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[bookmark: _Hlk137646228]Six Senses is a luxury brand hotel positioned at a higher-end segment of hospitality. Their marketing methods focus on their unicity, wellnesses, and sustainability. Located in exotic places, they offer a unique experience that emphasizes harmony with nature and collaborating with other luxury brands like Audy, Net Jets- offer unique experiences.
Their slogan is” Feel more alive. Be part of a community. Play.” (sixsenses.com-about as.) 
This essay offers a big opportunity to make a general Brand hotel Six Senses analysis, by using all the SOSTAC tools (Situational Analysis, Objectives, Strategy, Tactics, Actions and Control). 
The situational Analysis, made by 5 C’s tools and Marketing Mix, which was done in assessment one show that Six Senses is an exceptional brand hotel with many strengths and some low weaknesses. 
Analysed as a products, Six Senses biggest strengths are, costumer-service approach, their weaknesses are a low level of concurrence in the field. As opportunity is a wider expanding in accessible locations. And they face some low threats which are the continue substitution of the product. (Appendix)
Customer analysis showed that Six Senses is characterized by customized targeting, due to its unique and individual approach to every customer. And by the segmentation analysis, we can see that Geographic it is worldwide searched. Demographic, it is well appreciated by both genders, mostly preferred by young people between 25-34 years old. Behavioural we can see that similar sites with Six Senses, well researched are – banyantree.com; amanresorts.com; fourseasons.com; Psychographic, we can see about Six Senses that the total visitor from March to May was 1292 and 78% from the mobile version and only 22% from the computer version, owning the majority. The global rank is owned by the US with a majority of 106480 from a total of 131501.For to find and work out their competitors, we must use the Perceptual Positioning Map and Bowman’s Strategy Clock. (Appendix)For to support their ambition of plastic free, Six Senses collaborated with the United States Coalition on Sustainability and Sustain Chain and then with the Global Tourism Plastics Initiative signed in 2020, to work with suppliers that offer healthy products. (Appendix)An, Climate analysis help, Six Senses, to be well-informed about any political, economic, sociocultural, technological, legal and environmental modifications, to observe and implement any external opportunity and prevent threats. (Appendix)
A Marketing Mix analysis shows that, Six Senses, is a beautiful product mostly made of degradable material, that helps to disconnect from the world and relax. They have a big respect to the people, a high position image and use Omy channel of distribution in Europa and agency in Asia. (Appendix)
By all the research made, the best way to redress the weaknesses and use the opportunity is the SMART Marketing Plan.  I plan to go on brand recognition and Market Development. In doing so I would try to add some new channels of information such as TV, Radio and Information Boards. My plan is that during the 12 months to Rees up the online visitors by 25%. That means that I will attract 1292 M online customers in a 12 months companies. This is Do-able because at the moment the online visitors for 3 months is 1292M. A bigger number of visitors mean a bigger number of real clients, because of the attractive site information and good customer rewards.
The best strategy that can be used for a bigger Six Senses business growth is Market Development. They have a beautifully developed product, but only around 20 accommodations in the world. That involves 2 solutions. A better brand recognition and a larger product expanded.  For better brand recognition Six Senses has to work out its channels of distribution and try the new one. The best channel for memorizing things is TV reclama, where you can see repeatedly and without any searches those breathtaking locations, and hear about their unique amenities. As well radio, which is a good way to find out about new things by every car driver. And not the last one can be Signage. Those images which motivate interest in deeper searching about it. A larger expansion is the second solution, this being their opportunity as well. They must find out more breath-taking locations in the most popular and accessible regions, for example, Europa and America, locations where usually people start their traveling experiences.
Of course, that will involve modifications in some of the Marketing Mix methods as well(Product, price, place, promotion, people, process, physical environment ). The ones that are affected the most are price, place, process and product. Doing any modifications for example, using new channels of distribution, building new accommodations working out the plan for this kind of modification directly increase the price of the product, its image and recognition. 
The situational analysis, mostly done by the Similar Web page, demonstrates, that Six Senses need a big improvement in Act, one of their key online Communication Mix. That can be deducted from analyzing their website performance. Six Senses use to use the most, organic search channels (66%) and direct channels (24%) and don't pay attention to social media(2%), emails(0%), paid searches (2%), and other popular channels. (Appendix Tab.7) They don’t persuade their site visitors. I think that a good tactic is a goog penetration of social media, emails, TV, and Radio will improve a lot of brand recognition and Market development. It is good that they are well chosen by travelers, due to the customer rewards and word spreading, but that is not enough to keep the thirst position in their field. I would try to introduce different channels, one by one, to calculate which works better. A good way is to start with the cheapest ones- social media, and emails and to continue with the more expensive ones- TV advertising, Radio, and signable. We have learned that 60.1% of people on the globe use the internet and we, know that the thirst and the last fink which we do every day is to check our emails and to see the updates on our social media sites. That is why I think this is the better and easiest way to inform people about what we have new or to make us known. However, in my opinion, good advertising which people can see without any search, just relaxing in front of the TV is the best way to observe, appreciate and decide. 
By the actions which I have done in my Gannt Cart Project, the first Race channel used is TV- with 3 views per day and 90 per month, with a total of 540 views per year. Another RACE channel used is email, where I would do 1290 email sharing’s per month, with a total of 11610. The third channel is phone SMS with a total of 1032 spread of catalogs or other marketing information, for the months of April- November. And the last channel is going to be social media, where in the whole year I will share a total of 16770 M.  And I will pay maximum attention to the bad rewards, solving them straight away.
The control is the most important aspect. Using the Gannt Cart project we can analyze, measure the success and choose the best and fastest way to achieve it. Using the channels chosen by me, we can definitely attract customers' attention and motivate their willingness to try something different and unseen which all of us deserve. From personal experience, I can say that before deleting any information or turning the advertising program I have a look over them. Another point is that the information has to be short but attractive, because long once bothers and eats our time.
In Conclusion, Six Senses it's an oasis brand Hotel, which offers thirst class experiences, has exceptionally qualified employee, and offer the possibility to disconnect, relax and maximum well-being. That oasis can be always in the first place with a good improvement in the Marketing Plan. People have to know it, have to try it, have to spread it. To happen that I came with my Marketing Development and Communication Mix Plans. Finding new markets for expanding and improving in different channels of distribution for the best recognation is the right way to success. 
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Appendix

Thirst tool of the SOSTAC- Situational Analysis
The situational Analysis, 5 C’s and Marketing Mix, which I made in assessment one show that Six Senses is an exceptional brand hotel with many strengths and some low weaknesses.
Six Senses' SWOT analysis reveals that its greatest strength lies in its customer-centric approach. The company places a high emphasis on providing personalized experiences that leave a lasting impression on its customers. For instance, Six Senses recognizes that many of its clients are families, and as such, they organize various activities such as BBQs, picnics, workshops, and cooking classes to cater to both adults and children. The company's commitment to families is reflected in its statement that "Family is at the heart of all Six Senses cultures and communities, which is why we do everything we can to preserve the joy that it generates" (Families at Six Senses). This customer-focused approach is a key factor in Six Senses' success and helps to differentiate it from its competitors.
Even if it is awarded as a Top Hotel Brand and Best Hotel Group it still got a low level of concurrence from the same hotels which develop sustainability, similar clientele service and offer the same experiences like Bayan Tree, Aman Resorts, and Four Seasons. Anyway, Six Senses differentiate itself from its engagement in sustainability, not only by being plastic free by 2022 but by ensuring that its products are locally farm-grown (Hamdy). 
An opportunity for the Six Senses brand hotel is to increase the number of their properties in the most searched places by travelers and offer a wider range of amenities to compete with the larger luxury hotel brands. 
Six Senses is faced with some minor threats such as new competitors and potential product substitutes in the market. However, they have been able to maintain their unique position by creating barriers to entry through factors such as economies of scale, product differentiation, high capital requirements, cost advantages independent of size, government regulations, access to supply or distribution channels, experience and expected retaliation. In terms of product substitutes, Six Senses stands out as a trendsetter rather than a trend follower, often creating demand through innovative offerings that anticipate client needs. As reported in the Weldest Case Study (Tuominen & Binder, 2014), this approach sets the standard for others in the industry to follow.
Customer analysis was made by targeting and segmentation variable. Six Senses is characterized by customized targeting, due to its unique and individual approach to every customer. That is proved by being best in class, because of its unique quality spa, by its orientation to a personalized customized service such as the different prices for different services, that make it more affordable for the people. Personalized treatments allow customers to choose their own therapy, and healthy products grown in their own gardens, making the clients happier, mentally and physically.
By the segmentation analysis, we can see that Geographic it is worldwide searched. The first place is the US then France, the UK, China, Spain and others. (Appendix tab.1)
Demographic, it is well appreciated by both genders, mostly preferred by young people between 25-34 years old. (Appendix tab.2).
Behavioral we can see that similar sites with Six Senses, well researched are – banyantree.com; amanresorts.com; fourseasons.com; unusualhotelsoftheworld.com and soneva.com.(Appendix tab.3)
Psychographic, we can see about Six Senses that the total visitor from March to May was 1292 and 78% from the mobile version and only 22% from the computer version, owning the majority. The global rank is owned by the US with a majority of 106480 from a total of 131501. (Appendix tab.4,5,6,7,8,9)
For to find and work out their competitors, we must analyze the Perceptual Positioning Map. As variables used were price and sustainability and which positioned it at a high price and high sustainability (Appendix tab.10).
Another competitor tool used was Bowman’s Strategy Clock,  Six Senses positioned at Focused differentiation by offering a luxury experience that incorporates sustainability, wellnesses, and local culture (Appendix tab.11)
Searching for their Collaborators, we can see that Six Senses is fully committed to its goal of becoming a plastic-free entity and has taken several steps towards achieving this objective. The company has collaborated with the United States Coalition on Sustainability and Sustain Chain, and has also signed the Global Tourism Plastics Initiative in 2020. As part of this collaboration, Six Senses is working with suppliers who offer environmentally-friendly products and participating in collective ventures to share best practices and scale solutions. According to Jeff Smith, the Vice President of Sustainability, the partnership with Sustain Chain™ has provided Six Senses with new opportunities to collaborate and innovate throughout their value chains, thus contributing to the achievement of the UN Sustainable Development Goals. This collaboration has also accelerated Six Senses' goal of becoming plastic-free by 2022. The company has already witnessed significant innovations, and the potential for further growth together is enormous, as highlighted by Benjawan S., Director of Public Relations at Six Senses Hotels Resorts Spas.
An Climate, PESTLE analysis help, Six Senses, to be well-informed about any political, economic, sociocultural, technological, legal and environmental modifications, to observe and implement any external opportunity and prevent threats.
Political factor affects, Six Senses hotel occupancy rates, and any political instability (Ukraine's war), by applying for a visa and some additional taxes.
The economic factors which affect Six Senses hotels are economic growth or downturn, which can increase their profitability or reduce the demand. As well as the inflation rate, the exchange rate affects the hotel rates and revenue.
The sociocultural factors like-wellnesses, sustainability and local culture, make
 people increase their demand for eco-tourism and experiential travel which affects positively the Six Senses hotel rates. But cultural changes, for supporting luxury, can negatively affect the hotel.
Technological factors affect positively and negatively the evolution of the brand. It can benefit it because of the new, performant technology creating a good guest experience. But that reduces the need for people's interaction, and the need for the hotels.
Legal factor affects the Six Senses hotels, because of continuous changes in legal codes, laws and environmental regulations. To follow them, is quite expensive, sometimes, but to not follow them, can result in fines and legal actions.
The Environmental factor shows that Six Senses hotels engage in sustainability, with a big emphasis, so a change in environmental regulation, can well affect them. As well natural calamities and climate have an enormous impact on hotel development.
A Marketing Mix analysis shows that as a product, Six Senses, is mostly made of degradable material, that helps to disconnect from the world and relax (Appendix, Image.1). With respect to the people/customers, Six Senses workers, are the best people in the field, well trained and tested, for to ensure a tranquillity atmosphere and expectation exceeding.
For to spread information and updates, Six Senses use the Omy channel in Europe and the agency in Asia, because they can understand and explain the market better to travelers.
Having a clear brand image is crucial for Six Senses to maintain its high position in the industry. By providing unique experiences that customers have never encountered before, Six Senses can attract new visitors with the same visions of pursuing a balanced and healthy lifestyle. The development team at Six Senses is committed to working with experts in the field of energy healing to ensure that their structures promote physical and mental well-being, energy flow, and healing capabilities. This approach helps to reinforce Six Senses' brand image as a provider of premium experiences that prioritize customers' health and personal growth.
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My Gannt Chart project
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I'think this is the better and easiest way to inform people about
what we have new or to make us known. However, in my opinion,
a good advertising which people can see with out any search, just
relaxing in front of the TV is the best way to observe, appreciate
and decide.

Social Media

Visibility ~+  Connectivity + Branding

MARKETING




image17.png
ACTIONS

* Hou we can view in my Gannt Cart Project, the first
Race channel used is TV- with 3 views per day and
90 per month, with a total of 540 views per year.
Another RACE channel used is mail, where | would
do 1290 mail sharing per month, with a total of
11610. The third channel is phone SMS with a total
of 1032 spread of catalogues or other marketing
information, for the months April- November. And
the last channel is going to be social media, where
the whole year | will share a total of 16770 M. And
| will pay maximum attention to the bad rewards
solving them strait away.
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¢ The most important aspect for my Gannt Cart is to
analyse, measure the success and choose the best
fastest way to achieve it. Using the channel chosen
by me, we can definitely attract customers
attention and motivate their willing to try
something different and unseen which all of us
deserve. From personal experience | can say that
before deleting any information or turning the
advertising program | have a look over them.
Another point is that the information has to be
short but attractive, because long once bother and
eat our time.
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CONCLUTION

* In Conclusion, Six Senses it’s oasis brand Hotel,
which offer the thirst class experiences, that has
exceptional qualified employee, and offer the
possibility to disconnect, relax and maximum well-
being. That oasis can be always on the first place
with a good improving in the Marketing Plan.

For to happen that | came with my Marketing
Development and Communication Mix Plans.
Finding the new markets for expanding and
improving in different channel of distribution for a
best recognising is the right way to the success.





