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                                                            INTRODUCTION

The Marketing plans has been created for Six senses Brand, is an hotel group that define the hospitality industry and manly targeting the centre of the families as the hotel brand is a very well-known group for wellness and sustainability.
The marketing  is mainly to help the Brand to embrace a new demographic area of people and expanding their services to a different age group of guests, introducing a new Six senses concept in a metropolitan environment possibly fractioning their business into Smaller City Hotels resorts for example a City Hotel Resort where people can regenerate themselves and be able to experiencing a new concept of wellness in an affordable way without travelling far away to find an exotic environment.
SITUATION - The analysis shows that is an hotel group that define the hospitality industry and manly targeting the centre of the families. 
OBJECTIVES - This will be to keep wellness structure of the Group Brand Mission. 
STRATEGY - Embracing a different demographic area of guests and creating new opportunities for expansion. 
 TACTIC - Creating a new channel of communication especially on social media platforms, trying to influence younger guest to spread the word “wellness,” diversifying the structure of the hotels into a smaller establishment, standardize the wellness recipes for the new clientele and trying to create a different choice for a city guest.
ACTION - Creating a new type of spas resort city hotel collaborating with partners and to also have the possibility to be fractioned without creating a completely new sub brand. Implementing a sub mission or a new hotel service structure based on low-income type of guest with losing the luxury touch. 
CONTROL - There's a massive part of the business that need to be embraced as requested from the constantly changes in the industry and the climate events.









COMPANY SEGMENTATION AND SWOT (Micro analysis) 


SEMENTATION VARIABLE
Customers Segmentation and Targeting as the data shows in the past ten years that the segmentation is predominately towards families or middle-aged couples, we want to diversify the market and trying to reach a Europeans clientele trying to engage all those customers that they don’t want to travel far ,implementing a strategy that help the brand to engage with a different age distribution. See appendix 
DEMOGRAPHIC
· The Hotel brand highly prefers families clearly defying their target market in socio-demographic terms the strategy aim to embrace a different age distribution.
GEOGRAPHIC
· The Geographic segmentation of the brand is a division of the market into nations, states, and regions, creating this new concept in all the Capitals of Europe.

PSICHOGRAPHIC 
· The Psychographic aspect plays a particularly significant role in the market segmentation of this new project since is designed under the client lifestyle and personality.
BEHAVIOURAL
· Families and particularly couples have similarities in their behaviours and their expectations of a vacation abroad both segments are looking for calm, quite place where is possible to reach full relaxation but at the same time to have a variety of activities to do.








SWOT ANALYSIS 
STRENGHT 
· Strong nationwide presence and recognition.
· Process driven approach in guest servicing. 
· Meeting and supporting the customer expectations in terms of accommodation services and service deliverable. 
· Strong relationship with raw material suppliers correspondingly achieving prompt deliveries.
· A strong global distribution system due the strong presence and strategic alliance and partnership of the mother company.
WEAKNESS 
· The often wear and tear of the outer properties due to the proximity of big cities.
· Not enough open space to develop the landscape around, due to this customer can be less attract of the external visual. 
· Inefficient employee reward system when we compare to the competition around.
· Limited knowledge of this new brand in most of the international markets.
· Limited found for marketing or setting in place a good promotional activity.
· Structural defects in the hotels since the property was already existing leading to a rudimentary dissatisfaction from the guests.
OPPORTUNITIES
· Potential to create added recreational facilities for guests without incurring any more in an open space structured hotels and resorts.
· Opportunity to develop tourist and guest resources further.
· Development of this project could attract more people willing to invest in this new idea. 
THREATS
· The competition being developed in the city by new or an existing competitor.
· Unstable European economy.
· Rising inflation leading to an increase in the raw material costs and particularly for the employee wages and not being able to be consistent with the hotel rates increase.





CLIMATE AND PESTLE (Macro analysis)

POLITICAL In case of political unrest or any other emergency, the governments can impose a travel ban to certain destinations the danger of terrorism, international relations, and political climate in popular tourist destination.
ECONOMIC The major economic factor that could potentially affect this new brand is the ongoing turmoil in Europe. Events stock markets collapse in Asia and the debt crisis in Europe could eventually lead to a reduced power on buying and ability to travel.
SOCIAL Travellers are from different classes and age group, guest is targeting closer hotel locations and with more facilities implemented on the structure of their hotel so it could, increasing trends suggest that customers are preferring hotels which have hospitality services which give them a feel of being closer to their own house.
TECHNOLOGICAL Continuous improvements and technological enhancements call for a need of a constant updating of the system used to keep the product superiority over the enormous competition Use of social networking and more ease bookings procedure, using a big data to enhance customer service and the use of kiosk and digital check ins.
ENVIROMENTAL The brand can follow up and keep the same mission into the environmental projects, such a plastic free environment and implementation of new innovative programs to promote sustainable development.
LEGAL Recent laws about health and safety and new legislations could affect this brand and new fire evacuation could potentially affect the brand when distributing the service into metropolitan cities.














OBJECTIVES

Competitors are all those establishment that are considered high price luxury hotel and in order to break down market share we will embrace a different price range into the market, introducing partnership with a competitor that supply and they are focusing on a middle price range for a particular service so it can be available for a larger crowd of guest, change age distribution or even the possibility to create a franchising structure so people can invest and be part of the project, in this term we will have an incredible and remarkable project that will make history on the hospitality industry this can be achievable in 5 years' time. 
The implementation of different smaller hotels and mini luxury apartments or private villas within the brand in different cities will improve the geographic and geopolitical and besides the demographic strategy of the brand so it can be tailored in base of each individual European hotel brand location.
Also, contemporary trends in the consumer behaviour can open new market for the new projected hotels. It supplies a fantastic opportunity for the organization to build new revenue streams and diversify into new product categories too. 

STRATEGY
The strategy is based on the brand pillars of Strength, Inclusive, Reflection and Original – invites travellers to aspire to live at their fullest potential through a specialized blend of hospitality, fitness, and wellness an immersive lifestyle destination. It will be a completely twist for the competitors having to compete with affordability and elevated level of service around the corner also having the possibility of creating as a new sub brand a contemporary style of hotels resorts in the centre of every capital city.














TARGET MARKETING MIX


[bookmark: _Int_Dh5FiFyM]The evidence shows that the marketing mix at the moment is restricted to a certain area in the market and clientele in general, the implementations of this plan into the market will spread and increase enormously the profitability of the brand.
PRODUCT 
· City spas treatment Signature therapies, locally inspired treatments, Alchemy Bars, in-house experts visiting Practitioners and medical experts from around the world.
· Handmade mattresses, organic bedding and linens, dedicated Sleep programs to help relax the mind.
· Natural ingredients, local and sustainable healthy dietary programs, families cooking schools to help and educate kids in how to eat and cook healthy foods.
· Indoors groups and private wellness classes, functional fitness activities for the whole family, Hydro Worx programs, relaxation Float capsules and decompression rooms to make a stronger muscles and body structure.
· Activities for children and families based on the dimensions of wellness with key of social, environmental, physical, spiritual, emotional, and intellectual to relief the pressure and stress from the city life.










PRICE
This marketing plan can create a product range between 100 and 1000 pounds in price to the guest or consumer per night, which helps the brand to appeal to buyers looking for both a bargain and a higher value service in order to reach a completely different audience and essentially to highly compete in the market, families discount and membership as a private luxury club, exclusive offers for a single day treatment or a weekend package.
PLACE AND DISTRIBUTION
The product created can be sold and available online and not specifically combined with the main Six Senses website so it is available in every capital city touching different routes rather than a normal ecommerce strategy, it can gather help to be self-promoted from communities and locals' spas, sport community centres or a local beauty shop to promote our services.



PROMOTION METHODS
Direct methods:
· Sales through the hotel sales team
· Personal telephone calls
· Online pay per click or banner advertisement (Google ads, Facebook ads YouTube.) 
· Printed media advertisement 
· Hotel website booking system WBS
· Global distribution system (GDS)
Indirect methods:
· Travel agent 
· Independent travel agencies 
· Event planners
· Online travel agents (Expedia.com. booking .com, Agoda)
· Online travel portals (Trip Advisor, Hotel IQ)




ACTION
The strategy goal is scheduled to be achieved in 5 years' time 
Mainly approaching and targeting a youthful age of clientele and inspire them into a new wellness hotel concept as the Gannt chart shows on the appendix we mostly concentrate on creating new vibe of hotel amplifying marketing through new social media channels such a YouTube or Facebook related to wellness, wellbeing, Healthy lifestyle of cooking and eating and all the other activities that are related to six senses mission.








[image: ]


CONTROLL
· The way to control the business flow is to asset and request performance evaluation on a weekly basis.
· Overall performance standards.
· International communication program. 
· Management. 
· Allocation of financial resources. 
· Management commitment to employees. 
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