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Marketing strategies and methods are included in marketing plans to help companies advertise their goods and services, connect with their target market, and meet other marketing goals. Founded in 1995 and with headquarters in Bangkok, Thailand (Stombelli, 2020), Six Senses is a chain of high-end hotels and resorts. Sustainable practises, wellness, and community are at the heart of the brand. Hence, the target of the marking plan report is to present the new products of Sis Senses – clubs themed with luxury and wellness. The plan will be created using the SOSTAC framework of marking planning with Ansoff's matrix and communication mix. 

[bookmark: _Toc135339351][bookmark: _Toc96418336]Situation analysis 
Unique and great experiences with sustainability and luxury are the main strengths of Six Senses. Besides, it has a strong brand reputation in the industry. As the brand emphasises social responsibility and overall sustainability (Abou-Shouk et al., 2019), people are likely to be with the brand. The main weakness of Six Senses hotels is less accessibility to budget-conscious travellers. Besides, the customer segment is more diversified for the brand, making the marketing projects tough to design. There are a lot of opportunities for the brand as there are a lot of demographics to where it can expand and introduce new products and services connecting luxury and wellness. The main threat here is the possibility of getting affected by a negative economic impact, including recession, inflation, exchange rate issues, and geopolitical tensions (Uğurlu, 2020). 
The brand targets people from mostly all significant parts of the world. The US, India, Vietnam, and the UK are the top four. Other countries contribute around 59%. Besides, the brand targets people in the age group of 25 to 34 the most. Hence, this group is more inclined to travel and enjoy quality time with their family and friends with luxury. Besides, they want to experience something special, like enjoying their time at clubs. 
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Figure: Six Senses audiences (Similarweb, 2023)
There are a lot of hotels like Six Senses, like Hilton Hotel, Four Seasons, Sheraton, Grant Hyatt, Banyan Tree, Starwood Hotels, etc. (Sofronov, 2019). The perceptual map presents the competitor hotels. Almost all of them have club services. Hence, it is crucial to present to the customers that Six Senses has also started clubs. 
[image: ]
Figure: Perceptual Map of the competitors (Sofronov, 2019)
The PESTLE analysis (Mahmutović, 2021) also shows political, environmental, and economic issues that need the hotel to change or introduce key matters of the hotel. Hence, the introduction of clubs with a focus on luxury and wellness will ensure better customer retention based on subscription plans. 
The brand already has luxury hotels and resorts in different places around the world. The pricing of the brand is inside the luxury section. It uses different marketing promotions, especially promotions based on personalisation. 
[bookmark: _Toc135339352]

Objectives 
The objective of the marketing plan is to present the marketing opportunity based on the new service of the club establishment (Kotler et al., 2020). Besides, it will enlighten the customers about the club's offerings and their uniqueness with luxury and sustainability. Here, the SMART objectives are –
Specific: The target is to market the new club idea to gain at least 20% membership of the member number from the hotel segment. 
Measurable: The goal is quantifiable as it specifies 20% of the hotel members. 
Achievable: The timeframe of the marketing plan is six months, with a mix of digital and conventional marketing. 
Relevant: It is aligned with the company's aim. 
Time-bound: The timeframe is six months. 
[bookmark: _Toc135339353]Strategy 
The value proposition of the brand will remain the same because the brand is focused on luxury, sustainability, well-being, connectivity with nature, and personalisation of services (Setiasih and Dandono, 2022). This means that clubs based on the brand will retain the same value proposition of the brand. The primary objective (Jobber and Ellis-Chadwick, 2020) here is to present the clubs as their newly developed products. Alongside the product, membership systems, dining establishments, drinking establishments, and wellness-related services will be included (Stombelli, 2020). As a result, it will result in a shift in the marketing strategy that the brand utilises. The locations will be improved, there will not be a significant change in pricing (Ghauri, 2014), and the promotional activities will also be altered. In addition, the processes will not undergo a significant amount of change. On the other hand, it will alter the physical evidence of the brand. The strategy here is based on market penetration analysing Ansoff's matrix. 
[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]
Figure: The Ansoff Matrix (Clow and Baack, 2013)
The market penetration strategies (Smith and Zook, 2020) here will be – personalised promotional campaigns with unique benefits, referral programs, email marketing, influencer marketing, collaborations, and customisation packages with regular products. 
[bookmark: _Toc135339354]Tactics 
Six Senses uses organic search as its main marketing channel. 55.95% of marketing comes from the source. Then, direct marketing encompasses 17.21% of the marketing. Paid search is very insignificant here for the customer segment it has. 
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Figure: Channels (Similarweb, 2023)
Also, there are certain referral sites that send traffic to the brand. 27.63% comes from accommodation and hotel sites, 24.4% comes from search engines, etc. The brand uses social media channels for its marketing, and 37.75% comes from YouTube, 37.59 from Facebook, etc. Of the total linking. 37.35% comes from social media networks, 23.49% from jobs and employment, 7.58% from streaming sites, and the rest from other sources. 
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Figure: Social media channels and distribution rates (Similarweb, 2023)
Communication Mix strategies for the brand's new product: 
Advertising: As the target market is quite a niche, public advertising mediums will not be that effective. Hence, the advertising tactics will be based on creativity and compatibility (Uğurlu, 2020). Here, the main advertising media that will be used is social media. There will be influencer marketing, email marketing, LinkedIn marketing, and collaborations to convey the message to the age group of 25-34 that Six Senses is introducing clubs to provide a seamless experience. 
Personal selling: Personal selling or direct enhancement is one of the most used methods by Six Senses. Here, the brand will present personalised offers to the existing customers of the hotels. 
Public relations: The club product's exposure will be raised by establishing a public relations strategy to attract the attention of the media (Sofronov, 2019). In addition, Six Senses will use its extensive YouTube presence and other social media and content platforms to promote the club's distinctive features and advantages through influencer collaborations. 
Direct marketing: The company will conduct targeted direct mail campaigns to attract prospective club members and share information with them regarding the benefits, exclusiveness, and special offers of the club products. Also, the advertisement of membership systems will also be conveyed here to attract the target groups. 
Sales promotion: It will not be used that much by the brand as the segment relates to luxury experiences, inclusion, sustainability, and wellness. 
From the previous practice of the brand, YouTube collaborative content, Insta Gram marketing, and personalised selling will be enhanced.
[bookmark: _Toc135339355]

Action 
Here is the Gantt chart of the process –
	Activities
	Months

	
	Month 01
	Month 02
	Month 03
	Month 04
	Month 05
	Month 06

	Marking objective setting and targeting things 
	
	
	
	
	
	

	Establishing the channels and ways 
	
	
	
	
	
	

	Advertising 
	
	
	
	
	
	

	Customised packages with regular products
	
	
	
	
	
	

	Promotional personalised campaigns with unique benefits
	
	
	
	
	
	

	Collaborations and referral programs
	
	
	
	
	
	

	Influencer marketing
	
	
	
	
	
	

	Public relations activities 
	
	
	
	
	
	



As personalised promotions and public relations activities need to be regular in this work, these two activities will have the highest usage among the other media channels. Besides, collaboration and influencer marketing will use a significant amount of time here to make the process stronger. Advertising will be done regularly but not intensively, as other activities are connected to the process. 
[bookmark: _Toc135339356]

Control 
After the launch of the marketing campaign, results will be started to be evident in the third month. It will track the traffic rating, new customer joins rating, and conversion rating of the website to find out the number of new customers. It will also create a customer satisfaction survey to find out whether customers are having the proper luxury experiences. It will help the brand to find out how its KPIs work (Abou-Shouk et al., 2019). It will also analyse net promoter scores with satisfaction and loyalty. After six months, Six Senses will analyse the financial performance by a short-term ROI analysis with contribution margin analysis (Bowie et al., 2017). Finally, it will analyse the membership retention rate for the last three months to find out the overall performance. 

[bookmark: _Toc135339357]Conclusion 
[bookmark: _Toc96418337]Six Senses is one of the top leading luxury hotel brands in the world. But it has certain opportunities that are not utilised without the establishment of a club which focuses on luxury and wellness. Hence, the marketing opportunity to establish the new product inside the market is crucial. Promotional personalised campaigns with unique benefits, referral programs, email marketing, influencer marketing, collaborations, and customisation packages with regular products are the main ways to market the product here with the marketing plan. 
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