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Introduction
The purpose of a marketing plan for Six Senses Ibiza is to outline the strategies and tactics that will be implemented to promote the resort, attract potential guests, and ultimately drive bookings and revenue. The marketing plan serves as a roadmap to guide the marketing efforts and ensure they are aligned with the overall business objectives of the resort.

Situation Analysis
Situation analysis is an assessment of the internal and external factors that impact a company and it includes the 5 C’s that we will shortly analyze in order to identify an issue or marketing opportunity and create a communication strategy for our hotel in the current climate.
Here's a situation analysis of Six Senses Resort in Spain, Ibiza. 
This specific location has many advantages such as the unique location in Cala Xarraca on the exotic island of Ibiza and the fact that Six Senses is a renowned luxury brand with emphasis on wellness and sustainability, high-quality amenities with a strong brand reputation. When you travel to Six Senses resort on the northern tip of Ibiza, you not only arrive at a destination, you travel to a different frequency.  The Resort has 137 guest accommodations, residences, mansions, pool suites and beachfront caves are a meaningful setting for deep spiritual experiences rooted in the local culture, celebrating music, art, sustainable fashion, wellness and spirituality that has become synonymous with the island.
Even if there is a limited accessibility and potential seasonal demand fluctuations, the brand has adjusted to these situations and during cool season, they bring their clients a series of expert-led retreats to provide the much-needed space to reconnect with their inner peace, thrive, and be a better version of themselves when they’re back in the outer world. From playful to profound, their retreats foster community and connection while helping clients make long-lasting and meaningful changes.
Ibiza is a popular tourist destination known for its vibrant nightlife, beautiful beaches, and luxury offerings. The tourism industry in Ibiza has seen growth, attracting a diverse range of visitors. Target customers include luxury travelers seeking unique experiences, wellness enthusiasts, and nature lovers. The resort may also attract environmentally conscious individuals looking for sustainable tourism options.
	The customer profile is a young adult who values their well-being and enjoys luxury experiences. They seek a retreat where they can relax, rejuvenate, and escape from the busy lifestyle. They are interested in wellness practices like yoga and meditation and appreciates sustainable initiatives. Also, they love exploring nature, engaging in water activities, indulging in gourmet cuisine and don’t mind if they spend extra for a luxurious experience that caters wellness needs. 

Objectives
SMART objectives are specific, measurable, achievable, relevant, and time-bound goals that help guide marketing plans. Here's is my SMART objective for the marketing plan of Six Senses Ibiza Resort:
Objective: Increase direct bookings by 15% within the next 12 months.
Specific: The objective clearly defines the desired outcome, which is to increase direct bookings.
Measurable: The objective includes a quantifiable metric, a 15% increase in direct bookings, which can be tracked and measured over the specified time frame.
Achievable: The objective is set at a reasonable and attainable level based on the resort's current performance and market conditions. It considers factors such as the resort's unique selling points, target market, and competition.
Relevant: The objective aligns with the resort's marketing goals and is relevant to its overall business objectives. Increasing direct bookings can lead to higher revenue and better control over the guest experience.
Time-bound: The objective has a specific time frame of 12 months, providing a clear deadline.

Strategy
Our plan is to increase direct bookings by 15% within the next 12 months. In order to achieve this objective we will use Ansoff’s Matrix, also known as the Product-Market Expansion Grid, which is a strategic framework that helps organizations identify growth opportunities. The marketing plan will include strategies such as:
· Enhancing the resort's website and online booking experience to encourage direct bookings.
· Implementing targeted digital marketing campaigns to reach and engage the resort's target market.
· Offering exclusive promotions and incentives for guests who book directly.
· Collaborating with travel agents and online travel agencies to promote the resort and increase visibility.
· Leveraging social media platforms and influencers to raise awareness and attract potential guests.
· Collecting and analyzing guest data to gain insights and optimize marketing efforts.

Tactics 
To implement the strategies mentioned, here are some components of the RACE/Communications Mix:
Enhancing the resort's website and online booking experience to encourage direct bookings:
· Website Optimization: Improve the website's design, user experience, and mobile responsiveness to make it easy for visitors to navigate and book.
· Clear Call-to-Action: Place prominent and compelling calls-to-action on the website, guiding visitors to book directly.
· Online Booking Incentives: Offer exclusive promotions, discounts, or perks for guests who book directly through the website.

Implementing targeted digital marketing campaigns to reach and engage the resort's target market:
· Search Engine Marketing (SEM): Run targeted PPC campaigns using relevant keywords to increase visibility and drive traffic to the website.
· Display Advertising: Utilize visually appealing ads on relevant websites and platforms to raise awareness and capture the attention of the target market.
· Content Marketing: Create engaging and informative content such as blog posts, videos, and guides to attract and engage the target audience.

Offering exclusive promotions and incentives for guests who book directly:
· Email Marketing: Send targeted email campaigns to existing and potential customers, highlighting exclusive promotions and incentives for direct bookings.
· Social Media Advertising: Run paid campaigns on social media platforms, specifically targeting users who have shown interest in the resort or similar luxury accommodations.
· Website Pop-ups: Implement pop-ups on the website offering exclusive promotions or discounts to encourage direct bookings.

Collaborating with travel agents and online travel agencies to promote the resort and increase visibility:
· Partnership Development: Establish relationships with travel agents and online travel agencies, offering competitive commissions and packages for promoting the resort.
· Affiliate Marketing: Set up an affiliate program, incentivizing partners to promote the resort through their channels and earn a commission for each booking.

Leveraging social media platforms and influencers to raise awareness and attract potential guests:
· Social Media Marketing: Create engaging content, including photos, videos, and stories, to showcase the resort's unique offerings and experiences.
· Influencer Partnerships: Collaborate with relevant travel influencers and content creators to showcase the resort and reach their engaged audience.
· User-Generated Content: Encourage guests to share their experiences and photos on social media, using branded hashtags and tagging the resort's account.

Collecting and analyzing guest data to gain insights and optimize marketing efforts:
· Customer Relationship Management (CRM): Implement a CRM system to collect and organize guest data, including preferences, contact information, and booking history.
· Data Analysis: Analyze guest data to identify trends, preferences, and opportunities for personalized marketing campaigns and tailored offerings.
· Feedback and Surveys: Regularly gather guest feedback through surveys and reviews to understand satisfaction levels and make improvements based on insights.

Control 
How will we measure success? Mainly, if we reach our main established goal which is an increase of direct bookings by 15% within the next 12 months. This not only means more customers, but hopefully a positive attitude towards the brand and 15% increased profits. 
By implementing these strategies and specific tactics, Six Senses Ibiza aims to optimize its marketing efforts, increase visibility, attract and engage its target market, and ultimately drive direct bookings for the resort.
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