hotel's housekeeping services. Similarly concerned about their workers' well-being, both Six Senses and Novotel have supplied its personnel with safety gear. Taking these precautions shows how seriously they take the health and safety of their visitors and staff, which is especially crucial during the current epidemic.
The goal of this paper is to contrast the advertising strategies used by two prominent hotel companies, Six Senses and Novotel. Both hotel chains are introduced in the article, and then the marketing decisions they made, including price, promotions, and service offerings, are broken down and analysed. The article also analyses the competitive landscape in which these hotels operate by analysing financial data and industry reports. This article also compares and contrasts the environmental efforts of Six Senses and Novotel. It's easy to see that Six Senses is a high-end hotel chain with locations all over the world, while Novotel is a more budget-friendly option with hotels all around the globe (Thatrak, Pratoom and Sujchaphong, 2014). The study also focuses on the precautions these hotel companies took to ensure their visitors' safety and wellbeing during the Covid-19 outbreak. In sum, this article offers a thorough analysis of the marketing approaches used by Six Senses and Novotel to create and sustain their respective brands' respective market dominances.
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