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[bookmark: _Toc135400390]Introduction 
Travellers are increasingly looking for distinctive significant experiences that are consistent with their beliefs and environmental conscience in today's global world. A well-known hotel chain like Six Senses, which is recognised for its dedication to luxury and sustainability, has a great chance to profit from this trend. Six Senses can establish itself as the top resort for environmentally concerned tourists looking for both luxury and sustainability by advancing its environmental activities and adopting cutting-edge marketing techniques.


[bookmark: _Toc135400391]Situation Analysis
Discussing the 5C’s of Six Senses which includes:
1) Company (SWOT analysis)
Strengths: 
· Strong dedication to environmental and sustainability projects.
· A well-known reputation for elegance and excellent service.
· Global footprint with a broad range of assets (Galabova, 2019).
· High brand recognition and patronage.
Weaknesses:
· The price point is quite high when compared to certain rivals.
· In contrast to larger hotel chains, there are fewer properties.
· Possibility of exclusivity impression, which might put off certain buyers.
Opportunities:
· Growing consumer demand for environmentally conscious and sustainable lodging.
· Entry into novel markets and geographical areas.
· Partnerships with regional businesses and communities to improve brand reputation.
Threats:
· Fierce rivalry with other premium hotel brands.
· Economic turbulence and unpredictability have an impact on the travel sector.
· Potential hazards to one's reputation are brought on by environmental concerns.
2) Customers (Segmentation and Targeting)
Segmentation: 
· Exotic and eco-conscious experiences are sought by upscale travellers (de Fouw et al, 2016).
· People who are concerned about their health and value wellness and holistic living.
· Culture vultures seeking out real local experiences.
Targeting:

· Wealthy people and families that value luxury and sustainability.
· Wellness seekers looking for mindfulness and relaxation.
· Travellers want to explore local culture and life (Almeida, Ramires, and Marinho, 2023).
3) Competitors (Perceptual Positioning Map, Bowman's Strategy Clock)
Perceptual Positioning Map can assist Six Senses find distinctive positioning possibilities by mapping competitors based on luxury vs sustainable traits.
Bowman's Strategy Clock: Identifying Six Senses' edge in competition may be done by examining the pricing and perceived value-based tactics of rivals (Subotić, et al, 2021).
4) Collaborators
With the following organisations and local communities for cultural experiences and environmental activities, Six Senses may develop strategic partnerships.
· For cooperative marketing initiatives, tour operators and travel agents.
· Eco-friendly vendors provide green goods and services.
· Potential for franchising to enter new markets.
 5) Climate (PESTLE Analysis) 
Political: Government rules and regulations concerning environmental protection and sustainability.	
Economic: The travel and tourism industries are impacted by economic conditions and changes.
Socio-cultural: Increasing awareness and desire for environmentally friendly and sustainably produced travel experiences (Lima, 2019).
Technological: Enhancing client connection through digital marketing and technological advancements.
Legal: Adherence to regional and global laws governing environmental practices.
Environmental: Travel choices and the influence of climate change Stombelli, 2020).
Marketing Mix 
Product: Luxury lodgings with an emphasis on sustainability, wellness initiatives, and real local experiences are the product, according to the marketing mix.
Price: Expensive price in line with the high calibre, environmental initiatives, and distinctive goods.
Place: Expanding into developing markets from strategic sites in well-known tourist attractions.
Promotion: Promotional strategies include influencer partnerships, user-generated content, and digital marketing campaigns that target environmentally concerned travellers.
[bookmark: _Toc135400392]Objectives
SMART Objective: Through targeted marketing initiatives, clever alliances, and improved customer engagement programmes, Six Senses hopes to increase its market penetration by 15% among luxury conscientious travellers aged 30-55 who value ecological sustainability and genuine local experiences (Palomares, et al, 2021). This will be gauged by counting the number of reservations from the target market, increasing customer satisfaction scores in the areas of environmental responsibility and cultural immersion by 10%, and tracking the brand's position relative to its main rivals on the perceptual positioning map.
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According to Ansoff's matrix, Six Senses will employ a variety of methods, with an emphasis on market penetration and the creation of products, to take advantage of the possibilities and handle any problems.
Market Penetration:
Six Senses will put the following plans into action to boost its standing in the industry and draw in more ethical luxury travellers:
· Increase brand awareness with focused digital marketing efforts that highlight the hotel's eco-friendly programmes, wellness experiences, and real relationships with the community (Kusdinar, Cahyani, and Mardiana, 2019).
· Work together with well-known environmental activists and travel journalists to raise brand awareness and engage more people.
Product Development: 
The following adjustments regarding the marketing mix will be made to better distinguish Six Senses and satisfy the changing demands of aware travellers:
· Introduce cutting-edge sustainability elements into hotel operations including carbon neutrality, zero-waste projects (Dorsey,  Okun, and Bloem, 2020), and biodiversity preservation activities.
· Include more specialised well-being programmes in your menu, such as holistic retreats, wellness seminars, and one-on-one health consultations.
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Six Senses will use a thorough RACE (Reach, Act, Convert, Engage) architecture to create and deploy new strategies across multiple communication channels to solve the difficulties found in the situational analysis and improve the hotel's communications. The aim is to enhance the hotel's present digital performance, including email marketing, social media presence, and communications (Eschenbaum, 2020).
Reach
Influencer Partnerships: Identify and work together with well-known wellness professionals, travel bloggers, and environmental activists who share Six Senses' beliefs. To raise brand awareness and reach more people, form partnerships for sponsored material, social media acquisitions, and influencer-driven campaigns (Graf, 2022).
Targeted Digital Advertising: Utilise data-driven targeting to connect with the targeted consumer groups through channels including advertisement on search engines, social media advertising, and programmatic display advertising (Silva, 2018). Create effective advertising materials that showcase the hotel's environmental efforts, wellness programmes, and genuine local products.
Act
Engaging Website: Improve a hotel's website with easy-to-navigate pages, attractive graphics, and useful information. Use calls-to-action that are obvious and easy to understand, such as bookings buttons and magazine sign-up forms, to motivate website users to take activity and interact with the business further (Piuchan, and Prachansit, 2019).
Interactive material: Create interesting and interactive material, such as quizzes, 360-degree films, and virtual tours, to give visitors an immersive experience. Encourage guests to look into the hotel's many features, such as its health and environmental initiatives.
Convert
Email Marketing: Rework the hotel's digital advertising plan to provide individualised and focused messages to various client groups. Send pertinent material via email automation, such as special deals, updates on environmental projects and suggestions for nearby activities based on client interests (Capobianco, et al, 2021).
Booking Incentives: It is used to promote direct reservations and boost conversion rates, and provide special discounts and motivations, such as reduced prices, free spa services, or exclusive experiences. Promotional offerings emphasise the value promise of sustainability, good health, and genuine local experiences (Datta, 2017).
By putting these strategies into practice, Six Senses will be able to more effectively reach, act upon, convert, and connect with its intended consumer base through improved communications, improved social media presence, more engaging email advertising, and the use of digital platforms.
[bookmark: _Toc135400395]Action 

The durations and schedules for different marketing initiatives are shown on the Gantt chart. The plan begins with conducting market research and then moves on to creating an extensive marketing strategy. To better fit with the values of the business and enhance user experience, enhancing sustainability initiatives and website makeovers are given priority. The goal of influencer partnerships and digital advertising is to successfully reach the target demographic. Building relationships with customers is the main goal of marketing via email and social media activity. A sense of identity is fostered via community building, and progress is tracked through performance evaluation. A visual depiction of the timeframe is provided by this well-designed Gantt chart, allowing for effective preparation and implementation of marketing initiatives to achieve the intended results.
[bookmark: _Toc135400396]Control
Six Senses will monitor several key performance indicators (KPIs) and statistics, including the following, to assess the effectiveness of the communication approach and guarantee successful oversight over the marketing efforts:
New Customers: Keep track of the total amount of new customers who have been attracted as a consequence of marketing campaigns that are especially directed at the luxury section of the conscious traveller.
Revenue and Profitability: Measuring revenue development and profitability, especially direct bookings, daily mean rates (ADR), and entire financial performance, will allow you to gauge the effectiveness of the communications plan.


[bookmark: _Toc135400397]Conclusion 
In conclusion, Six Senses' marketing strategy strives to take advantage of the opportunities created by the rising demand for luxury travel that is sensitive to the environment. Six Senses may stand out in the market by boosting environmental activities, giving comprehensive experiences, and enabling genuine local relationships. The strategy suggests techniques centred on their grasp, act, convert, and engage, along with goals including product creation and market penetration. Utilising influencer partnerships, enhancing online and newsletter marketing, and encouraging participation with social media and efforts to build communities are a few of the key ideas. 
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SLIDE CONTENT 
· The presentation will discuss the tactics for engagement for Six Senses and after that will provide some recommendations to the hotel chain for improvement, growth and betterment. 
SPEAKER NOTES 
This presentation will lay out a thorough marketing strategy for Six Senses, a premium hotel chain dedicated to sustainability and giving distinctive experiences. You will have a thorough grasp of our marketing strategy and how it fits with the current marketplace conditions and customer preferences by the end of this presentation. 
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SLIDE CONTENT 
· Use social media sites like Facebook, Twitter, and Instagram to communicate with customers and build a lively online community (Cherapanukorn, and Focken, 2017 ).
· Post regularly interesting and eye-catching content that highlights the special experiences, environmental efforts, and wellness programmes that Six Senses has to offer.
· Ask questions, hold competitions, and share user-generated content using customised hashtags to get followers to engage.
SPEAKER NOTES
Establishing lasting relationships and increasing brand loyalty, it's essential to engage customers. To successfully engage the target audience, Six Senses will use a variety of strategies. The purpose is to build an emotional bond, deliver insightful material, and cultivate a devoted following of ethically aware luxury travellers. These initiatives not only improve the client experience but also boost brand loyalty, encourage good word-of-mouth, and encourage repeat business.
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SLIDE CONTENT 
· Expand into Emerging Markets
· Enhance Personalization and Customization (Formolli, et al, 2022)
· Strengthen Partnerships and Collaborations (Reina, et al, 2022)
· Focus on Employee Training and Development
SPEAKER NOTES 
Now discussing these recommendations in detail these are:
1) Establish new hotels in emerging nations where there is a rising demand for luxury-conscious tourism.
2) To learn about the tastes and insights of your customers, put money into technology and data analytics. Utilise this data to provide a personalised and tailored experience for each visitor by tailoring experiences and services. 
3) Create strategic alliances with regional non-profits, companies, and communities that reflect the ideals of Six Senses and its target market. 
4)Invest in thorough personnel training and development programmes to guarantee that they provide outstanding service in line with Six Senses' ideals. Increase consumer happiness and loyalty by giving staff the freedom to live out the brand's dedication to environmental responsibility, wellness, and genuine local experiences.
SLIDE 6
[image: ]
SLIDE CONTENT 
· In conclusion, Six Senses can accomplish development, profitability, and customer pleasure by utilising sustainable practises, customization, strategic partnerships, and technology, establishing its place as a leading luxury-conscious travel company.
SLIDE 7 
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Introduction

« The presentation will discuss the tactics for engagement for Six Senses and after
that will provide some recommendations to the hotel chain for improvement,
growth and betterment.
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Fig: Six Senses logo
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Tactics for engage

» Use social media sites like Facebook, Twitter, and Instagram to communicate with
customers and build a lively online community (Cherapanukorn, and Focken, 2017).

« Post regularly interesting and eye-catching content that highlights the special
experiences, environmental efforts, and wellness programmes that Six Senses has
to offer.

» Ask questions, hold competitions, and share user-generated content using
customised hashtags to get followers to engage.
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Conclusion

« In conclusion, Six Senses can accomplish development, profitability, and customer
pleasure by utilising sustainable practises, customization, strategic partnerships,
and technology, establishing its place as a leading luxury conscious travel
company.
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