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Six Senses aims to create a luxury wellness and sustainable experience for it’s guests and currently has twenty-two hotels & resorts located globally (Six Senses, 2019). One of it’s unique selling points being the curated experiences for it’s visitors to promote individual health and also the health of the planet. However, whilst some of our hotels are pet friendly, they do not offer tailor made experiences for owners to enjoy with their pets. This plan is to highlight to the board using frameworks such as SOSTAC, marketing mix and Bowmans strategy clock, ways to introduce this to our pet friendly hotels and create a brand new experience for our guests. 

The number of pets globally is on the rise especially following the covid lockdowns and just the three major global markets have a total of 251 million dogs and 245 million cats between them (HealthforAnimals, 2022). Pet owners spend a substantial amount on their pets annually with the pet care market reportedly worth over £170 billion (Martyn, 2023). A SWOT analysis (see appendix 1) shows we should access this lucrative market and draw in a large number of customers. A recent study shows pet owners tend to be happier than those without (Ionescu, 2022) and so incorporating a pet experience can further help support the Six Senses wellbeing philosophy. Analytical research (SimilarWeb, 2022) shows that the largest group of visitors are male and the largest age group is between 25-34 years old (appendix 2). This shows our current target market is also the largest group of pet owners (HealthforAnimals, 2022). Despite Six Senses having a relatively large social media presence on Instagram (www.instagram.com, n.d.) and on Facebook (www.facebook.com, n.d.), we may not be utilising these accounts enough to interact with consumers (appendix 2). Compared to other hotels, Six Senses is high priced but is also a high value to customers positioning it on focused differentiation using the Bowman’s strategy clock (appendix 3). Offering a luxury pet and owner experience will make it stand out further as and so whilst the price of the service may go up, the value to the customer should also go up accordingly. A PESTLE analysis (appendix 4) shows the different types of factors that can also affect the decision to add this new experience to it’s pet friendly hotels. Technology can help us in providing a more interactive experience during the visitors stay including activity trackers. A FitBark can monitor the activity, health and sleep of your cat or dog but can also be connected to a FitBit and synced to create a daily graph of goals for the pet an downer (Spencer, 2018). FitBark research shows dog and human activity go hand in hand (www.fitbark.com, n.d.). With their interest in pet health and ours in human health, we could look at partnering with the company to build the wellbeing experience. 

The aim of this plan is to introduce luxury wellbeing experience for a dog or cat and it’s owner in to our hotels. Currently these will be introduced to our pet friendly hotels however, if successful then potentially we could look at expanding to other hotels. The experience will be provided as an extra charge to customers but I am looking to increase customer visits by at least 5% in the first year. The way I will measure this is by looking at the number of bookings that have made for this experience once it has been introduced.

To support this growth I am using the product development and diversification strategies from Ansoff’s matrix ‌(Ansoff, I. 1957). As we are already providing other luxury experiences including individual and family experiences, this pet and owner experience will incorporate some of the experiences we already have so there shouldn’t be huge delays around  introducing these to our hotels. Also, all the experiences will be based at our pet friendly hotels so it is aimed at existing customers as well as new customers. Basing them at the pet friendly hotels currently also reduces any risk or delays with regards to introducing any legal issues with bringing pets to the hotels such as damage to property as these are already in place. 
  
The product being offered is a luxury wellbeing experience for pets and owners. Whilst this will be a new experience, customer reviews have always given high ratings to the hotel and it’s experiences including at one of our pet friendly hotels in Portugal (Tripadvisor, n.d.). So adding this experience to our current pet friendly hotels should hopefully increase customer satisfaction even further. The information for the experience will be available to customers on all booking channels such as our main website and booking.com. Customers can add the experience to their stay for an extra charge throughout their booking process. They will be able to add the experience during the booking, after booking is confirmed where they will be sent an email regarding the experience if they have booked at a pet friendly hotel or when checking in to the hotel. 

We will be reaching out to customers by highlighting the experience on all social media outlets including Facebook and Instagram and a video will be created specifically for our YouTube account. However, as the SimilarWeb research showed our click rate is low through YouTube, we can invest in paid advertising to direct more customers to our website via this avenue. If a partnership with FitBark has been agreed, the experience can also be incorporated in to their website as well be included in any promotional events they attend for their current products. For the first 3 months following the introduction of the experience, customers will be asked if they can fill out a survey to help us identify any issues and whether they are satisfied with the experience. Using the survey results, as well as online reviews, we will be able to determine how successful in terms of customer satisfaction.

I am proposing to start the marketing activity (appendix 5) from August as this will hopefully boost business for winter which is also when the experience will be available to be booked from. This also will give sufficient time for those that need to book in advance due to school holidays etc. to book in to the following year. Advertising on Youtube will help reach out to a large audience globally so this will be the first part of the plan and then offer promotional codes through flash sales on booking.com during Sept and Oct as a launch promotion. The rest of the year will see increase in activity in social media regarding the experience and offering free visits for influencers during the promotional period to review the experience on their platforms and help reach customers through other outlets such as blogs and TikTok ready. 

This plan should help us see if we have increased our total number of visitors to each pet friendly hotel by 5% and also see specifically if these correlate with the number of booking made for the new experience. The survey results and reviews will help us immediately identify how customers have found the experience and whether it is a welcoming addition to our hotels. We can also see how well the influencer reviews have helped in targeting our 25-34 year old markets and if they have helped increase customer growth in the other age demographics. A study shows that 87% of customers are highly likely to accept the recommendation of a micro-influencer (Liza, 2021) and if this proves true then we can continue to utilise this method to help further increase sales. 
As outlined above, I am hoping to introduce a new wellbeing experience for pets and their owners into our pet friendly hotels. Studies have shown that pets can help benefit our mental health in so many ways (Mental Health Foundation, 2022) and so combined with our hotels located in beautiful areas of the world, customers can have a truly unique and mindful experience. This is currently only being introduced as a dog and cat experience as these are the most common household pets (worldpopulationreview.com, n.d.). and if this experience is successful, we can look to introduce this into our other hotels.  
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Appendices
Appendix 1 – SWOT Analysis
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Appendix 3 – Bowman’s Strategy Clock
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Appendix 4 – PESTLE Analysis
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Appendix 6 – Marketing Mix
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