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Introduction 
Six Senses and Novotel are two globally renowned multinational hotel chains that offer a unique and diverse range of hospitality services to guests around the world. Both brands have established themselves as leaders in their respective niches, catering to a broad range of clientele with varying needs and preferences. It is a luxury hotel chain that focuses on wellness and sustainability. The brand was founded in 1995 and has since grown to operate 18 properties across 14 countries, including resorts, hotels, and spas. 
Novotel, on the other hand, is a mid-range hotel chain that caters to both leisure and business travelers. The brand was established in 1967 and is now part of the Accor Group, one of the world's largest hospitality companies. Novotel operates over 530 properties across 60 countries, offering comfortable accommodations, modern amenities, and personalized services to its guests (Nguyen et al, 2018). Six Senses and Novotel are selected because they represent two different ends of the spectrum when it comes to hospitality services. Six Senses offers a luxury, high-end experience that prioritizes sustainability and wellness, while Novotel offers a more affordable option that caters to a broader range of travelers. 
Marketing choices by both brands 
Six Senses has always positioned itself as a luxury wellness and sustainability brand. However, the company has made several changes to its marketing approach over the years to stay relevant and connect with its target audience. For example, in 2018, the company launched its "Grow a New Body" wellness program, which aimed to promote physical and mental well-being through customized health assessments, fitness activities, and nutritional support (McNeill et al, 2018). Another significant marketing choice Six Senses made was partnering with luxury travel company Belmond in 2020. This partnership involved creating exclusive travel packages that combined Belmond's high-end train journeys with Six Senses wellness retreats, catering to affluent travelers seeking unique and holistic travel experiences.
Novotel, on the other hand, has taken a different marketing approach, targeting a broader audience and offering a more accessible hospitality experience. The brand has made several changes to its marketing strategy over the years to stay relevant and connect with its target audience. For example, in 2016, Novotel launched a global marketing campaign called "Think Feel Work Play," which aimed to showcase the brand's focus on catering to both leisure and business travelers (Gleeson, 2018). Another significant marketing choice Novotel made was partnering with Microsoft in 2018 to create a range of innovative hotel rooms that leveraged cutting-edge technology to enhance the guest experience. These rooms included features such as voice-activated assistants, smart mirrors, and personalized lighting, catering to tech-savvy travelers seeking a modern and seamless hospitality experience (Patsiaouras et al, 2018).
Current Market position 
Six Senses and Novotel are two multinational hotel chains with distinct market positions.
Six Senses is a luxury hospitality brand that positions itself as a leader in wellness and sustainability. The brand offers unique and immersive experiences that focus on physical and mental well-being, such as yoga and meditation classes, holistic spa treatments, and farm-to-table dining (Adams et al, 2018). Six Senses has a strong brand identity that is based on its commitment to sustainability, with a focus on reducing its environmental impact through initiatives such as carbon offset programs and the use of locally sourced materials. The brand targets high-end luxury travelers who are willing to pay a premium for unique and authentic wellness experiences. Six Senses currently operates 18 properties in 14 countries, with plans to expand its portfolio further.
Novotel, on the other hand, is a mid-scale hospitality brand that positions itself as a modern and accessible option for both leisure and business travelers. The brand offers contemporary and functional rooms, as well as a range of amenities and services designed to meet the needs of modern travelers, such as free Wi-Fi, 24/7 fitness centers, and coworking spaces (Al-Kwizzi, 2019). The brand currently operates over 500 hotels in 60 countries, with plans to expand further.
Both Six Senses and Novotel have faced significant challenges in recent years due to the COVID-19 pandemic, which has disrupted the global travel industry. Six Senses has responded to this challenge by pivoting towards a focus on domestic travel and offering "staycation" packages to local customers. The brand has also introduced new health and safety protocols to ensure the well-being of its guests and employees. Novotel, on the other hand, has focused on promoting its "workation" packages, which offer guests the opportunity to combine work and leisure in a comfortable and convenient environment. The brand has also introduced new cleaning and hygiene measures to provide a safe and secure hospitality experience (Anuar et al, 2019).
Marketing strategies in practice 
Six Senses and Novotel use a range of marketing strategies to reach and engage with their target audiences. Here are some of the key strategies used by each brand:
Six Senses:
· Content Marketing: Six Senses has a strong content marketing strategy, focused on creating and sharing engaging and educational content across its social media channels and blog. The brand's content covers a range of topics related to wellness, sustainability, and travel, and aims to inspire and educate its audience.
· Influencer Marketing: Six Senses partners with influencers and ambassadors in the wellness and sustainability space to promote its brand and properties. These partnerships help to amplify Six Senses' message and reach new audiences who are interested in the brand's values and offerings (Alshehri et al, 2018).
· Personalization: Six Senses places a strong emphasis on personalization, offering tailored wellness programs and experiences to its guests. This personalized approach is also reflected in the brand's marketing, with targeted messaging and offers based on customer data and preferences.
Novotel:
· Loyalty Program: Novotel has a loyalty program called ALL (Accor Live Limitless) that rewards members for their loyalty with exclusive perks and benefits. This program helps to foster customer loyalty and encourages repeat business (Bieger et al, 2017).
· Social Media Marketing: Novotel uses social media to engage with its audience and promote its brand and properties. The brand's social media channels feature a mix of inspirational content, user-generated content, and promotional offers.
· Email Marketing: Novotel uses email marketing to communicate with its customers and promote its properties and services (Enz et al, 2016). The brand's email campaigns feature targeted messaging and offers based on customer data and preferences.

Considerations 
Six Senses and Novotel have made a range of considerations within their marketing strategies regarding sustainability and contemporary issues. Here are some examples:
· Sustainability:
Both Six Senses and Novotel have made sustainability a key focus of their marketing strategies, with a strong emphasis on promoting eco-friendly practices and highlighting their sustainability initiatives (Hsieh et al, 2020). Six Senses, in particular, is known for its commitment to sustainability and has been recognized for its efforts in areas such as waste reduction, energy efficiency, and sustainable food sourcing. The brand's marketing materials often highlight its sustainability initiatives, including its support for local communities and conservation efforts. Novotel, meanwhile, has implemented a range of sustainable practices across its properties, including the use of eco-friendly cleaning products, recycling programs, and energy-efficient lighting (Chun et al, 2017).
· Green Messaging:
In addition to promoting their sustainability initiatives, both Six Senses and Novotel have incorporated green messaging into their marketing materials to appeal to environmentally conscious consumers (Ertimur et al, 2018). This messaging may include information about the brand's commitment to sustainability, the eco-friendly practices implemented across its properties, and tips for guests on how to reduce their environmental impact during their stay (Jafri et al, 2018).
· Contemporary Issues:
Six Senses and Novotel have also made considerations within their marketing strategies regarding contemporary issues such as inflation and the Russia-Ukraine conflict. For example, in response to inflation, Novotel has offered promotional deals and packages to encourage bookings and increase occupancy rates. The brand has also emphasized its commitment to offering affordable luxury accommodations, highlighting the value that guests can expect to receive during their stay. In terms of the Russia-Ukraine conflict, both brands have focused on reassuring customers about the safety and security of their properties (Singh et al, 2021). 

Conclusion 
Six Senses and Novotel are two multinational hotel chains that have established strong positions in the hospitality industry through their unique brand identities and marketing strategies. Six Senses is known for its focus on sustainability and wellness, offering guests a holistic and environmentally conscious hospitality experience. Novotel, on the other hand, emphasizes affordable luxury and family-friendly accommodations, catering to a diverse range of travelers. Both brands have made considerations within their marketing strategies regarding contemporary issues such as sustainability, green messaging, inflation, and geopolitical conflicts. They have also adapted their marketing approaches to appeal to evolving customer preferences and behaviors, such as the growing interest in eco-friendly practices and the rise of digital platforms for booking and engagement. 
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