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Introduction 
Marketing any kind of service can be challenging but at the same time interesting. 
The purpose nof nthis nreport nwas nto ncreate na nmarketing nplan nfor na nhotel ncalled n“Six nSense”. nThe nidea nof ncreating na nstrategic nmarketing nplan nwas nto nassist nthe ncompany nto nfind na npotential ntarget nmarket nand nchoosing nthe nright nmarketing ntools nto ndevelop nan naction nplan nand nbecome na nsuccessful nbusiness.
The nreport nprovides nan noverview nof nthe ninternal nand nexternal nenvironments nin nwhich nSix nSense nHotel noperates. nInternally, nit ndiscusses nan noverview nof nthe ncompany’s nprofile nand noutlines nthe ncompany’s nhistory, nmission, nvision, nand nvalues. nA nSWOT nanalysis nis nthen nconducted nto nprovide nand ngain ninsights ninto nthe nunique nposition nof the hotel for its strengths, weaknesses and opportunities, weaknesses and threats. 

Six Sense Hotel Background
The Six Sense is a nlarge n5* nstar nluxury nhotel nchain nthat nspecialises nin nremote, nexotic nlocations nall nover nthe nworld, npromoting na nculture nof nsustainability nand nrejuvenation. nIt noffers nluxury nhospitality nand ntourism nservices nin nThailand nand nother nmajor ncountries.
The norganization's nofferings nrange nfrom nCon nDao nin nVietnam nto nthe nworld-famous nFrench nski nresort nCourchevel. nSix nSenses nResidences nhave nsince nbecome navailable nfor npurchase nin nadditional nlocations nsuch nas nFiji, nSeychelles, nIbiza, nand nTurkey, nwith nmany nmore non nthe nway nin nAustria, nSwitzerland, nLondon, nBelize, nand nGrenada.

Situational nAnalysis
Target nMarketing n- nSix nSense nHotel ncan nattract nits ntarget ncustomers nby ntargeting nindividuals nand ngroups; nit ncan nserve nbest nand ncreate noptimal nsatisfaction. nBased non nthe nsegmentation, nSix nSense nHotel’s ntarget nmarkets nare nlocals, ntourists, nbusiness ngroups nand nleisure ngroups.
The nExternal nenvironment nfocuses non nthe ngeneral nenvironment nin nwhich nSix nSense nHotel noperates nand nhow nthe nexternal nenvironment naffects nthe noverall nperformance nof nthe nhotel nin nthe ncountry. N

In terms of the political environment, Crown Plaza Hotels has extensive 
opportunities for expansion in new geographical markets across New Zealand as
well as other countries. Partnership with the SAMHI group in India can be beneficial 
for the organisation (Chaturvedi, 2017). Through rebranding 2000 rooms to fill the
Holiday Inn Express format, the company can cater to the demands of customers
while also exploring a new market. In China, the opportunities for extending 
operations are also vast through the opening of 300 new hotels between 2018 and 
2023 (“IHG to open 300 more mainland China hotels within five years,” 
Michael nPorter nCompetitive nForces nModel nAnalysis
(a) The nthreat nof nentry nof nnew ncompetitors n- nThis nthreat nis nlow ndue nto nthe nlevels nof nthe nestablishment nof nthe nhotel nindustry nin nthe nUK. n
(b) Competitive nrivalry nintensity n- nThis nis nundeniably na nmajor nthreat nto nSix nSense nHotel nas nhigh nlevels nof ncompetition nlimit nits nprofitability ndue nto nits nsmall nmarket nsegment. n
(c) The nthreat nof nsubstitute nproducts n- nThe ncompetitiveness nof nSix nSense nHotel nis nfounded non nits nability nto nfuse nluxury nwith nquality nin nsuch na nway nthat nit nis nincomparable nin nthe nwhole nof nUK nhotels.
According nto nTripadvisor n(2021), nthe nbest nhotel nchoice nright nnow nis nthe nSix nSense nHotel, nwhich nhighlights nthe nstaff nwork, nthe nrelaxing nexperience nand nthe nexclusivity nfor ncouples. n
 n
Objectives
Objectives nshould nbe nspecific, nmeasurable, nachievable, nrealistic nand ncarried nout nwithin na nset ntimetable. nThey ncan nbe nset nas nstrategic nlong-term nobjectives nor nif nthe nobjectives nare nsmaller nand nset nto nbe nreached nwithin na nshort ntimeframe nthey nshould nstill nbe nintegrated nwith nthe nlong-run ncompany ngoals nand nstrategy. n n
Hotel’s ngoal nis nto nincrease noverall nsales. nThe nobjective nto nachieve nthe ngoal nis nto nhave na n20% nincrease nin naccommodation nand na n15% nincrease nin nfood nand nbeverage nsales. n nThe ngoals nthe nmanagers nset nshould nbe nrealistic nand nbased non nthe nearlier nanalysis nof nthe ncompany’s nstrengths nand nweaknesses. nGoals ncan nbe nrelated nto nsales ngrowth, nincreased nprofitability nand nmarket nleadership. N


Strategy n
One nof nthe nmost nimportant nparts nof nthe nplan nis nthe nvalue nproposition, nor notherwise nsaid, nanswer nto nthe nquestion n“Why nshould nour nguests npick nus nand nwhy nwe nare ntheir nbest nchoice?” nTherefore, nour nvalue nproposition nwould nbe nthe nfollowing: nSix nSense nHotel nis nthe nperfect nplace nfor nnewlyweds nthat nwant nto nshare ntheir nlove nwith none nof nthe nseven nnatural nwonders nof nthe nWorld nand nhelp nit nlast nforever. n
Our nservice nis nabout nproviding nnext-level naccommodation nand nentertainment, nmaking npeople nfeel nbetter nthan nat nhome, nexceeding ntheir nexpectations, nand ntransforming ntheir nstay nwith nus ninto ntheir nmost nunforgettable nlifetime nexperience. n

Tactics

Table n1 nSix nSense nHotel n– nMarketing nMix n(4P’s)

	




Product

	In nthe ncase nof nSix nSense nHotel, nwe nwould nbe nspeaking nof nservice. nThis nservice nconsists nof noffering naccommodation nto nhoneymoon ncouples nwith nexceptional npackages npersonalized nby nour nexperts. nMoreover, nthe nhotel nis ncommitted nto npreserving nthe nenvironment nand nto nsustainable ngrowth, na nfact nthat nwould nmake nclients neven nmore nsatisfied nbecause nthe nperceived nvalue nfor nmoney nwould nbe nhigher.
The nvenue nconsisting nof n100 necologically nbuilt nbungalows nwill nwelcome nits nclients nall nyear nlong nthanks nto nthe nfavourable ntemperatures. nThe nhotel’s naugmented nproduct nwill nconsist nof nan nassigned nteam nper ncouple nthat nwould nwork nto nachieve nthe nbest nexperience nfor nthe nclients. n

	


Place

	The nmain ndistribution nchannels nfor nthe nhotel nwill nbe nTravel nAgencies nand nSix nSense's nofficial nwebsite. nIt’s ntime-saving, nclients ncan nmake nthe nreservation nand npay nfrom nhome nwith na ncredit ncard nor nPayPal, nand nwhat’s neven nmore nimportant n– nthey ncan nread nother nclients’ nopinions nabout ntheir nstay nin nthe nhotel.
However, nto nattract nmore nreservations nto ncome nthrough nthe nofficial nwebsite nand ntherefore navoid nthe nhigh ncommissions, na nspecial nfocus nwill nbe nput non nthe nofficial nwebsite nchannel. n

	




Price

	The nprice nis ngoing nto nbe none nof nSix nSense's nmain ndifferentiations nfrom ncompetitors. nIt nis ngoing nto nbe nbased non nthe nvalue nperceived nby ncustomers, nbut noverall, nit nis ngoing nto nbe nfair. n
The nquality nof nthe nservice nprovided nwon’t nbe nany nlower nthan nthe none noffered nin nother nresorts nwhere nthe nprice nis nexcessively nexpensive. nHowever, nit nwould nbe nmore nexpensive nthan naccommodations nsuch nas ncompetition n(Holiday nHomes), nbecause nbesides nall nother nfacilities, nwe noffer nthe nexclusivity nof nadults nonly nand nwe ndonate na npart nof nthe nmoney nto nprograms nassociated nwith nfighting nclimate nchange nand npreserving nthe nenvironment. n

	
Promotion
	The nmain nadvertising nchannel nfor nSix nSense nHotel nwill nbe nthe nInternet. nThe nhotel nwill ndo nmainly nonline nadvertising ndisplay ncampaigns nin narticles nor nbloggers’ nwebsites nabout nhoneymoon ndestinations; nads nin nsocial nmedia nchannels nsuch nas nFacebook, nInstagram nand nTwitter; n



Action n
A nmarketing nschedule nis na ncalendar nof nkey nevents nand nactivities nthat nneed nto nbe ncompleted nover na nspecific nperiod. nIt's ngreat nfor nmapping nout nimportant ndates nand ndeadlines nso nthe nteam ncan neasily nsee nwhat nneeds nto nbe naccomplished nfor nthe nmonth, nquarter, nor neven nyear.
After nsetting nthe nmarketing nstrategies nthe naction nplans nare nlaid nout. nThe naction nplans nare nmore nspecific nand nthey nelaborate non nthe nmarketing nstrategies ngiving na nmore ndetailed nanswer nto nwhat nexactly nis ngoing nto nbe ndone, nwhen nand nby nwhom nand nhow nmuch nit nis ngoing nto ncost.


Control 
The nSix nSense nHotel nloyalty nprogram nsets nthe nstandard nfor nexperiential nloyalty nin nhospitality. n
The nfirst nthing nwe nshould nsay nabout nSix nSense nHotel nis nthat nit’s nan nextremely ncomplex nprogram. nSix nSense nHotel nhas na nwide nrange nof nhotel nproperties nin nits nportfolio, nspread nout nacross nvery ndifferent nprice npoints. nBefore nyou njoin nthe nprogram, nthe nfour nbenefits nyou nsee, nfront nand ncentre, nare nmember nrates nfor nhotel nstays, nmobile ncheck-in, nfree nnights, nand nfree nWiFi. nTourists/Clients, nfor nexample, ncan nspend ntheir npoints non nfree nnights nat na nhotel nor na nroom nupgrade. nOr, nif nthey ndon’t nfeel nlike nspending nthe nnight, nthey ncan nuse npoints nto nbuy na ngift ncard nand ngo nshopping, ntake nout nfor na nnice nmeal, nor nspend nit nall non nservices nand nsubscriptions nlike nUber nor nSpotify. n

Conclusion
 n
This nreport nillustrated nwhat nthe nstaff nand nowners nof nSix nSense nHotel nthought nabout nthe ncurrent nstage nof nthe nhotel’s nmarketing. nThe naim nwas nto nform na nnew nstrategic nmarketing nplan nfor nthe nhotel nemphasizing nhow nthe nhotel ncould nimprove nits nmarketing nand nwhat nmarketing nefforts nare nneeded. nThe naim nwas nnever nto nform na ntactical nmarketing nplan nwith na nstrict ntimeline nbut nrather nto ngive na nframework non nhow nthe nhotel nshould nproceed nwith nits nmarketing; nwhat naspects nof nthe ncurrent nmarketing nactions ncould nbe nimproved nand nwhat nkind nof nnew nmarketing nactions ncould nbe nadded.
Thus, nthere nis na nneed nto ncreate na nvisually nappealing, nactive nand nuser-friendly ninterface nto nattract npotential ncustomers. nThe nhotel nshould nalso ndevelop nan nactive nand ninteractive nsocial nmedia npresence nto nincrease nbrand nawareness. nThe nhotel nneeds nto nassign nan nemployee nto nhandle nall nonline nplatforms nsuch nas nsocial nmedia naccounts nand nonline nbookings.
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Introduction

» This presentation served to demonstrate the
marketing strategy for the "Six Sense" hotel.

» The purpose of developing a strategic marketing
plan was to help the company identify a potential
target market, select the best promotional
materials, create an action plan, and ultimately
succeed as a business.

» The Six Sense is a considerable chain of five-star
luxury hotels that specialises in offering
accommodations in far-flung, exotic locales
around the globe while fostering a culture of
sustainability and rejuvenation.
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                      This presentation served to demonstrate the marketing strategy for the "Six Sense" hotel .  The purpose of developing a strategic marketing plan was to help the company identify a potential target market, select the best promotional materials, create an action plan, and ultimately succeed as a business .  The Six Sense is a considerable chain of five - star luxury hotels that specialises in offering accommodations in far - flung, exotic locales around the globe while fostering a culture of sustainability and rejuvenation .  Introduction
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SWOT Analysis
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Reliable Wi-Fi services

24hr Security and large Parking lot
Serene atmosphere

Friendly Employees

Conference packages

Beautiful Architecture

OPPORTUNITIES
Expansion of the target market
Improved marketing opportunities

High unemployment

WEAKNESS
Poor road network leading to the hotel
Weak brand awareness
Weak online presence: Inconsistent
Insufficient employees

THREATS
Pressure from local competitors
The industry is highly dependent on the
economic conditions
Increasing costs of operations indirectly
affecting hotel rates
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PESTEL Analysis of Six Sense Hotel

Political Factors

Economic Factors

Social Factors

The economic crisis in Europe (the situation from Ukraine, economic crisis from UK) -
will result in people not travelling there, this will cause a negative effect on the Six
Sense Hotels and can cause the hotels to struggle with business.

The UK economy is to re-enter recession. This will cause the “double dip recession”.
The reason that are responsible for this are: inflation, unemployment Covernment
could cut taxes to boost economy, resulting in everyone paying less tax.

Six Sense Hotel expected to be full during social events. Pension has increased

resulting in Six Sense losing out on money by paying more to employees. Pension age
for men is 65, however, this will rise in the future, women will have the same pension

age as men.
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Technological Factors

Re-design their check-in service; Online or via smartphones; This will cut costs and will
be quick and effective. The Six Sense Hotel will have to “keep up” with the technology in
order to stay successful. They could accommodate the first “exclusive” 3D bedrooms

and conference rooms; Charge more for rooms with the new technology;

Environmental

Factors

Rising energy prices - predictions that the average household bill could rise to £500 by
2030. The hotel will have to spend more money on bills which will potentially reduce
their profit.

Legal Factors

Minimum wage increase, maternity/paternity pay increase and statutory sick pay
increase. The increase in pay to the Six Sense Hotel's employees will also mean that the
hotel is spending more money. The hotel will Have to rise the cost of their rooms and
other service to make up for the loss.
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Michael Porter Competitive Forces
Model Analysis

The potential entry of new rivals
Due to the UK hotel industry's high Ilevel of
establishment, this threat is minimal.
The level of rivalry in competition
In the UK, there is fierce competition in the hotel
sector.
Replacement product risk
Since it is difficult for non-hotel businesses to provide
the services provided in this industry, this threat is
very low.
Buyer bargaining power
Due to the large number of hotels in the UK, the buyers
in the hotel industry have significant bargaining
power.
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PLACE

» Travel agencies and the
official Six Sense website will
serve as the hotel's primary
distribution channels.

» It saves time, customers can
make reservations and pay
online using a credit card or
PayPal, and what's even more
significant is that they can
read reviews from previous
guests about their time spent
at the hotel.
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PRICE

One of Six Sense's main advantages over
rivals will be the price.lt will be based on
the perceived value by the customers, but
overall it will be fair.
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» The Internet will serve as
the primary medium for
advertising the Six Sense
Hotel.

» The hotel will primarily run
online display advertising
campaigns in blog posts or
on travel bloggers’ websites
about romantic getaways;
advertisements on social
media platforms like
Facebook, Instagram, and
Twitter;
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Conclusion

» This presentation outlined the opinions of the Six
Sense Hotel's staff and owners regarding the
hotel's marketing strategy at the time. The
objective was to create a new strategic marketing
plan for the hotel with an emphasis on how to
Improve marketing and what marketing
initiatives are required.

» In order to draw in potential customers, it is
necessary to design a user-friendly, interactive,
and visually appealing interface. To raise brand
awareness, the hotel should establish an active
and engaging social media presence. The hotel
must designate a staff member to manage all
online channels, including social media accounts
and online reservations.
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                      This presentation outlined the opinions of the Six Sense Hotel's staff and owners regarding the hotel's marketing strategy at the time . The objective was to create a new strategic marketing plan for the hotel with an emphasis on how to improve marketing and what marketing initiatives are required .  In order to draw in potential customers, it is necessary to design a user - friendly, interactive, and visually appealing interface . To raise brand awareness, the hotel should establish an active and engaging social media presence . The hotel must designate a staff member to manage all online channels, including social media accounts and online reservations .  Conclusion
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