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[bookmark: _heading=h.t6cmjyn78dr2]Component A
[bookmark: _heading=h.3znysh7]Introduction 
This report is a marketing plan created for the Six Senses hotel brand to aware people of the brand. Six Senses is one of the leading hotel brands based in the UK that provides resort and spa facilities. According to sources, it is estimated that last year the organisation generated more than £ 49 million (Six Senses, 2023). The report has conducted a situation analysis with the help of SWOT and PESTLE analysis to analyse the internal and external environment of the Six senses and other C’s. The report has also conducted a 4Ps of the marketing mix for the marketing plan. After this, it has also developed an action panel and control measures.

[bookmark: _heading=h.2et92p0]Situation analysis 
Company

	Strength
· Market values.
· Global appearance. 
· Technology 
	Weakness 
· High prices
· Less number of employees  

	Opportunity 
· The organisation can use funds in providing better service. 
· The organisation also can attract a large number of customers and employees. 
· Organisations can implement AI technology. 
	Threat 
· High level of competitors. 
· People might not able to purchase the product and services of the organisation. 


Table No.1: SWOT analysis
(Source: Created by the Learner)
Customer: Six senses use psychograph segmentation, in this segmentation organisations look at lifestyle, interests, hobbies and so on. The targeted customer is mostly family men and employed above 20 and below 50. They travel to spend their leisure time and relax with their family. 
Competitors:
[image: ]
Figure No.1: Perceptual Positioning Map
(Source: Created by the learner)

From the above figure it can be assumed that there are different hotel companies in the UK and Six senses provide good service and reasonable prices as compared to others. 
Collaboration: Six senses are doing business with other businesses directly B2B, they communicate with them. The organisation is a partner with “the United States Coalition on Sustainability and Sustain Chain”, to take necessary steps to maintain sustainability (Reinhardt et al., 2020). “Luggage free”, is another partner that helps in supporting the luggage facility.  

Climate
Pestle analysis of Six Senses
	Political factors 
	The country has a free trade policy with more than 11 countries, which allows the six senses to do business in a different country (McCann and Ortega-Argilés,  2021).

	Economical factors
	The inflation rate is about 10% due to which people feel reluctant to invest. Sis senses face some problems as the price is quite high (Codagnone et al., 2020). 

	Social factor
	People are highly updated as they are using social media, Sisx sense cans use social media for marketing and communication (Lam et al., 2019). 

	Technological factor
	Internet Penetration rate is about 97%, six sense using AI technology to provide better quality services and products (Gavazza et al., 2019). 

	Legal factor
	Six senses follow the “Equality Act 2010”, every individual is given equal opportunity (Ojewunmi, 2020). 

	Environmental factor
	UK has “Environmental Act 2021”, Six senses uses the resources in an optimum manner (Monciardini et al., 2021). 


Table No.2: Pestle analysis of Six Senses 
(Source: Created by the learner)

[bookmark: _heading=h.tyjcwt]Objectives
The main objective of the marketing plan is to make people aware of sustainable activity in the organisation because people are conscious of their environment and about different destinations for people to visit.  

[bookmark: _heading=h.3dy6vkm]Strategy
The value proposition in marketing terms means a “Concise Statement” about the benefits provided by the organisation to the customer who is engaged with the organisation. Six Senses provide good service to the customer, there is a spa, restaurant and resort facility. The organisation is focused on a plastic-free strategy, which encourages the people in the organisation to do business with the organisation. The value proposition of the organisation needs to communicate with the customer directly because it will help in sharing information and attract them. The targeted customer is highly updated and is business-class people, they are aware of the technology. According to the source, it is estimated that the current social media user in the UK is about 57%. Six senses will use social media more to share information because it is most effective (Majó-Vázquez et al., 2021). The organisation also updates their information on their website, which also helps in resolving their queries. 

[bookmark: _heading=h.1t3h5sf]Tactics 
Product: London is the best destination for the hotel business because there are different tourist attractions. They are the British Museum, Hyde Park and other different destination that encourages people to travel (Seresinhe et al., 2019). 
Place: The company Six Sense is based on the UK. The customer can locate this area with the help of technology, such as Google Maps or directly visit the Six Senses website or contact them to reach the respective location. Apple watch is used by every individual and can be used to reach the location. Six senses will be having more physical stores that will guide the people to guide and book their hotel.  Most people in the UK are always visiting their website and are well-educated. 
Price: The Six Senses will be using the competitive pricing strategy because there are different organisations in the UK. this strategy will attract the customer to the organisation. As the inflation rate is growing the purchasing power of an individual is impacted. According to sources, it is estimated that the current inflation rate is about more than 13% (Rehman et al., 2020). There will be different price pointers an individual can select their desired service as per their purchasing power. There will also be a discount facility that will also attract the customer to the organisation. If the customer is visiting on a regular basis they will be getting complementary and earn rewards, this will help in customer retention of the customer. 
Promotion: It is another important factor because it helps in increasing brand awareness. When the people will get the required information then they get attracted to the organisation. Six senses can use the communication mix, which is a communication tool that is used by the organisation to share information with potential customers (Kim and Lee, 2020). There are different components to them are advertising, professional selling, public relation, sponsorship, sales promotion, direct marketing and online media. Six Senses will give priority to social media marketing because a large number of people are engaged with social media. Employees will deal with the customer directly and turn the visitor into a potential customer of the organisation.

[bookmark: _heading=h.4d34og8]Action 
Gannt Chart of marketing activities: Marketing channels schedule
[image: Table

Description automatically generated with medium confidence]Table No.3: Work Breadown Structure 
(Source: Created by the learner)
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Figure No.2: Gantt chart
(Source: Created by the learner)
Choosing the marketing calendar is important because it will provide guidance to do the respective job in a given time, such as google calendar, CoSchedule and so on. Content idea is a stage where the marketing department develops the content by researching the market. Prioritise the ideas, here the organisation will be doing important things at the beginning. Planning of content, here whole content will be developed. Lastly, they actually create the required content, here the marketing plan will implement the strategy in an effective manner.  

[bookmark: _heading=h.2s8eyo1]Control
The measure of the marketing plan is the number of customer engagements in the organisation.  If there will be more customer engagement in the organisation, then the organisation can measure the success of the marketing plan. Website traffic is another important measure because it will help the organisation to see the number of new people that visited the website of Six Senses and their positive attitudes towards the organisation (Olsen et al., 2020). The KPI is another important tool to measure the effectiveness of the marketing plan. The profit of the organisation after selling the product and services to the consumer. 

[bookmark: _heading=h.17dp8vu]Conclusion
[bookmark: _heading=h.26in1rg]The following report has provided good information regarding Six Senses, it is one of the leading hotel brands in the UK. The marketing plan has discussed various information that is required in the marketing plan. The report has conducted a SWOT and PESTLE analysis to analyse the internal and external environment of the Six senses. The report has also conducted a 4Ps of the marketing mix for the marketing plan. After this, it has also developed an action panel and control measures. Six senses should focus more on social media marketing because it is cost-effective as well as has the potential to reach a larger audience. 

[bookmark: _heading=h.6h9z4zspzy1n]Component-B Summary 
Introduction 
Report is a marketing plan created for the Six Senses hotel brand. It will analyse the situation, customer, competitor, collbaoration, climate, objcetives, strategy, tactics, action and control. 
Situation analysis
SWOT analysis 
[image: Table

Description automatically generated]Table no. SWOT analysis 
(Source: created by the learner)

Customer: The targeted customer is mostly family men and employed above 20 and below 50. 
Competitors: There is a large number of competitors, such as Hilton, Moxy and so on, 
Collaboration: Six Senses is doing business with other business. United States Coalition on Sustainability and Sustain Chain.   
Climate
	Political Factor
	UK has a free trade policy with more than 11 different countries. 

	The economic Factor 
	Inflation rate is about 10%.

	Social factor
	People are highly updated in the country. 

	Technological factor 
	The internet penetration rate is about 97%. 

	Legal factor
	“Equality act 2010” to maintain equality in the organisation. 

	Environmental factor
	Six senses use good sustainable activity. 


Table No.2: Pestle Analysis
(Source: Created by the learner)
Objectives
To inform people about sustainability practices 
Strategy 
Six senses are implementing sustainable strategies. 
Tactics 
Product, there are attractive locations in London where people can enjoy and relax. Place, Sex Senses will be having a website and application that will help in finding the location. Price, six senses will also be a competitive pricing strategy in the organisation. Promotion, Six Senses will use social media on a regular basis for promoting. 
Action 
Gannt Chart of marketing activities: Marketing channels schedule
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Figure no.1: Work Break Down Structure
(Source: Created by the learner)
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Figure no.2: Ghant Chart
(Source: Created by the learner)
Control
The website traffic and customer engagement will help in controlling every activity in the organisation.
 Conclusion
[bookmark: _heading=h.6hn23hkwaxan]The above report provided information regarding the marketing plan of Six Senses. The report has conducted a SWOT and PESTLE analysis to analyse the internal and external environment of the Six senses
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