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[bookmark: _Toc137681182]Introduction 
Six Senses is a premium hotel business, and right now they're working on a marketing strategy to attract a wider audience and more actively involve existing customers. This strategy will make use of many different ideas and methods to direct its execution. The SOSTAC framework will be utilised to organise the plan and guarantee a methodical process of situational analysis, goal formulation, strategy creation, tactic deployment, and outcome assessment. We will use the 4Ps (Product, Price, Place, and Promotion) to guide the development of our marketing strategy, while Ansoff's Matrix will help us locate promising expansion areas and devise effective methods of breaking into new markets. The marketing strategy will have a thorough and strategic structure thanks to these frameworks (Liu et al., 2020).
[bookmark: _Toc137681183]Situation Analysis 
[bookmark: _Toc137681184]Company: SWOT analysis (Micro analysis) 
	Strengths
	Strong brand reputation, focus on well-being and wellness, commitment to sustainability, global presence

	Weaknesses
	Limited market share, considered a luxury brand, premium pricing

	Opportunities
	Expanding into new markets, increasing partnerships and collaborations, targeting a new customer base, adoption of new technologies

	Threats
	Increase in competition, threats of new entrants (Menuh and Widiantari, 2021)


[bookmark: _Toc137681185]Customers
Six Senses caters mostly to well-heeled vacationers who place a premium on health and a more holistic approach to living. They also target groups of millennials as well as those who are concerned about the environment and place a premium on green lifestyle choices. Its primary markets include the United Kingdom, China, Germany, Austria, France, and the United States (Gino, Sezer and Huang, 2020).
[bookmark: _Toc137681186]Competitors
Anantara Hotels, Resorts & Spas, Ritz-Carlton, and Four Seasons are some of Six Senses' main rivals. Six Senses differentiates itself from the competition by adopting novel tactics, placing it in the "differentiation" quadrant of the Bowman's Strategy Clock (Villagrasa, Sánchez and Donaldson, 2023).
[bookmark: _Toc137681187]Collaborators
Six Senses partners with a wide range of businesses, mostly in the health and sustainability industries, to provide unparalleled service and expand its product line. To further the brand's dedication to sustainability and well-being, they collaborate with organisations all around the world (Zhang, Xiong and Lee, 2020).
[bookmark: _Toc137681188]Climate 
Political:  Six Senses only works in countries where the government is stable, and only then to comply with local laws.
Economic: Changes in the value of the currency, the growth of disposable income, and the stability of the economy all have an effect on their business.
Social: Changing societal attitudes towards travel, lifestyle and consumer preferences, and a greater emphasis on sustainability are all factors that benefit Six Senses.
Technological: Innovations in technology and the proliferation of social media are useful to the company's marketing efforts.
Legal: Health and safety rules as well as environmental legislation inform their business practises (Wang et al., 2020).
Environment: They are changing the way they do business because of the public's growing concern about global warming and related legislation and regulations.
[bookmark: _Toc137681189]Marketing Mix
	Product
	High-end resort and spa services focused on wellness.

	Price
	Premium pricing, catering to the luxury market.

	Place
	Globally present with key markets in several countries.

	Promotion
	Utilizes digital marketing, PR, and partnerships.

	People
	Targets affluent, environmentally-conscious travelers.

	Process
	Customer-centric, focusing on unique experiences.

	Physical Evidence
	Luxury facilities, sustainable practices (Pelet, Lick and Taieb, 2019).


[bookmark: _Toc137681190]Objectives 
Six Senses' primary objectives are to increase client engagement and subscriptions. In the next year, we want to increase our clientele by five percent. New markets, collaborations, and catering to eco- and health-conscious vacationers are anticipated to fuel this expansion. Over the following 8-10 weeks, Six Senses hopes to boost client participation by 12%. To achieve this goal, the firm will use innovative marketing strategies including digital marketing and public relations while also strengthening its sustainable programs to appeal to the growing population of environmentally conscious consumers.
[bookmark: _Toc137681191]Strategy 
Six Senses' marketing strategy employs a broad variety of online and offline methods to facilitate customer involvement. In order to increase the company's online visibility and attract new customers, the marketing team will focus heavily on search engine optimisation (SEO), content marketing, and social media marketing. To further increase brand recognition and appeal to the intended audience, we will also work with bloggers, notable individuals in the health and sustainability industries, and other influencers (Kumar, Shankar and Aljohani, 2019). Reputation management and media outreach to highlight the company's dedication to environmental responsibility and health are two areas where public relations will play a crucial role. Customers will feel more connected and loyal thanks to loyalty programs, events, and feedback systems. To broaden the company's reach, it will look for and enter new areas where its ideal customers congregate. By using cutting-edge booking systems, virtual tours, and mobile applications, we will use technology to elevate our clients' experiences (Shin et al., 2021).
[bookmark: _Toc137681192]Tactics 
The hotel may enhance its communications by using a holistic strategy based on the RACE framework (Reach, Act, Convert, Engage) to deal with the problems shown by the situational analysis (Lee et al., 2021).
Reach:  In order to attract a wider audience, the hotel might use a mix of conventional and online promotional strategies. Print ads, web banners, and social media marketing all fall under this category. Connecting with influential people may help spread the word about your company to more people and increase sales (Lo and Cheng, 2020).
Act: The hotel may take action by enhancing its web presence and user experience in order to entice prospective guests to book a room. This entails doing things like making the site mobile-friendly, streamlining the booking process, and providing bonuses like special deals or points for making direct reservations.
Convert: Implementing targeted email marketing campaigns will increase the hotel's conversion rate. The hotel can efficiently nurture leads and boost conversions by segmenting the customer database and providing material that is specific to each customer's interests and actions. The addition of real-time chat support to a website may help visitors immediately and increase sales (Krizanova et al., 2019).
Engage: The hotel may use social media to increase client interaction by publishing engaging information about its special features, eco-friendly efforts, and spa services. Improve consumer engagement and brand loyalty by actively engaging with followers, swiftly replying to comments and messages, and hosting interactive campaigns or competitions. Using social media challenges and hashtags to inspire user-generated content is another way to increase participation (Pharino, Pearce and Pryce, 2018).
A thorough examination of the hotel's web presence, social media analytics, email campaign efficacy, and SimilarWeb findings is required to evaluate its present communications and social media performance. With this study, we can see where their approach for communicating with customers may need some work. The hotel may improve its social media visibility by posting more often, using social media advertising, and producing material that is both interesting and aesthetically attractive. Using personalisation, segmentation, and automation, email marketers may better serve their subscribers with timely and relevant messages (He, Morrison and Zhang, 2020). 


[bookmark: _Toc137681193]Gantt chart 
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Six Senses's marketing strategy uses several channels and activities to accomplish its goals. The company tracks the amount of views of its television commercials in an effort to improve their advertising strategy. To measure the success of radio advertising campaigns, advertisers use promo codes and call volume indicators. Pay-per-click (PPC) advertising strategies use click-through rates as a primary metric of success. In order to gauge success in one-on-one sales, we track metrics like number of meetings and percentage of leads converted. Demonstrating a product's value to potential customers helps bring in new business. Increased sales and more brand recognition result from sales promotion activities like coupon redemption and social media interaction. Using these KPIs, we can evaluate the campaign's performance and make any required improvements to the strategy.
[bookmark: _Toc137681194]Control 
There will be a number of metrics and Key Performance Indicators (KPIs) monitored to assess the efficacy of the marketing activities and the viability of the techniques used. The number of new consumers signed up for a service, the percentage of leads converted into paying customers, and the total cost of customer acquisition are all quantifiable indicators of success. Surveying customers and doing sentiment analysis are two other methods for monitoring brand awareness and consumer mood. Metrics like revenue growth, profit margins, and marketing return on investment (ROI) are good indicators of financial health. Average order value, customer lifetime value, and percentage of returning customers are some more KPIs to consider (Chee and Lian, 2019).
[bookmark: _Toc137681195]Conclusion 
In conclusion, Six Senses' marketing strategy confronts obstacles including low market penetration, high prices, and stiff competition. New markets, new consumer bases, and new potential for partnerships and collaborations exist, nevertheless. Improving digital marketing to raise brand awareness, providing more personalised experiences for customers, and reiterating the company's dedication to sustainability are all suggestions for overcoming these obstacles. Measuring and analysing important indicators and KPIs better would provide useful insights for continuous optimisation. The ability to adapt and innovate marketing methods is key to Six Senses' success in the premium hospitality sector, where the company faces stiff competition.
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INTRODUCTION

The following presentation will discuss the environment in which
Six Senses is operating. Along with this, a marketing
communication plan will be discussed for accomplishing the
objective of targeting a new customer base for the brand.
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CUSTOMERS: SEGMENTATION AND TARGETING
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COMPETITORS

The major competitors for Six Senses include the Ritz-Carlton, Four
Seasons and Anantara Hotels, Resorts & Spas. In order to deal with the
challenges, Six Senses focuses on incorporating innovative strategies, which
is helpful in gaining a competitive edge and maintaining a strong position in
the market (Filimonau and Mika 2019).
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OBJECTIVES

With the marketing communication plan, the core focus is on
accomplishing the following objectives.

= To increase customer base by 5% in the next 12 months.

= To increase customer engagement by 12% within the next 8 — 10
months.
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