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[bookmark: _Toc137636383]Introduction
The purpose of this marketing plan is all about to strategise the marketing of the current hotel due to different reasons. The main hotel chosen for this report is Six Senses. This plan is made for the hotel in order to increase its customers. Therefore, the main themes of this report are related to situation analysis with action, control, strategy and objectives related to this marketing plan. However, it will aid in assessing situational analysis of Six Senses by using the 5Cs model. Further, this marketing plan is related to highlighting different customers with segmentation in relation to 
[bookmark: _Toc137636384]Situation Analysis: 5Cs
[bookmark: _Toc137636385]Company: SWOT analysis (Microanalysis) 
	Strengths 
· They have exceptional services for the customers. 
· It provides immersive and unique experiences.
	Weaknesses
· It has a limited global presence.
· Although, it has many high prices.

	Opportunities
· It can expand into markets.
· The hotel should move forward with the growing requirement for sustainable and wellness travel.
	Threats  
· There are many competitors in the world/
· Also, there is economic turndown in the world.





[bookmark: _Toc137636386]Customers: 
The customers of Six Senses is related to mainly millennials who love sustainability and wellness towards their stay. Hence, also it targets mainly couples for different occasions. Lastly, it targets families who love to travel and want exotic hotels at luxurious pricing (Six Sense, 2019).
[bookmark: _Toc137636387]Competitors
From Bowman's strategy clock, Six Senses utilises a differentiation strategy. Hence, the differentiation strategy mainly highlights adding high perceived value with also high prices.
The main competitors of the Six Senses, according to the perceptual map, are Holiday Inn, with low sustainability and high price, Four Season, which is high in price and low in sustainability and Aentic, which is high in sustainability and low in price. 
[bookmark: _Toc137636388]Collaborators
The hotel has collaborated with the US Coalition on Sustainability, marking the hotel as being more sustainable. They are working towards being plastic free in their property and their usage (Six Senses, 2023a). The different franchises include Six Senses Krabey Island, Six Senses Botanique, Six Senses Zil Pasyon, Six Senses Ibiza, Six Senses Yao Noi and Six Senses Fiji (Six Senses, 2023b ).
[bookmark: _Toc137636389]Climate: PESTLE (Macro analysis)
	Political
· Policies made by the government.
· Stability and government regulations also impact the growth of the hotel.
· Operations of the hospitality sector.
	Economic 
· Inflation in the country,
· The consumer spending 
· GDP, which affects the profitability and demand of the hotel (Vorobjovas-Pinta, and Pearce, 2023).

	Social 
· Demographics in the country. 
· Cultural trends 
· Changing preferences of consumers impact the industry.
	Technological 
· Online platforms of booking automation drive efficiency and innovation (Rodríguez-Antón and Alonso-Almeida, 2020).
· Technological advancements within the hospitality industry (Rodríguez-Antón and Alonso-Almeida, 2020).

	Legal 
· Compliance with safety and health rules and laws.
· Labour laws are fundamental to be implemented (Christodoulou and Cullinane, 2019). 
	Environmental 
· Eco-friendly initiatives to be made.
· Environmental factors like sustainability. 
· Sustainability practices, which help to shape the reputation and operations of the sector.



[bookmark: _Toc137636390]Marketing Mix
[bookmark: _Toc137636391]Product
The main product is the hotel, which mainly provides many different amenities. Hence, it is present in many different locations. 
[bookmark: _Toc137636392]Place
Six Senses has many franchises, such as Six Senses Krabey Island, Six Senses Botanique, Six Senses Zil Pasyon, Six Senses Ibiza, Six Senses Yao Noi and Six Senses Fiji (Six Senses, 2023b ).
[bookmark: _Toc137636393]Price
The main price of the hotel rooms is mainly dependent on the family members with also the amenities, type of room needed and for how many days. The price of the hotel starts from £1,043 for one day. It has family rooms, a courtyard view, Mountain View or a deluxe apartment (Six Senses).
[bookmark: _Toc137636394]Promotion 
The main promotion of the hotel will be done through social media marketing, influencer marketing, email marketing and digital marketing.
[bookmark: _Toc137636395]Objectives 
Specific: To attain a 20% increase in online bookings through the company website by integrating personalised email marketing.
Measurable: To measure the results of the marketing plan in 12 months. 
Achievable: To enhance brand awareness by 30% among luxury travellers through the targeted campaign in 6 months.
Relevant: To improve consumer loyalty by 80% by integrating a guest satisfaction program in 12 months.
Time-bound: to complete this plan within 12 months and be successful. 
[bookmark: _Toc137636396]Strategy 
The hotel's main new value proposition is to focus on market development, according to Ansoff Matrix. Hence, in order to define the value proposition, mainly it will focus on the business in expanding and entering into a new market. It will also focus mainly on new exotic locations as nowadays guests like the new locations (Lui et al., 2020). The changes in the marketing mix will require changes in places as expanding into new markets. With also enhance brand awareness and focus on online bookings with being technologically engaged with the audience. With that, if there are any bad reviews, it will be handled effectively. Hence, mainly discounts and sales will also focus upon as it only focuses on luxury travellers. The hotel will focus on using strategised marketing techniques and tactics with the help of proper planning and marketing posts (Almeida et al., 2023).  

[bookmark: _Toc137636398]RACE 
[bookmark: _Toc137636399]Research
Six Senses need to conduct market research and assess customer insights to assess the trends and preferences of the target audience. Hence, market research will be done in means of conducting interviews, questionnaires, call interviews, and reviews from the online platforms about the hotel. It will mainly see what the customers want from the hotel in terms of amenities and pricing (Parvez et al., 2018). Hence, with the help of research, the marketing plan will be easier to make, which will help in order to target specific needs and customers. 
[bookmark: _Toc137636400]Action
This process will help to integrate and develop an effective digital marketing campaign for attracting luxury travellers. Hence, the marketing plan will include all types of digital marketing tactics for the target market. Hence, the factors of e-marketing will be used in terms of engaging customers, retaining them and issuing brand awareness among them (Shuai and Wu, 2011). There is much marketing to be used. However, it will be discussed in the communication stage. 
[bookmark: _Toc137636401]Communication
This process or stage will help in order to engage with guests through the satisfaction program as well as on social media pages. Hence, with the help of social media, people will be targeted in terms of scheduled and posting it accordingly (Kumar and Reinartz, 2016). The changes in the marketing mix will require changes in places as expanding into new markets. The marketing tactic is similar to the one hotel has as it uses digital means of marketing. With the help of implementing the marketing plan, there will be an enhancement of revenue, profits, and customers (Zhang et al., 2020).  
[bookmark: _Toc137636402]Evaluation
Hence, there is a need to evaluate and measure communication effectiveness by utilising KPIs. Hence, metrics can also be helpful in terms of defining the communication mix. Hence, with the help of evaluation, the effectiveness and efficiency of the marketing plan will be measured with the help of certain performance indicators, KPIs and metrics. It includes website traffic, conversion rate, consumer ratings and reviews. 
[bookmark: _Toc137636403]Action 
[image: ]

[bookmark: _Toc137636404]Control 
The metrics and KPIs can be measured with the help of retaining old and new customers. It can be decided with the help of retaining old customers. Hence, new customers will also be focused in terms of generating revenues and profits. Therefore, there is a need for a positive attitude towards the brand by the customers in order to enhance brand awareness. There is also a need to be positive towards the customers by the hotel staff. With the help of online reviews, the control of the marketing plan can be measured. Mainly, website traffic, conversion rate, consumer ratings and reviews will be focused on (Srivastava and Maitra, 2016). 
[bookmark: _Toc137636405]Conclusion
The main challenge faced by the individual in terms of making the marketing plan that there was a lack of consistency. Also, there was a lack of beforehand posts ready to be posted, and also there was also a lack of planning if the thing could not go properly. 
The main recommendations are related to mainly focusing on the plan, and if there are changes needed to be made, prior plans are required in order for regular posting, and it is required to be consistent with plans and posting in order to be engaged with the customers. 
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Customers: Consumer Profile SimilarWeb
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Competitors: Perceptual Positioning Map, Bowmans Strategy Clock

O From Bowman's strategy clock, Six
Senses utilises a differentiation strategy.

O The business fries to differentiate itself
from its competitors by perceiving high

value
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Collaborators

O Six Senses have partnered with the US
Coalition on Sustainability

O Through SustainChain, the business is driving
unprecedented action towards UN SDGs (Six
Senses, 2023a)

O The hotel further franchises their brands
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Climate: PESTLE

Economic Inflation, consumer spending and GDP impact profitability and demand

Social Demographics, cultural trends and changing preferences of consumers impact the industry.

Technological Online platforms of booking automation drive efficiency and innovation, and technological
advancements.

Legal Compliance with safety and health regulations, licensing needs and labour laws is fundamental
(Rodriguez-Antén and Alonso-Almeida, 2020).

Environmental Eco-friendly inifiatives, environmental regulators and sustainability practices shape the
reputation and operations of the sector.
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Marketing

Price Premium pricing strategy

Place Hotels and Resorts are located all over the world.

Promotion Marketing and branding efforts outline sustainability initiatives, personalised services
through offline and online channels and unique experiences.
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O To attain a 20% increase in online bookings
through the company website by integrating
personalised email marketing

O To improve consumer loyalty by 80% by

integrating a guest satisfaction program in 12
onths.

enhance brand awareness by 30% among

luxury trayellers through the targeted campaign
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Strategy

Existing

&

Market
Penetration

Existing

O Six Senses should adopt a market development
strategy from Ansoff Matrix
O This would aid the business in expanding into a

Product
Development

‘new market
O The business would further be able to offer a

better guest experience.
Diversification
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Tactics

RACE

—

Research Six Senses need to conduct market research and assess customer insights to assess the
trends and preferences of the target audience.

Action Integrate and develop an effective digital marketing campaign for attracting hexury
travellers.

Communication Engage with guests through the satisfaction program as well as on social media pages.

Evaluation

Evaluate and measure communication effectiveness by uiilising KPIs.





image12.PNG
Action
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Control

0 In order to measure the success of objectives,
Six Senses would utilise website traffic,
conversion rate and consumer ratings and

reviews.

O The business wants fo aftain guest satisfaction
and improve its image, for which these KPIs

would be effective.
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Conclusion

O Six Senses is known for offering unique
experiences

O The business farther focuses on market
development to offer exceptional guest
services

O In order to improve its marketing, the business
is focusing on brand awareness and consumer
loyalty.
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Communications Plan

Company Name

Six Senses

Project Lead

TASK Metrics START END

Advertising 

Tv Reach November December

Radio Frequency NovemeberNovember

PPC Click-Through Rate November November

Personal selling

Direct to consumer Conversion Rate December February

Retail GMROI December March

Sales promotion

Direct Mail Response Rate  January  January 

Print Advertising Promo Codes  January  January 

Public relations

Press Release Potential reach February  February 

Business Events Event Check-ins March March

Press Conference Social engagement April  April 

Direct marketing

Web Marketing CPL May August 

Sun, 05/11/2023

November December January February

Project Start:



March April



November



July August



June May



September October
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Situational Analysis

5Cs
Company: SWOT Analysis

Opportunities Threats
~Expansion info markets ~Competition

-A growing requirement for sustainable and -Economic Downtum
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