

                                                Marketing Plan for Six Senses Hotels 

Introduction
In this marketing plan for Six Senses hotels, we will focus on key areas such as brand positioning, market segmentation, communication and pricing strategies. Through a thorough analysis using frameworks like SWOT analysis and the 4Ps of marketing, we will outline strategies and tactics to enhance the hotel's market position, attract the right target audience, effectively communicate and optimise pricing strategies for sustainable business growth. Additionally, we will use Ansoff's matrix to explore growth opportunities.The plan will also include initiatives to improve customer satisfaction, improve brand loyalty and differentiate Six Senses hotels in a highly competitive industry through the SOSTAC framework to provide developing strategies.
Situation Analysis 
Company: SWOT analysis (Micro analysis)
For the SIX SENSES hotels, the following is the SWOT analysis:
Strengths: Six Senses Hotels boasts strengths such as luxurious accommodations, eco-friendly practices, exceptional customer service, and a strong brand reputation.
Weaknesses: However, challenges lie in higher pricing compared to competitors. 
Opportunities: May include the rising demand for sustainable travel and expansion into new markets.
Threats: While threats encompass fierce competition and potential disruptions. 

Customers: Segmentation and Targeting/ Customer Profile 
Segmentation:
Segment A: Eco-conscious travelers
Segment B: Family Vacationers	
Segment C: Digital nomads
Target Market: It is important to note that the target market for Six Senses hotels may vary slightly depending on the specific location and property. The brand has a global presence and each hotel may tailor its offerings to the unique characteristics.
Positioning: For customers who want to experience sustainable and luxurious holidays, Six Senses is the brand that provides rooms and activities in places of incredible natural beauty.

Competitors: Perceptual positioning map, Bowman’s strategy clock
In compliance with the perceptual positioning map, the competition is between Holiday Inn, Four Seasons, Hyatt and Otentic. On the same scale as Six Senses, it is found Four Seasons for exceptional experiences. Holiday Inn, positions itself as a reliable and comfortable choice. It focuses on providing consistent service and affordable accommodation options. On the other side, Otentic focuses on providing authentic eco-lodges in unique locations.
The Bowman’s strategy clock prioritises Six Senses hotels and Four Seasons. 


Collaborators
Cooperating with other brands can help Six Senses reach a wider audience and can increase brand visibility and attract new customers. By also aligning with reputable and complementary brands, Six Senses can benefit of credibility from their partners.
Partnerships can be valuable in advancing Six Senses' sustainability goals and support local economies.
Collaboration with technology companies helps Six Senses stay at the forefront of industry trends.

Climate: PESTLE (Macro analysis)
Political Factors: Political instability or unpredictable policies can create uncertainty and affect business operations.
Economic Factors: During periods of economic growth leading to increased travel and tourism spending can benefit Six Senses Hotels. 
Social Factors: Six Senses Hotels need to stay attuned to evolving consumer preferences, such as a growing interest.
Technological Factors: Six Senses Hotels must adapt to the digital era including a user-friendly website and an active presence on social media platforms. 
Legal Factors: The hospitality industry is subject to health and safety regulations to ensure the well-being of guests. 
Environment Factors: Six Senses Hotels prioritise sustainable practices to minimise their environmental impact. 
MARKETING MIX: In conjunction with the PESTLE analysis, Six Senses Hotels' marketing mix offers luxurious accommodations to reach their desired audience. This marketing mix is crucial as it helps Six Senses create customer satisfaction and loyalty. It is essential in today's marketing landscape to create this value.
OBJECTIVES 
Specific: To provide a clear direction and focus for marketing efforts by aligning marketing strategies and measuring success to achieve desired outcomes.
Measurable: It allows quantifiable assessment of progress and success enabling evaluation of marketing efforts.
Achievable: They ensure that goals are realistic and attainable within the available resources and they help maintain motivation and focus.
Relevant: They align with the overall business goals and target audience. They ensure that marketing efforts are meaningful to customer satisfaction.
Time-bound: They create a timeframe for achieving goals and evaluation of marketing strategies within specified deadlines.
By adhering to the SMART map, Six Senses Hotels can set objectives that drive continuous improvement in guest satisfaction and brand loyalty enhancing its reputation as a leader in luxury sustainable hospitality.

STRATEGY
The hotel selected for this marketing plan is Six Senses. A new value proposition for a hotel signifies better meet customer needs and gain a competitive edge. To implement this change, the business may adopt a repositioning strategy focusing on the hotel needs to enhance or introduce new features and services that align with the updated value proposition. This could involve renovating rooms, improving amenities, or introducing innovative offerings such as personalized concierge services or unique dining experiences. 
On the other side, the pricing strategy may need adjustment to reflect the new value proposition. It could involve offering different pricing tiers, packages, or special promotions to attract target customers and communicate the enhanced value they will receive. Furthermore, the marketing communications strategy should be rehabilitated to effectively communicate the new value proposition. This may involve updating advertising messages, utilizing targeted digital marketing campaigns, and engaging in public relations activities to generate awareness and excitement around the hotel's unique offerings.

TACTICS
By employing new communications tactics, we can effectively address the SWOT analysis and customer segmentation of Six Senses hotels while optimising the RACE marketing mix. 
Firstly, to impact the strengths of Six Senses hotels we can enhance the reach stage by utilising digital marketing channels, such as social media platforms.
For instance, Six Senses hotels might have limited brand recognition in certain markets. To overcome this, we can collaborate with high-end travel agencies and luxury lifestyle brands as collaborators, leveraging their established customer base and reputation. Joint marketing campaigns and exclusive packages can help increase brand exposure and attract new customers.
When it comes to opportunities, Six Senses hotels can expand their reach by targeting emerging luxury travel markets and eco-conscious consumers. 
Threats and competitors should also be considered. By conducting thorough competitor analysis, we can identify areas of differentiation and focus on highlighting Six Senses' unique selling points. Promotional activities like limited-time offers, loyalty programs, and partnerships with local attractions can create incentives for customers to choose Six Senses over competitors.
Segmenting customers based on demographics, psychographics, and travel preferences allows us to personalize marketing efforts. Utilising data analytics and customer relationship management systems, we can design targeted campaigns for specific customer segments, maximizing the Act and Convert stages of the marketing mix.
To improve customer engagement, we can introduce interactive features on the hotel's website and mobile app, such as virtual tours, live chat support, and personalized recommendations. Additionally, investing in customer loyalty programs and offering exclusive benefits can strengthen customer relationships and drive repeat bookings.
By continuously monitoring and analysing key performance indicators, we can assess the effectiveness of our marketing strategies and make necessary adjustments. This iterative process allows us to stay agile and responsive to changing market dynamics.
In conclusion, Six Senses hotels offer exceptional luxury accommodations. Moreover, employ competitive pricing strategies that align with the value and exclusivity they offer. Regarding locations, strategic location choices are a key aspect of Six Senses hotels. Six Senses hotels utilise effective marketing and communication tactics to promote their brand and offerings.
ACTION 
Gannt Chart of marketing activities: Marketing channels schedule for Six Senses Hotels.

A Gannt Chart is a visual representation of project tasks and their corresponding timeline helping to schedule and manage activities efficiently in a graphical format.
 
March-May: Launch TV and campaigns showcasing the rejuvenating and nature-focused experiences at Six Senses Hotels (personal selling).
June-August: Develop summer-specific promotions or discounted spa treatments to attract travelers during peak vacation season. Engage with travel agents to promote summer vacation packages. 
September-November: Direct Marketing - Send targeted emails to potential guests, promoting autumn packages and activities like hiking and cultural excursions.
December-February: Public relations - Collaborate with lifestyle magazines and influencers to showcase the magical holiday experiences and culinary delights.

CONTROL
The success of the marketing plan will be considered tracking the number of new guest bookings and analyse the effectiveness of marketing campaigns in attracting and converting prospects. Positive attitudes towards the brand can be measured through surveys or customer feedback.
To increase profits, the brand can focus on metrics such as revenue growth and average revenue per guest for marketing initiatives.
New customers bring in additional revenue streams, contributing to the hotel's overall financial growth. 
Ultimately, by focusing on acquiring new customers, Six Senses Hotels can increase profitability by expanding their customer base cultivating positive attitudes towards the brand through exceptional guest experiences and can contribute to the long-term success.

CONCLUSION
In conclusion, Six Senses Hotels faces various challenges in its marketing plan. Rising competition and diverse customer segments pose significant obstacles. 
To overcome these, it is crucial for Six Senses Hotels to differentiate itself by offering unique experiences. A comprehensive digital marketing strategy should be adopted and market research will help identify and target specific customer segments effectively. Collaboration with eco-friendly influencers and organisations will strengthen brand messaging.
 Lastly, continuous staff training is vital to deliver exceptional guest experiences. By addressing these challenges and implementing the recommended strategies, Six Senses Hotels can achieve marketing success in the competitive hospitality industry.
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