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Introduction 
Six Senses is one of the most efficient 5-star luxury hotels originated in Bangkok which is being addressed in the assignment. This marketing plan identifies the proficiency of the company in its digital marketing genre and highlights new ways to improve it. The situational analysis of the company is being done which includes their 5C's, company, customer, competitor, collaborator, and climate. Their marketing mix is also analyzed followed by the proposal of an objective. The objective is targeted with some significant strategies that are evaluated by implementing the Ansoff matrix. Some tactics are prepared by using the RACE model and understanding the different marketing loopholes identified earlier.
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Company
SWOT
Strength
The strength of the chosen organization mainly relies on providing quality services, attracting guests, and making good profitability.
Weakness
Technical implementation is quite low and staff experience is quite low also and these two can be the weaknesses for six senses. 
Opportunities
The adaptation of the digital marketing utilization process can create opportunities for them (Bowie et al., 2017).
Threats
Increasing rate of competition and increasing rate of costs may create threats for them. 
Customer
The segmentation process of the chosen organization is relying on the different age groups which are 16-34. The market segmentation process of the Six Senses is dependable on this type of demographic (Housden, 2008). On the other hand, the target market of the chosen organization is dependent on the number of guests. 

Competitor
Perceptual positioning map
The Four Seasons are renowned as the biggest competitor of the Six Senses who are providing different types of quality services with technological facilities (Ryan, 2012). On the other hand, Six Senses are trying to implement technologies with quality services. 
[image: ]
Figure 1: Perceptual positioning map
(Source: Self-made)
Bowman's strategy clock
Depending on this strategy clock, Six Senses can provide different types of quality services (Wei, 2022). They also try to implement technological advancements that enhance their capability to compete with others within the marketplace. 



Collaborator
B2B Relationships
The B2B relationships are one of the most crucial things that help the chosen business organization to make some profit by providing quality services.
Partnerships
They made a partnership with the United States Coalition, which is responsible for providing essential sustainability that may attract guests (Smith and Zook, 2020). 
Franchises
Depending on their franchises they can show their existence within the marketplace and it helps to create brand awareness also.


 
Climate
PESTLE Analysis
Political 
Some tourism laws that are implemented by the government can affect the business of Six Senses.
Economic 
Some of the economic changes such as inflations, and recessions may affect the entire business of Six Senses. 
Social 
The utilization of different social media platforms helps the Six senses to enhance their social existence.
Technological 
Technological factors and their advancement play a significant role in them also (Chaffey and Ellis- Chadwick, 2019). 
Legal 
Different types of legal obligations such as tax deductions, and tourism laws may affect the entire business of Six Senses.
Environmental 
The business of Six Senses is always trying to focus on the low rate of carbon footprint. 




Marketing Mix
Product
The product of Six Senses is relying on providing excellent services to the guests.
Price
The price range of the hotel rooms is quite affordable for tourists.
Place
Consumers can book this hotel online and offline and it is one of the most attractive things (Kotler et al., 2020). 
Promotion
In terms of brand promotion, Six Senses utilized different types of digital media tools.
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SMART
Aim: To develop better digital marketing proficiency to attract more organic reach (Lac, 2023).
	Specific
	Measurable
	Achievable
	Relevant
	Time Bound

	To enhance a market research team to identify better traditional or acquired preferences of new customers.
	Every month, at least one new customer base will be harnessed and information will be presented.
	It will require the support of an excellent R&D team which would help in adjoining the strings accordingly (Clow and Baack, 2013).
	It is acceptable as Six Senses has an extravagant R&D team that is efficient in conducting the research.
	3 months
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Ansoff’s matrix
Six Senses will implement and use the strategy of market development of Ansoff Matrix as a new value proposition to attract customers to their products and services (Hultman et al., 2021). As a result, it will focus on selling existing products in various new markets by doing digital marketing. 
· The strategy of market penetration will help to increase sales of products in existing markets.
· Following the strategy of market development will help to reach the maximum number of customers (Tan and Despotis, 2021).
· Thai companies also need to be careful in product development along with introducing new products in markets. In the context of brand reputation, this strategy will have broader support. 
· Moreover, the company will be able to offer customers a diversity of products and services. 
Changes in the Marketing mix
The hotel company Six Senses needs to make changes in the element promotion of the marketing mix to become efficient in this field by improving the quality of digital marketing. 
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RACE
	Factors
	Strategy

	Reach
	The potential audience of Six Sense company is male and female both, where the percentage of females is 50.40% and 49.60% of males.

	Act
	Different types of support in various types of social media platforms like Face book, Twitter, WhatsApp, and so on to develop leads.

	Convert
	Achieve the approval to adopt different types of strategies like they receive approval of USGBC for the standard of LEED. 

	Engage
	Make a deep relationship with customers by managing or maintaining their loyalty to customers. 


Current communication process
A proper digital communication process will be handled through different types of social media platforms and email marketing. Besides this, the company also uses various running banner ads and also publishes different advertising articles. This type of advertising method of this company is not able to collaborate with huge amounts of customers (Tariq et al., 2022). Sometimes, they are unable to give proper information about this hotel to customers. So, in that case, for more growth of Six Sense Company, the management authority of this company has to focus on different types of high-quality type social media marketing platforms (Jobber and Ellis-Chadwick, 2020). Through this, they can communicate with large numbers of people in a single time and also can spread their proper marketing concept, their services, product details, and prices to all very easily.
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Gantt Chart
[image: ]
The above Gantt chart provides a clear assumption of the different activities that the company has to behold in the different months. The understanding of new customer preferences has been mentioned as a continuous process due to the gradual change in preferences (Tuomivaara, 2023). The developmental team should track the preferences regularly to gain new insights into the matter. These would be a matter of 6 months which would be helpful for the company in addressing the target customers and identifying their tastes.
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The success rate of the Six Senses hotel company will be measured by KPIs metrics. KPIs help businesses to meet ultimate targets and strategic objectives (Santos and Silva, 2019). So, it is very clear that this strategy is helpful for companies like Six Senses in improving and developing their functions and services. 
· Trying to reach more new customers from different markets and regions within 1 year. 
· Being more careful in the context of increasing brand value and positivity by 30% within 6 months (Ghauri, 2014). 
· Being efficient in marketing to have an increment in the rate of revenue generation by 20% within 5 months. 
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From the above assignment, it can be concluded that the digital marketing proficiency of Six Senses is a major strategy for them to improve their reach. However, they are quite behind in terms of identifying the new traditions and this stagnate their impact on gaining a better customer base than the current period. The provision of the Gantt chart also showed an assimilative, yet compact overview of what show should be done by the company.
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