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 INTRODUCTION
The tourist business is made up of the lodging, food, and beverage sectors, which together make up the hospitality industry (Westcott, 2012). Creating a workable marketing strategy for Six Senses Hotel and Spa is the aim of this work. In achieving this, SWOT Analysis, Ansoff Matrix, marketing analysis as well as PESTEL Analysis will be carried out on the hotel.
SITUATION ANALYSIS
SWOT Analysis: The goal of the SWOT analysis is to comprehend Six Senses Hotel and Spa's strengths, weaknesses, opportunities, and threats to better prepare the company's marketing strategy (Yaraddi, 2019). The location of the Six Senses Hotel and Spa is its greatest strength, while their limited resources and outdated website are their greatest weaknesses. The opportunity is that it is a destination with a growing tourist industry and more people are interested in experiencing this distinctive culture, while the biggest threat is the failure to maintain its staff for an extended period.
Customers Segmentation: Market segmentation, according to (Tjiptono 2014), is the act of dividing a diverse total market into groups or segments. Top businessmen, politicians, and religious leaders who choose a calm and tranquil setting for relaxation and meetings will be the target audience for the Six Senses Hotel. 
Competitors: There is a lot of competition in the area around the hotel; there are over 15 distinct hotels within an 8 km radius of Six Senses. Position 4 of the Bowman strategy clock (Differentiation) will be used to cope with the competitors. By distinguishing its goods and services, the business may provide its customers with something special, like in-room exercise gear. This differentiating feature will raise the value proposition of room rate (Think Insight, 2023).
Collaboration: Through virtual reality tours, Six Senses will work to provide customers with first-hand experience. This will make it possible for potential clients to see the facilities from a distance. The hotel will also engage closely with channel partners and suppliers (Kumar, 2014).
Pestle Analysis: Using the PESTEL analysis, a company may think about how the political, economic, social, technical, environmental, and legal variables may affect their operations (Yuksel, 2012). Financial crises, for example, had a huge impact on Six Senses and other hotels. Also, the demand for hotel goods and services, for instance, is influenced by the inflation rate, and Six Senses Hotel is no exception to this high inflation rate. Due to the rapid rate of technological disruption in the sector, technology also has a significant influence on the hotel industry. Six Senses Hotel is aware of waste management policies and how to follow them in terms of the environment and investment in green energy is also a viable competitive advantage. Lastly, the Hotel will evaluate the country's laws and what it must do to comply with them while it conducts its business.
Marketing Mix: There are seven keys to the marketing mix in the service sector; product, price, place, promotion, people, physical evidence, and process (Kotler, 2008).
Product and price: The accommodation, bar, and restaurant are services by Six Sense, and pricing is determined by the cost structure, and willingness of customers to pay. 
Place and People: 50B Victoria Island Nigeria is where Six Senses is located as Place is crucial for six senses to make service available and accessible easily (Kotler Philip 2013). The staff at Six Senses hotel and spa are regarded as key partners because they have a significant impact on how the hotel service is built to the image and satisfaction of customers (Ali et al., 2021). 
Promotion: Six Senses hotel and spa will use Internet facilities to reach potential customers and current customers worldwide.
Physical Evidence and Process: Buildings, hotel websites, and customer reviews on booking websites are examples of the physical evidence. This has a huge impact on how prospective consumers decide whether to stay with Six Senses. Finally, a process discusses the actions taken by Six Sense to promote products or services to potential clients. These actions include social media campaigns and word-of-mouth advertising.
 
OBJECTIVES
1. By the end of 2024, to raise six senses brand awareness among residents and visitors by 17%. 
2. To increase the customer base by 20% by bringing in new clients and keeping old ones happy with better services.
3. To boost room purchases by 30% through sales.
STRATEGY 
Market penetration is the most appropriate development strategy for Six senses hotel and Spa based on the various components of the Ansoff (1957) development Matrix. This is because there are already hotel services and a market for them. Therefore, market penetration is the best approach since it aims to boost sales without straying from the original product market plan at the expense of competitors (Kotler, 2010). Because the hotel is already aware of the qualities of its goods and services, as well as their benefits and drawbacks, the risk of market penetration is limited (Uko and Ayatse, 2014). 
TACTICS
The market penetration strategy was the one chosen in the previous section. The 7P's Marketing Mix will be used in this part to carry out this approach.
Product: A full-service hotel, Six senses offers a variety of goods and services. This includes four luxurious suites, 34 executive rooms, and 80 regular rooms. A cinema, a swimming pool, a café, and a hairdresser are among the other amenities. The hotel rooms, however, are its main offering. The hotel will work with online travel agents to develop special packages as hotel rooms are now the least popular service. 
Price: The hotel will implement pricing for seasonality and parity pricing, which entails establishing prices in accordance with the season, to better achieve its goal of growing its clientele and revenues (Alrawabdeh, 2022).
Physical evidence: Six Senses boasts a warm temperature that also offers a tranquil setting, making it the perfect holiday spot. Additionally, the hotel will work to update its outmoded website.
Promotion: Six senses hotel will use digital marketing with an emphasis on its three primary social media accounts Facebook, Instagram, and Twitter to increase brand recognition and enhance interactions with current and new customers (Leung, Bai, and Stahura, 2015).
Place: The location and distribution are frequently crucial to success. On Victoria Island, there is a hotel and spa called Six Sense. The location is flooded, which hinders the client's ability to get there via transit. So, as part of its corporate social responsibility, the company will build drainage in the region.
People: The Six Senses Hotel's strongest asset is its staff; hence the hotel continuously implements training programs to increase their effectiveness.
Process: According to Kukoyi and Iwuagwu (2015), the process of delivery of products and services is crucial in the hotel sector. To aid the marketing department's work, it should be tightly supervised. The hotel will update its website so that consumers may make reservations there as well as sign up on other sites.
ACTION
The action plan that will be used to carry out the goals specified for the Six Senses hotel is discussed in this section. Activities, deadlines, the people in charge, and expenditures will all be discussed. The gantt chart in the appendix contains the specifics.
CONTROL
The balanced scorecard functions as a measuring system, for strategic management, and communication (Niven, 2006). The Six Sense hotel will utilize it to gauge and assess its performance. To track online success, the hotel will also utilize a digital tool like Google Analytics.

CONCLUSION
This work was done to create a marketing strategy for the Six Senses hotel, which would act as a roadmap for the establishment to boost brand recognition and boost sales. The hotel has some advantages over rivals, including its location, but its website is out-of-date and potential guests can only make reservations through one platform. As the hotel plans to update its website and join other platforms, these should be fixed.
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