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This report outlines the marketing plan for Six Senses Hotel, which aims to increase brand awareness, attract new customers and retain existing ones. The plan is being prepared for the management team at Six Senses Hotel to provide them with a clear direction on how to achieve their marketing goals. The marketing plan will be framed using the SOSTAC model will help in assessing the current situation of the hotel, defining its objectives, and developing a comprehensive strategy to achieve those objectives.
Additionally, the report will also incorporate the 4 Ps of marketing, which stands for Product, Price, Promotion and Place. Overall, the marketing plan will provide Six Senses Hotel with a roadmap to achieve their marketing objectives and maximize their revenue potential.
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Situation analysis is an important aspect of any marketing plan (Katsikeas et al., 2020). It helps in understanding the current state of the business and the external factors that may affect its future success. In this section, we will analyze the Six Senses Hotel's situation using the 5 Cs framework: Company, Customers, Competitors, Collaborators, and Climate.
Company (SWOT analysis)
Strengths:
Unique brand positioning with a focus on sustainability and wellness (Su and Swanson, 2019)
Exceptional customer service
Strong brand reputation and loyal customer base
High-quality amenities and facilities
Experienced and knowledgeable staff
Weaknesses:
Limited geographic reach compared to competitors
High price points that may limit customer base (Libai et al., 2020)
Limited brand recognition in some markets
Opportunities:
Increasing demand for sustainable and eco-friendly hotels
Expansion into new geographic locations (Shabrina et al., 2021)
Introduction of new services and amenities
Strategic partnerships with complementary businesses
Threats:
Increasing competition from established players and new entrants in the luxury hotel industry
Economic downturns that may affect travel and tourism industry
Changing consumer preferences and trends
Environmental and social risks affecting tourism industry
Customers (Segmentation and Targeting)
The Six Senses Hotel's target market is primarily affluent and environmentally-conscious individuals who value sustainable and wellness-focused travel experiences (sixsenses.com, 2019). The hotel can further segment its target audience based on demographics, psychographics, and behavior. The main target customers of the hotel are the people that spend on leisure. These can be people that travel for leisure or for business. 
Competitors (Perceptual positioning map, Bowman's strategy clock)
The luxury hotel industry is highly competitive, and Six Senses Hotel competes with other high-end hotel chains such as Four Seasons, Mandarin Oriental, and other Resorts (mediaboom.com, 2023). Perceptual positioning map can help to visualize how the hotel is positioned in comparison to its competitors, while Bowman's strategy clock can help in identifying the appropriate competitive strategy for the hotel.
Collaborators (B2B Relationships, Partnerships, Franchises)
Six Senses Hotel collaborates with a range of B2B partners, including travel agencies, airlines, and luxury concierge services. The hotel also has partnerships with various wellness and sustainability-focused brands, such as The Organic Pharmacy and Su-Man Skincare (sixsenses.com, 2023). Additionally, Six Senses Hotel operates as a franchise model in some locations.
Climate (PESTLE)
The hotel industry is affected by various macro-environmental factors such as political, economic, social, technological, legal, and environmental factors (Mwadime, 2020). For example, changes in government regulations and policies, economic conditions, demographic trends, and technological advancements can impact the hotel's operations and revenue. The hotel must remain aware of these factors and adapt its strategies accordingly.
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The objectives of the marketing plan for Six Senses Hotel are to increase brand awareness and attract new customers through targeted marketing campaigns, while also retaining existing customers through loyalty programs and exceptional customer service.
SMART target: To increase overall revenue by 20% within the next 12 months through a combination of increased occupancy rates, higher average room rates, and increased revenue from ancillary services, such as food and beverage, spa, and activities.
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Six Senses Hotel's value proposition is centered on providing guests with a sustainable and wellness-focused luxury travel experience (Gaur et al., 2021). The hotel differentiates itself from competitors by prioritizing sustainability and wellness in all aspects of its operations, including its design, amenities, and services. Six Senses Hotel aims to communicate this unique value proposition to its target market through targeted marketing campaigns that emphasize the hotel's eco-friendly practices and wellness-focused offerings.
To deliver on its value proposition, Six Senses Hotel will invest in sustainable infrastructure and practices, such as renewable energy sources, waste reduction initiatives, and locally-sourced ingredients for its restaurants. The hotel will also offer a range of wellness-focused services and activities, including yoga and meditation classes, spa treatments, and outdoor activities.
The value proposition is linked to the hotel's target customer segments, which include affluent and environmentally-conscious individuals who value sustainable and wellness-focused travel experiences (Eskerod et al., 2019). This will affect the targeting and positioning of the organization by emphasizing its unique selling points and appealing to the values of its target market. The hotel will position itself as a leader in sustainable luxury travel and wellness, offering guests an exclusive and unforgettable experience that aligns with their values.
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Product: Six Senses Hotel offers a range of luxury accommodations, including villas and suites, as well as a variety of wellness-focused amenities and services (sixsenses.com, 2021). The hotel's unique selling point is its commitment to sustainability and wellness, which is reflected in its design, amenities, and services. To enhance its product offering, Six Senses Hotel will continue to invest in sustainable infrastructure and offer a range of wellness-focused activities and services.
Place: Six Senses Hotel is located in a prime destination that is easily accessible by air, land, and sea (Pakpahan et al., 2022). The hotel will utilize a variety of distribution channels, including online travel agencies, tour operators, and direct bookings through its website, to reach its target market. Six Senses Hotel will also partner with travel agents and influencers to increase brand awareness and reach new customers.
Price: Six Senses Hotel will use a premium pricing strategy to reflect its luxury offering and unique value proposition (Chawla et al., 2021). The hotel's pricing will be informed by market research and analysis of the marketing environment, as well as customer value and willingness to pay. Six Senses Hotel will offer a variety of price points for its accommodations and ancillary services to cater to different customer segments.
Promotion: Six Senses Hotel will use a mix of marketing strategies to promote its brand and increase bookings. The RACE (Reach, Act, Convert, Engage) framework will guide the hotel's communication mix. The hotel will use social media platforms, such as Instagram and Facebook, to reach and engage with its target market, while also utilizing email marketing and direct mail to convert leads into bookings. Six Senses Hotel will also invest in targeted advertising campaigns on digital platforms and in print media, such as luxury lifestyle magazines, to increase brand awareness and attract new customers.
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The marketing channels schedule for Six Senses Hotel will include a mix of online and offline channels, including social media, email marketing, direct mail, targeted advertising, and partnerships with travel agents and influencers. The schedule will be informed by market research, including customer segmentation and analysis of consumer behavior, as well as an understanding of the marketing environment and competition. The hotel will also monitor the performance of each channel and adjust the schedule accordingly to maximize ROI and achieve marketing objectives. 
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The success of Six Senses Hotel's marketing plan will be measured using a combination of quantitative and qualitative metrics. These may include:
· Number of new customers and bookings generated through the marketing channels
· Increase in website traffic, social media engagement, and email open and click-through rates
· Customer satisfaction and loyalty, as measured by post-stay surveys and feedback
· Revenue and profit growth, including average daily rate (ADR), occupancy rate, and revenue per available room (RevPAR)
· Brand awareness and perception, as measured by brand recognition and positive sentiment on social media and other channels
The hotel will use a range of tools and analytics to track and measure these metrics, including website analytics, social media listening tools, customer relationship management (CRM) systems, and financial reporting tools. 


[bookmark: _Toc128863746]Conclusion
In conclusion, the marketing plan for Six Senses Hotel aims to increase brand awareness, engage with the target market, and drive bookings. The plan utilizes a range of marketing channels, including social media, email marketing, direct mail, targeted advertising, and partnerships with travel agents and influencers. Success will be measured using a combination of quantitative and qualitative metrics, including customer satisfaction and loyalty, revenue and profit growth, and brand awareness and perception.
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Marketing Plan for Six Senses Hotel

Introduction:
Six Senses Hotel is a luxury resort located in a prime destination, offering an exceptional experience for travelers seeking relaxation and wellness. The purpose of this marketing plan is to increase brand awareness, engage with the target market, and drive bookings. This plan will utilize a range of marketing channels, including social media, email marketing, direct mail, targeted advertising, and partnerships with travel agents and influencers.
Situation Analysis:
Using the 5 'C's analysis, we have identified the following key factors:
Company: The hotel has a strong reputation for luxury and wellness offerings (Pavićević, 2022).
Customers: The target market is affluent travelers seeking relaxation and wellness experiences.
Competitors: Competitors include other luxury resorts in the area.
Collaborators: Partnerships with travel agents and influencers will help expand the hotel's reach.
Climate: The macro environment is favorable, with increasing demand for wellness experiences and luxury travel.
Objectives:
Our SMART target is to increase bookings by 20% within the next year through targeted marketing efforts.
Strategy:
Our value proposition is centered around offering an exceptional wellness and relaxation experience, with a focus on sustainability and local culture. To communicate this value proposition, the firm will utilize social media platforms, email marketing campaigns, and targeted advertising
Tactics:
Product: The hotel offers luxury accommodations, wellness programs, and locally sourced cuisine.
Place (Distribution): The hotel will be promoted through various channels such as travel agents, online booking platforms, and social media (Toubes et al., 2021).
Price: The hotel will offer a variety of pricing options, with promotional discounts for booking directly through the hotel's website.
Promotion: This includes social media campaigns, email marketing, direct mail, and influencer partnerships.
Action:
Our marketing channels schedule will include regular social media posts, email marketing campaigns, and targeted advertising. The hotel will also collaborate with travel agents and influencers to reach a wider audience. The marketing plan will be tracked and optimized based on performance metrics such as website traffic, booking conversions, and customer satisfaction.
Control:
Success will be measured using a combination of quantitative and qualitative metrics, including customer satisfaction and loyalty, revenue and profit growth, and brand awareness and perception. The hotel will use a range of tools and analytics to track and measure these metrics, including website analytics, social media listening tools, customer relationship management (CRM) systems, and financial reporting tools.
Conclusion:
In conclusion, the marketing plan for Six Senses Hotel aims to differentiate the hotel in the market, attract and retain customers, and achieve its business objectives. Challenges that may be encountered include competition from other hotels, changing consumer behavior and preferences, and economic factors. 
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