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The company Six Senses was founded in 1995 and considers its mission to promote responsible practices at the highest level of hospitality.
Six Senses offers its services in Asia & the Pacific, Europe, and Middle East & Africa. In the company's range of services, in addition to overnight stays in hotels, resorts, or residences, there are also wellness &Spa services, various rituals, and opportunities for spiritual practice.
(Six Senses, 2023)
In this work, a brand analysis will be performed using six fundamental facets of marketing (SOSTAC) ( Chaffey and Smith, 2013, p. 4) as a basis.
SWOT (Micro analysis) (Fisher, Wisneski, Bakker, 2020) will be used to find the brand's strengths, weaknesses, opportunities, and threats.
The marketing plan will be based on the following key points.
Company’s strengths:
in 2019, Six Senses became part of IHG® (InterContinental Hotels Group), which is one of the world's leading hotel companies.
The article (PR Newswire, 2019) mentions awards that the Six Senses brand has received in various countries and categories, such as: "2018, 2017: Six Senses Hotels Resorts Spas – Travel & Leisure, US – World's Best Award, Top Hotel Brand" and "2018: Skift 2018 Innovators in Travel, Hospitality, and Aviation – Best Hotel Brand" and others.
Opportunities:
as part of IHG, Six Senses is slated to expand to 60 properties around the world within the next 10 years  (PR Newswire, 2019) and the company has the opportunity to use such benefits as communication networks, platforms, advertising opportunities, rewards programs intended for customers, etc.
According to an article (Steinberg, 2022)and studying reviews on Tripadviser.com (Tripadvisor, 2021 - 2022) can be named the following weaknesses and threats:
exotic and hard-to-reach locations dictate a large investment of money and the risk of whether it will pay off,
and the difficulty of finding suitably qualified staff willing to work in such exotic places,
a large range of specific services that are offered leads to the fact that the quality of these services falls.
When examining the brand using Bowman's strategy clock (www.mindtools.com, 2023), it can be concluded that the company's position is in the middle between Differentiation and Focused Differentiation. The company's product has a high perceived value, and the price is also relatively high. The company offers luxury services, the real value of which is difficult to determine (rituals, spiritual practices, sunset watching, etc.), but they are perceived as something expensive and exclusive (Focused Differentiation).
External analysis (Pestle)( Dinçer and Yüksel, 2019) .
Political conditions in the UK (Brexit, strikes) affect the hospitality industry in various ways, as 
example, problems with the workforce, and difficult delivery of necessary goods.

Due to what is happening in the world currently, the increasing inflation is affecting purchasing power and especially affecting the hospitality industry as it is not a necessity.

Six Senses has 3 hotels in Turkey, and it is unlikely that the earthquake and its consequences will not affect the tourism and hospitality industry.
Key points of current customer analysis:
Gender breakdown percentage of about equal, it can be concluded that the audience is largely made up of pairs (it may be concluded that offers are working well for couples).
The highest percentage of customers is 25-34 (35.53%) (aim to increase the next age group (35-44/ 20.79%).
The audience uses the most FB platform (48.40%) (important marketing channel).
Branded search is 70%, showing customers looking direct.
       78.01 % use Mobile Web (telephone app should work smoothly).
(similarweb.com, 2023)
According to Bowman's strategy clock (www.mindtools.com, 2023)
brands’ position could be in the middle between Differentiation and Focused Differentiation.
High perceived value and the price is also relatively high (Differentiation).
The real value is difficult to determine (rituals, spiritual practices, sunset watching, etc.), but they are perceived as something expensive and exclusive (Focused Differentiation).
Six Senses is in one of the leading positions in both global and country rankings, losing only to Four Seasons, which allows us to conclude that the existing strategy works well enough.
Six Senses marketing channels:
The fairly high organic search index(65.07%) indicates that the brand and related information can be easily found on the Internet.

70% is branded search, which shows that people are looking for information related to this company directly.

The rather high direct search index (22.64%) indicates that direct company homepages, FB pages, etc. are being searched for.
In general, it can be concluded that the performance in this area is good enough.
(similarweb.com, 2023)
SMART Objectives 
(Doran.1981)
Specific:
The aim is to introduce a new product: membership in a closed VIP club with a high membership fee that will only be accessible to club members.
Physically, the company's usual services will be offered, but in a closed environment. The offer will include an opportunity to feel special, exclusivity, and an opportunity to separate from common tourists.
Customers' interest in expensive and exclusive services, as well as the fact that customers are most interested in the services of the given brand directly  (branded search), indicate that this type of service could be successful.
Since Six Senses currently has 21 properties in 17 countries, the plan is to allocate one property in each country for the needs of this project.
Select the 10 best customers from each existing property's customer base and offer membership in the closed club, which would make up 210 VIP customers in an ideal version, but in the expected reality they could be 60% (126 VIPs).
In the future, the opportunity to become a member of the club will be possible only with recommendations.
The plan is based on the following factors:
customers with high solvency will be selected from the customer base,
well-to-do people want to differentiate themselves from others,
a certain category of people wants things that are not so easily available, for example, they are ready to join waiting lists for exclusive cars or gadgets.
Measurable/ Timely:
it is planned to create the first customer base within a year and get at least part of them (30% - 50%) to use the new service.
Long-term plan: within five years, to make the given product an indisputable high value in the market and in the estimation of society.
Attainable:
physically, the company's usual services will be offered (this section will not cause additional expenses), losses can only be caused by the fact that the given properties will be inaccessible to the wider public, at the same time, if the project will be successful, they will be recovered within the next few years, which will be ensured by the high membership fee in addition to the standard service charge.
Strategic emphasis will be placed on the company's strengths: 
the awards received by the company show high quality, which allows us to conclude that the products of the given company are quite high on the Perceptual map (Business Professor, 2021),
the benefits provided by the fact that Six Senses is part of IHG® (InterContinental Hotels Group) will be used.
Within the given project, in the first stage, the market segment will be formed by already existing customers, who will be selected from the existing database, age, gender, etc. are irrelevant in this context. The most important factor is how these customers have interacted with the company so far, and how valuable, and reliable customers they have been.
Within each property, research must be carried out, selecting from the customer database those customers who would be potentially interested/valuable for the new project.
If the project succeeds during the year, further club members will be added only after the recommendations of existing club members, reducing information distribution/advertising expenses.
Marketing mix (Marušić, 2019).
Tactics:
Key points of the new product:
exclusivity and uniqueness,
high price/high quality,
differentiation from products offered by competitors.
 To understand what the membership price should be, it will be needed to calculate the capacity of each property, considering the potential number of VIP customers, and customers who will use the given offer.
Place:
in each of the 17 countries, research should be carried out to determine which property would be the most suitable for the given project. The fastest and most convenient way of transporting customers to locations must be provided.
Marketing Communication
 Mix (Kotler. 2009, p.865).

Promotion:
The following of the six communication mix elements will be used in the context of the given product:
events and experiences (local entertaining informative events will be held for selected customers),
personal selling (work with potential customers in hotels, which will be done by the staff),
direct marketing (classic mail and an e-mail will be used).
Action:
since the offered product will be presented as exclusive, no channels available to the wider public (social networks, advertisements, etc.) will be used.
Communication will only be done personally with the potential customer.
If there will be an opportunity, then when the customer will be in of the company's properties.
Sending emails (to provide feedback).
By sending personalized letters by mail (to create the effect of importance).
RACE Planning Framework
(Sonica Rautela.2021).
ACT:
attracting existing customers to the new product using channels with feedback and direct (personal) communication.
Actions that require a response from the customer.

Convert /Engage :
work with the existing customer base to convince them of the new product.
Control:
how many of the potential customers were interested in/bought the new product?
based on data on the interest and users of the new product, calculate how profitable the project is,
in which regions/customer groups does the new product generate more interest?
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» How many of the potential customers were interested in/bought the new product?

» Based on data on the interest and users of the new product, calculate how profitable
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» In which regions/customer groups does the new product generate more interest?
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