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Marketing Plan  

Introduction  

The marketing plan helps to guide the factors based on developing the overall nature of the 

strategic nature of the multinational hotel industry. This is helpful to guide the development of 

the formative nature of the companies and also demonstrates the formulation of pricing 

strategies as well as marketing values. In the discussion of the tactics, the RACE model helps 

to develop the overall factors in the situational analysis.  

Situation Analysis   

To analyse the situations of multinational hotel Six Senses, it is important to define the 5Cs of 

both of the companies from a comparative perspective.  

Company:  The efficacy Six Senses hotel of the UK is defined by the SWOT analysis. This 

helps to produce the factors which define the overall nature of both of the companies in a 

comparative mode.  

Strength: The strength of Six Senses depends on the vast expanding customer range and the 

global communication process. It also depends on the nature of the affordability and reach of 

customer satisfaction.  

Weakness: The weakness of Six Senses is more dependent on the resources of the EU which 

faced decay after the Brexit incident. However, it is not entirely dependent on the certain losses 

they have to face during and after the pandemic breakdown.  

Opportunities: The opportunity of Six Senses is depend on the gain more customers globally 

and managing more employee retention as well. The intensity is more focused on developing 

its opportunity in removing its carbon footprint and evolve as an environment-friendly hotel 

service sector.  

Threats: One of the big threats for Six Senses is dependent on the decreasing number of 

customers after Brexit. One could find the hotel facing threats related to management issues 

inside their custom services.  

Customers: The customers of Six Senses hotel is comparatively different from those of the 

others. As the Six Senses is more focused on the elite, adult customers belong to the business 

society. They developing the network with the big business sectors of the UK. While other 

hotels promote their brands as an affordable service sector for each group of people in society. 

Their discounting strategies help to gain the attention of younger customers more (Bowie et 

al., 2017).  
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Competitors: Bowman's strategy clock helps to navigate the factors related to the competitors 

of both of the companies. This model helps to navigate the concept of various companies that 

compete in the marketplace. The pricing strategies of Six Senses are higher than others. Six 

Senses maintain high price with high-quality services. 

 

Figure 4: Bowman's strategy clock 

(Source: Mindtools.com, 2023 ) 

 

Collaborators: Collaborators are the main networking channels. Six Senses is also 

collaborating with IHG to extend its operations. This is called a B2B Relationship where the 

transaction process of both companies is connected between. The service chain is connected 

through various multinational companies.   

Climate: This is the process of defining the micro-analysis of both of the companies and 

dictating the differentiations.  

Political factors: Hotel Six Senses maintain political preferences for developing their customer 

retention all over the world. The response is more connected with the monarchy of the UK 

which helps them after Brexit.  

Economic factors: Six senses faces economic loss after the Brexit incident because of 

economic crisis and recession.  

Socio-cultural factors: Six Senses concentrates on the more elite society of the UK and its 

services are also priced accordingly.  

Technological factors: Six Senses depend on technology for developing the security of their 

high-profile customers. It has also been using technology in the recent times.  

Legal factors: Six Senses gain legal affirmation from the governments of various countries. It 

is not at all dependent on monarchy.  
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Environmental factors: Six Senses is focusing on removing its carbon footprint along with 

maintaining to use the of sustainable products in their hotel services.  

Marketing Mix  

Factors Justifications  

Products  Six Senses promote their services mainly in high-society and business 

classes. Most of the economically stable families prefer Six Senses.  

Price  Six Senses provide luxurious services which are high-priced. They have also 

introduced affordable five-star services and gives discounting offers also.  

Place  Six Senses is developed a long inquiring process as a part of the booking 

process for security purposes.  

Promotion  Six Senses promotes through various business seminars, workshops or 

political meetings. It tends to create awareness among the customers.  

People  Six Senses developed their employees by adopting high-tech training skills 

The consistent efforts developed the performance of their people by giving 

a positive workplace environment.  

Process  Six Senses focuses more on the previous feedback of their customers while 

it is also focussing on the reviewing of the customer's personal experience.   

Physical 

Evidence  

Six Senses is more dependent on brand promotion.  

 

Objectives  

 

Objectives  Specific Measurable  Attainable Realistic  Time-

bound 

To increase 

sustainable 

Developing the 

uses of 

Decreased the 

carbon 

Developed a 

network with 

Helps to gain 

nature-

6 months  
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products in 

hotel 

services 

sustainable 

products is 

beneficial for 

environment 

detoxification.  

footprints and 

developed the 

environmenta

l balance.  

NGOs and 

social groups 

that 

manufacture 

eco-friendly 

products.  

friendly, 

sustainable 

products.  

To reduce 

customer 

complaints 

Helps to gain 

more customer 

attention and a 

positive image  

Helps to gain 

more 

customers 

and create 

new markets 

to explore.  

Introduce 

new skilful 

employees to 

reduce and 

resolve 

customer 

complaints.  

Manage to 

maintain a 

good image in 

the current 

market.  

3-4 months  

To explore 

new 

technology 

in hotels 

services  

Beneficial for 

emerging and 

developed 

more 

professional 

and skilful 

services.  

Give effective 

services free 

from the 

inconvenienc

e of customer 

dissatisfactio

n. 

Introducing 

new 

technologies 

in every hotel 

service and 

security 

purposes.   

This creates 

technological 

development 

and increases 

customer 

retention.  

2-3 months  

 

Strategy 

In Developing the marketing plan it is essential to introduce one model which defines the 

strategy of the business. Ansoff’s matrix helps to navigate the strategy of both companies.  

Market penetration: When a business enters an existing market with existing products it refers 

to the market penetration.  

Market development: When a business enters a new market with existing products it refers to 

market development. 

Product development: When a business enters an existing market with a new product it refers 

to product development.  
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Diversification: When a business enters a new market with new products it refers to 

diversification. 

Six Senses has used the diversification strategy as their marketing plan (Chaffey and Ellis, 

2019). 

 

Figure 5: Ansoff matrix 

(Source: Developed by the Learner)  

 

Tactics  

To define the tactics of both of the companies it is important to analyse the factors related to 

the marketing strategies and promote the overall circumstances. The RACE model helps to 

analyse the factors (Clow et al., 2013).  

Reach: This depends on refining the policies of the current market. Six Senses developed the 

marketing research globally.  

Act: This stage is defining the overall nature of the marketing strategies. Six Senses focuses on 

the current policies of the market values of hotel industries and act on them.  

Convert: Six Senses convert their strategies in a formative way.  

Engage: Six Senses is more dependent on the value system of the external market. 
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Figure 6: RACE marketing Strategy 

(Source: Pink lemonade. in, 2023) 

Action  

 

 

Figure 7: Gantt Chart  

(Source: Developed by the learner) 

The Gantt chart is providing the timeline of the marketing plan. This is helping to gain clarity 

in defining and ensuring the nature of the overall strategic formulation. Where setting targets 

sneed 7 days, developing marketing strategies in 7 days and prototypes in 7 days. The 

transformational changes in 7 days and the products finalising in 7 days (Housden, 2008).  
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Control  

New Customers: Six Senses has been developing and emerging towards new customers and 

focusing more on the global citizens. It is trying to maintain the balance to gain a new range of 

customers.  

The measure of profits: The profit of the brands depends on the clarity of the marketing 

policies and also pretended to gain the overall benefits from this.  

Attitude towards brands: Hotel Six is developing its partnership and franchises by promoting 

their brands globally which engages more customers.  

KPI: This helps to understand the factors based on the overall growth of both of the companies 

and defines the future circumstances and also engages the new international markets (Ghauri, 

2014).  
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7Ps of Marketing Mix 

Product: Six Senses have been dealing in a diverse range of products. It is an international hotel 

chain. The products include personal care, guest rooms, tissue boxes, bathrobes and slippers, 

toiletries and coffee kits.  

Price: The pricing strategies used by the hotel is differentiated pricing where separate prices 

are charged to distinct customers depending upon the quality of services.  

Place: The headquarters of Six Senses is in London whereas it has a global chain of operations 

covering the UK, Russia, the US and many more countries. The continental coasts are also 

connected. 

Promotion: This means the sales promotion techniques utilised by the hotel. It is stated that Six 

Senses has used the most popular method which is advertising. This is done through various 

media channels.  

Physical Evidence: This factor pertains to the focussed area and environmental analysis. Six 

Senses is engaged in providing a pleasant experience to its guests while their stay and strives 

to maintain the same.  

People: The people include staff members and guests. It also includes the people staying after 

the working hours of the hotel.  

Process: The process depicts the procedure to render services and generate efficient dishes for 

the customers by Six Senses.  

Ansoff Matrix 

Market Penetration: The process of functioning in the present market with an existing product 

is called market penetration (Huang and Rust, 2021, p.30).  

Market development: The stated term is defined as the operation of a company in a new market 

but with an existing product.  

Product Development: From the term product development, it is described that there are 

companies which continue to operate in the market but with a new product.  

Diversification: This is a procedure of complete change where a company enters into a new 

market condition with a newly launched product or service.  

The stated factor is a resemblance of Six Senses Hotel falling in the diversification stage where 

it has an opportunity of enhancing its earnings.   
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Conclusion 

The marketing plan of Six Senses depends on the theoretical aspects of the strategic 

formulation. This helps to bring clarity to understanding the situations of the hotels. This helps 

to modify the future strategic target-setting method. All over marketing plan is developed and 

modified overall formulation. The marketing method is carried out through a marketing mix 

procedure. 

 

  



12 
 

References  

Websites 

Linkedin.com, 2023 Available at: https://www.linkedin.com/pulse/what-hotel-marketing-mix-

seven-ps-orimolade-shina (Accessed on 8th May 2023) 

Mindtools.com, 2023 Available at: https://www.mindtools.com/a2rq300/bowmans-strategy-

clock (Accessed on 8th May 2023) 

Pink lemonade.in, 2023 Available at:  

https://www.pinklemonade.in/marketingmaximus/digital-marketing-strategy-race-it-to-ace-it 

(Accessed on 8th May 2023) 

Sixsenses.com, 2023 Available at: https://www.sixsenses.com (Accessed on 8th 

May 2023)  

Journals/ Bibliography 

Bowie, D. Buttle, F. Brookes, M &amp; Mariussen, A (2017), Hospitality Marketing. 3rd ed, 

Chaffey, D and Ellis-Chadwick, F. (2019) Digital Marketing.  7th ed, Pearsons, London 

Clow, K &amp; Baack, D (2013), Integrated Advertising, Promotion and Marketing 

Communications. 6thed, Pearson, London 

Ghauri, P N (2014)International Marketing, 4th Ed, McGraw Hill, London 

Housden M (2008), Marketing Research &amp; Information, Butterworth Heinemann,  

Oxford. 

Jobber, D. and Ellis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London 

Kotler, P., Armstrong, G., Harris, L. and He, H., 2020. Principles of marketing. 8th European 

ed, London: Pearson Education Limited. 

Kotler,P and Kartajaya,H. Marketing 4.0 Moving from Traditional to Digital (2017) 

Wiley.New York. Routledge, London 

Ryan, D. (2012)Understanding Digital Marketing: Marketing Strategies for Engaging The 

DigitalGeneration. Kogan Page, London. 

Smith PR &amp; Zook ZE (2020) Marketing Communications. 7th ed, Kogan Page, London. 

De Pelsmacker, P., Van Tilburg, S. and Holthof, C., 2018. Digital marketing strategies, online 

reviews and hotel performance. International Journal of Hospitality Management, 72, pp.47-

55.  https://doi.org/10.1016/j.ijhm.2018.01.003 

https://www.linkedin.com/pulse/what-hotel-marketing-mix-seven-ps-orimolade-shina
https://www.linkedin.com/pulse/what-hotel-marketing-mix-seven-ps-orimolade-shina
https://www.linkedin.com/pulse/what-hotel-marketing-mix-seven-ps-orimolade-shina
https://www.mindtools.com/a2rq300/bowmans-strategy-clock
https://www.mindtools.com/a2rq300/bowmans-strategy-clock
https://www.mindtools.com/a2rq300/bowmans-strategy-clock
https://www.pinklemonade.in/marketingmaximus/digital-marketing-strategy-race-it-to-ace-it
https://www.sixsenses.com/
https://www.sixsenses.com/
https://doi.org/10.1016/j.ijhm.2018.01.003


13 
 

Huang, M.H. and Rust, R.T., 2021. A strategic framework for artificial intelligence in 

marketing. Journal of the Academy of Marketing Science, 49, pp.30-50. 

https://doi.org/10.1007/s11747-020-00749-9 

 

https://doi.org/10.1007/s11747-020-00749-9


14 
 

Appendices 

Appendix 1 

 

Figure 1: Six Sense (Official Logo) 

(Source: Sixsenses.com, 2023) 
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Appendix 3: 

 

Figure 3: Positioning map  

(Source:  Developed by the Learner)  

 

 

Appendix 4:  Powerpoint screenshot 
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