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[bookmark: _Toc137416245]Slide 1: Introduction
· The Six Senses Hotel is a high-end hotel brand that is recognised for its eco-friendly initiatives and comprehensive wellness programs (Ketter, 2020, p.193). The company focuses on providing excellent service, distinctive lodging, and engaging guest experiences. Six Senses is a luxury hospitality brand with global properties.
· Six Senses' success is tied to eco-friendly business practices, customer satisfaction, and appealing buildings.
· Their innovative distribution channels, internet advertising, and upmarket pricing might boost consumer perception.
· Setting SMART (specific, measurable, relevant, and time-bound) marketing goals increases the probability of success.
· George (2021) suggests Six Senses focus on brand loyalty, customer-centricity, and new markets to boost revenue.
[bookmark: _Toc137416246]Slide 2: Situational Analysis
· Six Senses thrives with a 5Cs strategy to operational and strategic decisions.
· They prioritises wellness, environmental, and high-quality housing (Kenyon and Cox, 2020).
· The hotel targets eco-conscious, well-educated guests who want personalised service, sustainability, and elegance.
· Six Senses competes with Hilton, Four Seasons, and InterContinental in luxury hotels, but it focuses on sustainability, health, and service (Ketter, 2020, p. 193).
[bookmark: _Toc137416247]Slide 3: Marketing Mix
· Six Senses offers eco-friendly, luxurious lodgings.
· Their high prices guarantee unique experiences and excellent service (Minner and Nayak, 2019, March, p.85).
· Strategic distribution methods and locations make Six Senses' target population accessible.
· They employs influencer collaborations, social media advertising, and SEO to promote its unique products and build customer loyalty (Page and Connell, 2020, p.217).
[bookmark: _Toc137416248]Slide 4: Objectives
· Six Senses emphasises luxury, wellness, and sustainability in key global markets to grow market share.
· Six Senses seeks 15% revenue growth, 90% guest satisfaction, and industry recognition (Papaioannou, 2022).
· They have resources, market potential, and expertise to thrive.
· The hotel prioritises sustainability, environmental responsibility, and guest well-being like its market. New hotels, sustainability, and wellness projects have deadlines (Pham, Dhir, and Carrier Guillomet, 2022, p.301).
[bookmark: _Toc137416249]Slide 5: Strategy
· Six Senses aims to remain a leading luxury hospitality brand worldwide through its strategy, and the brand's success is attributed to distinct key factors. Six Senses prioritisessustainability and environmental stewardship. 
· Six Senses leverages technology and local communities to reduce their environmental impact.
· Their wellness programmes attract health-conscious travellers seeking relaxation, personal development, and luxury accommodations (Prmono, 2022, p. 22).
· The hotel fulfils customer expectations with unique experiences, individualised amenities, and personalised excursions.
· They simplify operations and customise services via mobile apps, smart controls, and data analytics. Their services and values enhance with like-minded partners (Shrivastava et al., 2019, p.34).
[bookmark: _Toc137416250]Slide 6: Tactics
· Six Senses decreases its environmental impact through conserving energy, water, and waste.
· They work with travel agencies and foreign companies using social media, SEO, and targeted online advertising.
· The hotel promotes staff training for individualised service and detail. Tourists appreciate health retreats, cultural excursions, and outdoor activities (Sousa, Magalhães, and Soares, 2021, p.224).
· They improve guest experiences via mobile check-in, concierge services, personalised in-room controls, and data analytics.


[bookmark: _Toc137416251]Slide 7: Action
· Six Senses blends sustainability, health, and service through ethical sourcing, garbage management, and green energy. They promote responsible tourism (Vujović, Rađenović, and Vujović, 2021, p.79).
· They are distinguished by personal relationships, innovative technology, and partnerships with like-minded companies.
· For effective marketing, Six Senses employs a Gannt chart.
[bookmark: _Toc137416252]Slide 8: Control
· Control is aided by quality standards. For consistent service and customer experiences, Six Senses adheres to tight guidelines. Regular audits and reviews are used to measure compliance and progress.
· Six Senses manages operations, service, and brand image to ensure excellence at all properties.
· Compliance and quality are checked regularly (Weinstein, 2022, p.225).
· Six Senses improves their services via customer satisfaction surveys, appraisals, and engagement.
· They tracks revenue, occupancy, and profitability (Zhang, Xiong, and Lee, 2020, p.401). Social media monitoring and customer input help the company maintain its image.
[bookmark: _Toc137416253]Slide 9: Conclusion
· The company asserts to be a pioneer in sustainability and wellbeing by incorporating the 5Cs idea into the premium hotel industry.
· Six Senses strategically advertises sustainability and well-being in luxury hotels to affluent clientele.
· Corporate operations are affected by external factors, yet alliances and collaborations strengthen brand products and services (Ketter, 2020, p. 193).
· SMART goals and focused marketing help Six Senses prosper.
· While protecting brand and service quality, the marketing approach uses collaboration, customer service, sustainability, wellness, and technology.
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            Marketing Mix • Six Senses offers eco - friendly, luxurious lodgings . • Their high prices guarantee unique experiences and excellent service (Minner and Nayak, 2019 , March, p . 85 ) . • Strategic distribution methods and locations make Six Senses' target population accessible .  
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              Strategy • Six Senses leverages technology and local communities to reduce their environmental impact . • Their wellness programmes attract health - conscious travellers seeking relaxation, personal development, and luxury accommodations ( Prmono , 2022 , p . 22 ) .
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          Tactics • Six Senses decreases its environmental impact through conserving energy, water, and waste . • They work with travel agencies and foreign companies using social media, SEO, and targeted online advertising .
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             Action • Six Senses blends sustainability, health, and service through ethical sourcing, garbage management, and green energy . They promote responsible tourism (Vujović, Rađenović, and Vujović, 2021 , p . 79 ) . • For effective marketing, Six Senses employs a Gannt chart .   
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            Control • Six Senses manages operations, service, and brand image to ensure excellence at all properties . • Compliance and quality are checked regularly (Weinstein, 2022 , p . 225 ) .  
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              Conclusion • Six Senses strategically advertises sustainability and well - being in luxury hotels to affluent clientele . • Corporate operations are affected by external factors, yet alliances and collaborations strengthen brand products and services (Ketter, 2020 , p . 193 ) .   
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