


Introduction:
The premium hotel company Six Senses, known for its dedication to environmental sustainability and guest delight, commissioned the creation of this marketing strategy. This plan intends to help Six Senses take advantage of a current marketing opportunity or fix a current problem. The plan's goal is to help Six Senses' marketing team strengthen their brand's image and draw in new clients (Senses, 2023).
Key Frameworks/Models:
SOSTAC:
In order to assure a rigorous process from analysis to tactics to administration, this framework will be utilised to coordinate the marketing plan.
Situation Analysis:
Company (SWOT Analysis):
Strengths:
· Strong brand reputation as a supplier of luxury and wellness
· Global exposure and a varied property portfolio.
Weaknesses:
· Higher price than competing items available on the market.
· Regional presence is less than in other regions
Opportunities:
· A rise in the demand for healthy and environmentally friendly experiences
· Market entry into burgeoning new markets
Threats:
· Intense competition from comparable high-end hotel brands.
· Restrictions on tourism brought on by bureaucratic barriers and regional economic instability (Scribd, 2023).



Customers (Segmentation and Targeting):
Segmentation:
· Six Senses may categorise its customers according to their level of discretionary money, environmental awareness, and dedication to a healthy lifestyle.

Targeting:
· The primary target audience will consist of luxury travel lovers, eco-tourism, and wellness travellers.
Customer Profile:
· Individuals between the ages of 30 and 55 who have a strong sense of self-worth, community, and the environment make up the ideal customer profile (SSH, 2020).
Competitors (Perceptual Positioning Map, Bowman's Strategy Clock):
Perceptual Positioning Map:
· A perceptual positioning map is used by Six Senses to assess how its upscale, eco-friendly premium brand differs from the competitors.
Bowman's Strategy Clock:
· According to Bowman's Strategy Clock, Six Senses can set itself apart from rivals by cost-effectively charging a premium for its products (Lucidity, 2023).
Collaborators:
· Strategic alliances with eco-friendly vendors, nearby communities, and wellness experts enable Six Senses to increase its B2B interactions. 
Climate (PESTLE Analysis):
· Political: Travel, environmental, and safety regulations can affect Six Senses' activities so the regional government policy should be monitored.
· Economic: Consumer spending and currency rates might impact luxury travel demand. Six Senses should adjust its pricing.
· Social: Six Senses may capitalise on socially aware travellers' interest in sustainable travel and wellbeing.
· Technological: Six Senses may use technology to improve guest services, smart room features, and booking procedures. 
· Environmental: Six Senses promotes environmental awareness and eco-friendly projects (Frue, 2020).
Marketing Mix:
· Product: Six Senses should continue to offer immersive health getaways, digital detoxes, and sustainable culinary experiences that may differentiate the business.
· Price: The Six Senses pricing should be adjustable for different markets and consumer categories.
· Place: Six Senses should strategically grow into burgeoning luxury travel and eco-tourism areas including Southeast Asia, South America, and Africa. 
· Promotion: Six Senses should use influential health bloggers, social media initiatives, and eco-conscious company alliances which may boost brand awareness.
· People: Employee training should emphasise sustainability and wellbeing (Yasar, 2023).
Objectives:
The SMART objective of this marketing plan is to increase the overall brand awareness of Six Senses by 20% within the target market of affluent travellers seeking sustainable and transformative experiences by the end of the following fiscal year. This objective will be measured using brand recognition surveys, social media engagement metrics, website traffic, and an increase in direct bookings from the target market. This purpose is designed to provide demonstrable financial benefits for Six Senses, such as higher revenue and brand recognition within its target demographic. Specifically, the goal is to have the target audience recognise the Six Senses brand (HSMN, 2023).
Strategy:
Six Senses will put into practise a differentiation approach based on Ansoff's matrix's principles. The new value proposition of Six Senses aims to establish the business as the leading supplier of upscale, environmentally conscious travel experiences that are specially crafted for each visitor, immerse them in the local culture, and foster a greater sense of oneness with nature. 
Changes to the Marketing Mix:
Product: Six Senses will add customised health retreats, outdoor expeditions, and cultural immersions to our present offerings also digital detox programmes and eco-friendly eating events will be added.
Price: Premium charges will remain due to Six Senses' high quality and limited supply. 
Place: Six Senses will carefully grow into promising locations by partnering with local property developers and buying boutique hotels to expand its reach.
Promotion: Six Senses will do partnerships with health bloggers and sustainable travel advocates will boost brand awareness alongside social media campaigns and targeted digital advertising.
People, Process, and Physical Evidence: Employees will learn environmental regulations, health care alternatives, and tailored customer service through ongoing training (Yasar, 2023).
Tactics:
Tactics: To solve the scenario analysis's issues and improve the hotel's communications, a thorough RACE plan (Reach, Act, Convert, Engage) will be adopted.
The following tactics will be employed:
Reach:
· Social Media Optimization: The hotel will analyse its social media presence before enhancing it. Based on the analysis, a new social media approach will emphasise engaging content, high-quality photographs, and targeted hashtags and influencers.
· Influencer Marketing: Six Senses will collaborate with bloggers that write about sustainable travel, wellness, and high-end living to acquire awareness and their loyal audience.
· Content Marketing: The hotel's "Content Marketing" approach includes wellness counselling, sustainable travel guides, and cultural events.
Act:
· Website Optimization: The hotel's website will be updated to improve user experience with relevant content, an attractive appearance, and simplified navigation. Calls-to-action will encourage guests to book or explore packages.
· Personalization: Based on collected data and user choices, we will send prospective and existing visitors tailored email marketing campaigns with special offers, content suggestions, and news.
Convert:
· Booking Incentives: Six Senses will be offering special deals, discounts, and packages with extra perks to encourage direct bookings via the hotel's website.
· Online Reputation Management: Six Senses will monitor TripAdvisor and Google Reviews and reply promptly to reviews and ratings. Positive reviews will be emphasised, and bad ones will be handled as promptly and efficiently as possible.
Engage:
· Loyalty Program: The hotel will provide benefits, VIP events, and individualised attention to repeat customers through a loyalty programme.
· User-Generated Content: Six Senses will prioritise visitor testimonials and social media contributions. The hotel will share guest photos and experiences on social media.
· Six senses will also evaluate the hotel's communication, web presence, email marketing, and SimilarWeb rankings. It will improve posting scheduling, engagement, and cross-promotional possibilities. The analysis will lead to the following actions:
· The hotel will maintain a consistent and compelling social media content schedule.
· Target customers with an automated email marketing system.
· Responding to social media comments, messages, and reviews boosts engagement.
· Use user-generated content on your hotel's website and social media (Insight, 2022).
These tactics and concerns can help Six Senses enhance its communications, brand awareness, and customer happiness.

Control:
To measure the success of the marketing plan for Six Senses, the following metrics and key performance indicators (KPIs) will be used:
Brand Awareness:
· Increase in brand recognition through surveys and tracking studies.
· Social media engagement metrics such as reach, likes, comments, and shares.
Customer Acquisition:
· Number of new customers acquired through direct bookings.
· Conversion rate from website visitors to bookings.
Customer Satisfaction:
· Guest satisfaction surveys and ratings.
· Online reviews and ratings on platforms like TripAdvisor and Google Reviews.
Financial Performance:
· Increase in revenue from direct bookings and overall profitability.
· Comparison of financial results before and after the implementation of the marketing plan.
Repeat Bookings and Loyalty:
· Percentage of guests who return for future stays.
· Growth in loyalty program membership and engagement (Senses, 2023).
Conclusion:
The threats and opportunities identified by Six Senses' situational analysis are taken into consideration in the company's marketing plan. The Six Senses marketing strategy strives to boost brand awareness, draw in new clients, and reinforce client loyalty by using a differentiation approach, the hotel's unique sustainable offerings, and an improved marketing mix. Increasing engagement on social media sites and tailoring email marketing campaigns are among the recommendations. Six Senses can assess the effectiveness of its marketing initiatives, make data-driven modifications, and eventually accomplish its goals of raising brand recognition, customer happiness, and revenue by closely monitoring the aforementioned indicators and KPIs.


Appendices.
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SOTAC Source: (Antevenio, 2023)
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Gantt Chart. Source: (Similarweb, 2023)
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PESTEL Source: (Springworks, 2023)
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ANSOFF Matrix Source: (Hanlon, 2021)
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RACE Model Source: (Bubble, 2023)
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