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In the following there will be seen a marketing plan for a hotel of the Six Senses Hotel chain. The chosen location is the Six Senses hotel in Rome. 
1. Business summary
Six Senses Rome is a hotel which is located within the 18th century Palazzo Salviati Cesi Mellini. Their mission is to offer an escape and a sensory-rich journey for international guests and locals.
2. SWOT Analysis
1. Strengths:
a. A strong global reputation both for the fact that this hotel is in Rome, Italy, but also the overall knowledge about the hotel.
b. Sustainable practices are well engraved in this hotel’s core.
2. Weaknesses:
a. Because it only offers luxury services, the targeted marked is limited to affluent customers.
3. Opportunities: 
a. High use of digitalization. This can lead to a personalized guest experience, better data analysis for loyalty programs and cost efficiencies.
4. Threats:
a. Because of the luxury services, economic uncertainty is bigger than for other hotels
b. Possibility to destroy an 18th century UNESCO protected structure.

3. Business initiatives 
As a business initiative for this hotel in Rome we can state that over the next 12 months there will be work done for bringing awareness to the people of Rome about us. This goal can be achieved with an increase of our website’s rank on Google and a continuous advertisement throughout our other locations. 
As metrics to measure this initiative, we can look the amounts of searches, bookings, or search for bookings especially for Rome locations. 

4. Customers analysis 
First let us create a profile of our visitors that we are aiming for:
· Age: 35+
· Provenience: abroad and locals
· Title: wealthy individuals
· Goals: has a need of relaxation and sensory stimulation
Six Senses addressing to a more affluent type of customers, striving to offer unique experiences based on personal preferences, cultural needs or relaxing methods of relaxation needed. Because of the exclusiveness, high prices, exotic places and out of this world experiences, Six Senses has a mindset to create a need for their customers to book a room in their locations. They are not just selling the experiences inside the hotel from the time you went to them, but also the “tag” that can be put on someone after benefitting from their services. 


5. Competitor Analysis
Within this market there are always competitor and there are expectations to compete against the hotels that are already established in the area, against the ones that offer smaller prices or against those who have a better bundle or promotions in seasons or all year around. 		Some examples are:
· Roma Luxus hotel: a 5-star hotel offering prices for the medium class individuals, also claims to offer Spa and unique experiences;
· The First Arte Roma: a 5-star hotel, their price range is mostly for the medium-upper class individuals, and as location is the historical centre;
· The First Musica: a 5-star hotel, with a price range going to upper class individuals and located in the historical centre;
· The Caesar Roma: a 4-star hotel, offering prices for medium-low class individuals, located in Monteverde.

6. Market Strategy
Product: Six Senses hotel in Rome translates its services as offering an escape and a sensory-rich journey for international guests and locals.
Prices: as examples for two adults, a 5-night trip and 6 days bookings will be compared the cheapest room and the most expensive one, both with breakfast
· Classic room, a quiet accommodation facing Rome's Via di San Marcello:
· Best flexible with breakfast: 8.155 EUR with a price per night of 1.631 EUR
· Salviati Suite, a spacious dual-aspect suite with a terrace:
· Best flexible with breakfast: 36.205 EUR with a price per night of 7.241 EUR
Promotions: because this hotel is in a high flow of people like Rome, they cherish the heritage and the culture. As examples for promotions used there can be: 
· Special packages and offers: since this hotel it's kind of newly opened they can take advantage of this offering special tours with a specialized person or offering bundles including specific foods.
· Public relations and media coverage: because the hotel is in a reconditioned area, which is the 18th century Palazzo Salviati Cesi Mellini, they can attract customers passionate about history or tourists.
· Social media: it is an important part of promotions, as well as physical posters or banners, because through this it can spread to a bigger audience.

7. Marketing channels
In the following there will be presented some of the marketing channels used for visibility worldwide:
· Official Site: one of the most important communication channels of an entity. Here is showcased the rooms, highlights the unique features and services and allows guests to make reservations and choose the desired pack.
· Online travel agencies: they have as partners travel agencies like booking.com, tripadvisor.com, kayak.com and others.
· Search Engine Marketing: the hotel utilises paid search ads on search engines like Google to appear prominently in search results when users search for relevant keywords like "luxury hotels in Rome" or “Rome hotels”
Further, as some side comments on the marketing plan we will talk about the possible issues and opportunities for this hotel, Six Senses Rome. 
From my perspective, a possible issue in the future, might be the UNESCO protected monument from 18th century. If there are no encapsulating methods for the monument to not be touched, deteriorated or in some way damaged by the customers, then this may lead to a reputation loss and boycott. Sure, the restauration and the privilege to see the structure inside a beautiful hotel which is built around it is appealing, but like that it could have been preserved in a museum. 
The new opportunity, is the location of this hotel, which is in the centre of Rome. Because it is in the heart of it, then the tourists or locals, even if they are not using the services like booking a room, they can still use the Spa, the restaurant and have a good time. Also, Rome is not only a seasonal place to visit and so it can generate all year-round profits for this location. 
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