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[bookmark: _Toc136869240]Introduction 
A marketing strategy may be defined as the process through which any company plans various types of tactics for expanding its commercial operations while earning a better income. The following marketing strategy will address the 5Cs of the business and quickly highlight a problem or marketing possibility for Six Senses. On the basis of the situational analysis, a smart objective will be done, accompanied by some tactics and strategies to address the problem with a bit of action and control.
SOSTAC
[image: ]
Figure 1: SOSTAC Framework
Source: (Chaffey, 2022)
A model for marketing known as the SOSTAC paradigm is used to organise various marketing initiatives by taking into account variables like the scenario, strategy, action, goals, and many more.


[bookmark: _Toc136869241]Situation Analysis
[bookmark: _Toc136869242]SWOT Analysis
The success of Six Senses, a well-known luxury resort as well as spa brand, is attributed to a number of factors, including its dedication to sustainability, focus on wellness activities, and superior customer service. However, it may be threatened by factors like escalating competition and unpredictable economic conditions. Opportunities of Six Senses include developing its worldwide footprint and taking advantage of the rising interest in wellness travel. Six Senses must build on its advantages while minimising risks and seizing chances if it is to continue to be a market leader (sixthsense513094188, 2023).
[bookmark: _Toc136869243]Customer’s profile
Rich people looking for exclusive and opulent vacation experiences make up Six Senses' clientele. Sustainability, well-being, and top-notch service are important to them. Their background frequently involves a high level of discretionary wealth and an affinity for enlightening and restorative holidays. Their objectives include unwinding, total well-being, and being immersed in nature. They are drawn to Six Senses by its eco-friendly policies, a wide variety of wellness amenities, and breathtaking settings. However, there may be difficulties due to fierce rivalry and the requirement for constant innovation to fulfil changing client expectations.
[bookmark: _Toc136869244]Bowman’s strategy clock
A paradigm called Bowman's Strategy Clock serves to evaluate strategic choices and competitive positioning. Eight potential tactics are suggested, ranging from low price/poor value to differentiation including hybrid methods. This approach may be used by Six Senses to assess its existing situation and pinpoint potential strategies. It may, for instance, concentrate on an approach to differentiation to set itself apart from rivals by strengthening distinctive wellness experiences including incorporating sustainability within its products (Echchakoui, 2018).
[bookmark: _Toc136869245]Franchising
One party, the franchisee, is given the authority to run a business utilising the franchisor's name, operating procedures, and support staff through the franchising business model. Franchises are a tool Six Senses may use to grow internationally. It may enter new areas more effectively by collaborating with regional franchisees and taking advantage of their expertise and resources. Six Senses may retain brand consistency through franchising while gaining from the knowledge and capital of local franchisees (Bretas and Alon, 2021).
[bookmark: _Toc136869246]PESTLE Analysis
Six Senses' PESTLE analysis identifies a number of important elements. Government restrictions on tourism, as well as environmental sustainability, are political factors. Consumer purchasing power and currency rates are economic variables. Trends towards sustainability and well-being are sociocultural influences. Modern developments in digital marketing as well as visitor experiences are examples of technological elements. Compliance with labour and environmental regulations is a legal consideration. Climate change along with natural catastrophes are two examples of environmental variables (FRUE, 2019).
[bookmark: _Toc136869247]Aim 
To understand the present marketing trends which are assisting Six Senses to increase their overall customer base.
[bookmark: _Toc136869248]Objectives 
1. To increase the overall consumer base of Six Senses by deploying new marketing trends by 8 months.
2. To increase the revenue margins of Six Senses by scaling their customer base by 6 months
3. To promote the overall brand image of Six Senses by implementing present social media marketing techniques for 7 months. 
[bookmark: _Toc136869249]Strategy
[bookmark: _Toc136869250]Proper Utilisation of Digital Marketing
Digital marketing can be described as the practice of promoting goods as well as services using online channels including platforms while also interacting with potential clients. Digital marketing has a significant potential to help Six Senses grow both its clientele and profit margins (Saura, 2021). In the beginning, Six Senses can use digital marketing to raise brand recognition. They may reach a larger audience and spark interest in their distinctive services by putting SEO (search engine optimisation) strategies into practice, producing interesting content, and making use of social media channels. The second benefit of digital marketing is targeted advertising. Six Senses may more precisely target people who have a chance to be engaged in their upscale wellness experiences by employing techniques including pay-per-click (PPC) form of advertising as well as social media marketing, which increases the likelihood that they will become clients. Thirdly, personalised communication and client involvement are made possible by digital marketing. Six Senses may develop connections with both new and current consumers by using promotional emails, social networking interactions, and personalised website experiences. By offering them pertinent information, deals, and incentives, Six Senses hopes to entice them to make reservations and return visits (intellipaat, 2023).
[bookmark: _Toc136869251]Tactics
Product - Six Senses may concentrate on creating outstanding, all-encompassing wellness experiences that fit consumer preferences. Tactics include broadening their selection of wellness programmes, providing exclusive spa services, and creating upscale packages that include lodging, meals, and entertainment (hospitalitynet, 2023).
Price - The uniqueness and calibre of Six Senses' offerings can be reflected in their cost, which can be set at a premium level. Offering tier-based price alternatives based on the kind of accommodation, the amenities, and the length of the stay might be a tactic. Additionally, employing dynamic pricing techniques during peak as well as off-peak seasons might aid in revenue optimisation.
Place - In order to provide magnificent natural surroundings and close accessibility to target audiences, Six Senses must carefully select its locations. The use of sophisticated booking tools, strategic alliances with upscale travel firms, and partnerships with airlines to provide bespoke trip packages are examples of tactics. The user experience may be improved by using a booking platform featuring a user-friendly interface (squareup, 2023).
Promotion - Six Senses might use an integrated marketing strategy to connect with its target market. To highlight the brand's sustainable practises, wellness products, and fascinating experiences, strategies include using digital marketing platforms including social media, search engine optimisation, and content marketing. Collaboration with wellness professionals and influencers may improve brand recognition.
[bookmark: _Toc136869252]Action 
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[bookmark: _Toc136869253]Analysis 
All the actions that were chosen for this marketing strategy are highlighted in the Gantt chart above. As a result, this strategy will need to be prepared over the course of 3 to 5 weeks, after which the study will start. The 7th week saw the start of further marketing, while the 13th week saw the collecting of feedback.
[bookmark: _Toc136869254]Control 
Organisations can use a technique called "Unique Selling Points," or USPs, to develop their products. These distinctive selling characteristics help a company distinguish out in any industry by preventing other businesses from stealing and mimicking the strategies. As a result, Six Senses may employ AI to benefit from automatic booking systems, wireless interactions, as well as feedback services (optimizely, 2023).


[bookmark: _Toc136869255]Conclusion 
The aforementioned marketing strategy has quickly highlighted the marketing tactics that Six Senses may use to grow its business operations by making the appropriate adjustments. In addition to Bowman's strategy clock and the client profile, a SWOT analysis had been done. Following a PESTLE study, a sample of business-to-business connections has been presented. Additionally, a clever goal has been set for the brand, and a plan has been carefully discussed with it. The marketing mix for the Six Senses has been supplied last, after the action and managerial aspects.


[bookmark: _Toc136869256]Presentation for Marketing Strategies
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Notes 
[bookmark: _Toc136869257]Introduction 
The following presentation will briefly cover the marketing mix of Six Senses followed by a proper SWOT analysis for highlighting the internal factors that have been affecting the business. Further, a customer profile will be conducted related to the business including the development of customer value engagement. Moreover, a PESTLE analysis will be shown along with the utilisation of digital marketing.  
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Notes 
[bookmark: _Toc136869258]Marketing Mix 
Product - The company can focus on forming a great and comforting experience based on their customer preferences. This might include exclusive spa services, making upscale packages and many more.
Price - Every service offered by them directly reflects in their overall costs that could be set for premium levels. Also, the hotel can offer tier-based alternatives depending on the accommodations and amenities.
Slide 5
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Notes 
Place - Six Senses has selected its locations for offering magnificent surroundings followed by close accessibility. This includes better booking tools, strategies and partnerships for making a friendly user experience.
Promotion - The company uses an integrated strategy for marketing within its target market. This reflects in their sustainable practices, fascinating experiences, wellness products and many more.
Slide 6
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Notes 
[bookmark: _Toc136869259]SWOT Analysis 
	Strengths 
	Weakness 

	Six Senses has a stronger brand reputation which has been developed due to sustained practices and exceptional services (Benzaghta et al., 2021).  
	The brand suffers from a limited presence in its market including with higher price points. 

	Opportunities 
	Threats 

	There lies some opportunity for the company as there is a growing demand for sustainable tourism followed by expansion into new markets (Teoli et al., 2019). 
	Competition levels are very high which has higher economic factors including changing consumer preferences.
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Notes 
[bookmark: _Toc136869260]Customer Profile 
The main clientele of the brand is the rich travellers who are looking for exclusive or opulent experiences as well-being with high-quality services is a main priority to them. Also, their background mainly involves discretionary wealth including with affinity towards restorative holiday times. Hence, they have been drawn to the company due to its wide range of wellness including breathtaking sessions. 
Slide 8
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Notes 
[bookmark: _Toc136869261]Developing Customer Value Engagement 
The company is required to make use of a suitable digital communication technique to build and secure better relationships with its overall customer base. This process can be easily done by using social media channels to target consumers by offering unique services (Lee et al., 2022).
Slide 9
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Notes 
[bookmark: _Toc136869262]The utilisation of digital marketing 
Six Senses could make use of SEO in their practice by utilising various social media channels for targeting specific sets of demographics. Further, targeted advertising could be achieved with the help of processes such as pay-per-click to bring potential customers from various locations. Lastly, the company can develop better connections through innovative deals, and arrangements using mail, content and many more with the help of digital marketing (Olson et al., 2021). 
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Notes 
[bookmark: _Toc136869263]Conclusion
The above presentation has shed light on the marketing programmes of Six Senses to bring new and potential travellers from a wide range of locations. Further, a situation analysis had been conducted with the help of a SWOT analysis and marketing mix for highlighting the internal factors as well as their services. Lastly, the benefits that digital marketing would bring to Six Senses. 
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