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1. Introduction
The purpose of this marketing plan is to explore the marketing opportunities of Six Senses Hotel Resorts and Spas, to set up goals and strategies to achieve them, and to present this plan to the stakeholders of the company. The essay aims at analyzing the current status of Six Senses, proposes strategies to further develop its business, provide the necessary frameworks, as well as the marketing and communication tools to reach the newly set targets. During the research, several marketing tools will be used in order to identify the appropriate strategies that fit the company goals including SOSTAC framework, Ansoff matrix and 7 P’s. 

2. Situation Analysis
Company-Summary of SWOT analysis: Six Senses Hotels Resorts and Spas are globally recognized for their sustainability and wellness. The hotel’s main strategy is to be socially oriented, not only to meet the needs and expectations of consumers, but also to contribute to the benefit of society. By focusing not only on corporate interests, but also on guest needs, social benefits and corporate social responsibility, Six Senses differentiates itself from its competitors and easily stands out. Six Senses is a successful hotel chain offering high quality services to a certain segment of customers; however, a major weakness could still be identified during our research. For the moment, Six Senses is present in approximately 20 countries, mainly in East-Asia, which leaves a huge market utilized, and leads us to the opportunities, which is to expand its market west of Asia, as well. As per threats, one of the major risks is considered to be the rise of new competitors, offering similar products and services, or previously non-competing hotels starting to differentiate towards the same customer segment as (Six Senses, 2023). 
Customers: Based on its services and products offered, Six Senses serves a narrow segment of affluent customers who are environmentally and socially conscious. Based on studying the SimilarWeb search results (see Figure 2.) we can identify that the majority of customers are searching for Six Senses from the United States and Western European countries. Asian customers are primarily from China. Furthermore, we can also see from figure 3.that more than 65% of searches are organic searches, out of which, 70% are branded searches, meaning potential customers search directly for Six Senses and for its services (SimilarWeb, 2023).
Competitors: Regarding major competitors refer to Figure 4.for a SimilarWeb comparison, as well as figures 5.and 6.for a perceptual positioning map and Bowman’s strategy clock for comparison. 
Collaborators: Six Senses has several companies to cooperate with, such as Luggage Free, which allows guests to ship their special size luggage, such as sports equipment ahead hassle-free (Six Senses, 2021). The Plastic Free 2022 strategy of Six Senses involves collaborating with various organizations, such as The United States Coalition on Sustainability and SustainChain (Six Senses, 2021). 
Summary of PESTLE analysis: Concerning political factors, high risks of social unrest is detected in case of France, as well as threat of military action in case of the Israel branch of Six Senses. The Chinese market offers relatively stable economic circumstances against slowing growth rate, while in Europe high inflation rates imply considerable risks. The corporate values of Six Senses are in line with the values and preferences of its intended customers and target market. Customers are more likely to choose the products of a service provider with whose corporate values they can identify themselves. Six Senses is a forerunner in technological developments. The company in Vietnam has the very first in-resort solar farm, providing its energy supply itself. 
Marketing Mix: Refer to Table 3 in the Appendix. 

3. Objectives
The aim of this marketing plan is to set up a strategy for creating brand awareness in European and US American markets, taking data sources from April 2023 from SimilarWeb as base, within a 6-month initial timeframe. By doing so, a 10% increase is expected in the realized bookings from these regions in order to provide the base for extending services to these markets in the future (SimilarWeb, 2023).

4. Strategy 
In terms of marketing strategy, with the help of the Ansoff’s matrix we can conclude that the best strategy to apply is market development. Since Six Senses has already established a such product line and services that stand out among its competitors, and there is a high demand from Western European and U.S. American markets, expansion towards these markets will be the main long-term objective of the company. Regarding changes in the marketing mix, there should be more active presence on social media platforms with increased amount of visual content. 

5. Tactics
After examining the available data from the previously conducted analyses, we can conclude that Six Senses is performing well regarding its website visits, a significant amount of its visits is originated from organic searches, however social media platforms could be improved as they are still attracting a relatively low number of searches (3.4%). To increase brand awareness, the RACE framework will be used to determine the different steps the process. 
Reach: As the space for improvement have been previously identified, increasing social media traffic can be achieved by producing educational videos about sustainability, and providing live stream videos about events or certain activities, such as harvesting self grown vegetables or fruits for meals, creating customer engagement. 
Act: One of the best endorsements is a positive review from previous guests, which is a powerful asset in calling for action for site visitors. In addition, Six Senses should provide incentives for visitors to book right away. The hotel already has an Early bird discount program, that should also be emphasized not only on the website but also on its social media. 
Convert: This stage involves the conversion of site visits into actual sales. It can be boosted by attractive sales promotion and retargeting also, including the generation of fear from missing out a great opportunity. These tools can again be supported by strong visual aids. 
Engage: This refers to the long-term engagement of customers and building lasting relationship with them. Engagement can be enhanced by loyalty programs for returning guest and can also be measured and tracked by the number of shared contents on social media, either by re-sharing Six Senses content or own content tagging the company.

6. Action
Based on research conducted previously, we identified that social media platforms are the ones in need of development regarding marketing channels. During the early months of Spring, communications can concentrate on sales promotion strategies, such as advertising early bird discounts. During high season, Six Senses should engage in intense social media content production, videos of everyday life and even involving current guests testimonials. Low season strategy should be about maintenance of interests, reminding of previous guests about loyalty programs by email, and hosting events (public relations channel) (Figure 6).

7. Control
In order to keep track of development tendencies, regarding website performance, number of visits, average time spent, and bounce rate will be analyzed during this period. Regarding social media, the most important KPI is Engagement rate, examining number and type of reactions, shares and comments, as well. 
8. Conclusion
In summary, we have conducted research based on the SOSTAC framework, during which certain challenges opportunities had been identified. A marketing strategy has been set up to fit the strategy of market development towards western countries and to meet the needs of target customers. Accordingly, the focus of attention will be on the development of Six Sense’s social media platforms, strategically planned based on Ansoff’s matrix and Gantt’s chart. There is a significant opportunity for the hotel chain to enter western markets, but in order to do so, adjustments are necessary in its communication and advertisements tools. To keep track of the development and effectiveness of the chosen strategy KPI’s regarding website performance and engagement rate of the social media platforms will be analyzed. 
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Appendix 
Table 1: Six Senses SWOT analysis (Own edit, 2023)
	Strength
	Sustainability 
High level of social responsibility 
“Creating needs, not meeting them”

	Weaknesses
	Limited presence on a global scale

	Opportunities
	Extension of services to new markets 
Answering to western openness to oriental relaxation

	Threats
	Risk of emerging competitors
Non-competitors turning into potential threat by starting to offer similar products and services



Figure 1: Traffic share by country (SimilarWeb, 2023)
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Figure 2: Marketing channels of Six Senses (SimilarWeb, 2023)
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Figure 3: Comparison of total visits for Six Senses, Four Seansos and Mandarin Oriental (SimilarWeb, 2023)
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Figure 4: Perceptual Positioning Map of Six Senses, Four Seasons and Mandarin Oriental (Own edit, 2023)
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Figure 5: Bowman’s Strategy Clock for Six Senses, Four Seasons and Mandarin Oriental (Own edit, 2023)
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Table 2: Six Senses PESTLE analysis (Own edit, 2023)
	Political Factors
	Awareness of risks of war, e.g: in case of Israel
High number of protests in France

	Economic Factors
	Decreasing pace of economic growth in China
Increasing inflation in Europe

	Social Factors
	Corporate values meeting those of the target market and target customers
Main values: Sustainability, harmony with nature

	Technological Factors
	Pioneer in the application of technological innovations
Six Senses in-resort solarized farm 

	Legal Factors
	Commitment towards customer protection rights, privacy, and intellectual property 

	Environmental Factors
	Environmentally responsible company strategy
In-resort solar farm in Six Senses Vietnam



Table 3: Six Senses Marketing Mix 7P’s (Own edit, 2023)
	Product
	Unique, high-quality products and services
Creating demand instead of meeting it

	Price
	Premium pricing strategy

	Promotion
	Main promotion tool: online advertising (high number of organic searches)
Sales promotion incentives: unique rates for extended bookings, early bird discounts

	Place
	Mobile app and website provide efficient platforms for distribution
New market penetration in China with a 3rd party agent

	People
	Association of the services/products with the personnel of the company
Value added by after sales services

	Process
	Creating the perfect, most relaxing experience for guests
Relaxation in harmony with nature

	Physical evidence
	Social media accounts, e.g: on Facebook and Instagram provide platforms for sharing experience



Figure 6: Six Senses communications plan on Gannt chart (Moodle, 2023)
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Presentation 
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