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[bookmark: _Toc137747732]1.0 Introduction
Six Senses' dedication to environmentally friendly procedures, concentration on client happiness and cleanliness, and attention on developing aesthetically pleasing buildings all contributed to the company's success. Although the company's customer service is currently top-notch, there are a number of obstacles that keep it from expanding and improving. Six Senses could be able to enhance consumer impression of its premium brand if it were to use digital advertising, clever distribution methods, and a pricing strategy that represented its upscale stance. Using the SMART model, a well-known marketing tactic, goals that are specific, measurable, relevant, and have a timeline are more likely to be accomplished. Success in business may be determined in a number of ways. George (2021) asserts that improving brand loyalty, concentrating on consumers, and breaking into new markets are all necessary for boosting sales. The founding values of Six Senses include teamwork, innovation, first-rate customer service, the provision of medical help, and a strong commitment to environmental preservation. The marketing approach adopted by the company prioritizes the utilization of technology, considers emerging patterns in travel, optimizes digital marketing techniques, and upholds a dedication to environmental sustainability. By following these guidelines, Six Senses can ensure the provision of exceptional service, maintain the integrity of their brand, and effectively engage with their customer base.
[bookmark: _Toc137747733]2.0 Situational Analysis
[bookmark: _Toc137747734]2.1 5Cs
A 5Cs study is carried out to better understand the operational and strategic decisions made by Six Senses. The aforementioned framework makes it easier to pinpoint important elements that have an impact on the organization's success.
· Company: Six Senses with high-quality accommodations and innovative health and environmental programs. The hotel chain runs properties in a variety of locations and markets itself as specialists in providing guests with exceptional service and memorable stays (Kenyon and Cox, 2020).
· Customer: Six Senses provides lavish and unique experiences for discerning guests. Their target market values individualized service, environmentally sustainable business practices, and a strong sense of community. These customers are well-educated, environmentally conscious, and willing to pay extra on upmarket accommodations and experiences.
· Competitors: The market for luxury hotels is very competitive, with several businesses vying for the same wealthy clientele. Other upscale hotel brands including Hilton, Four Seasons, and InterContinental compete with Six Senses. Six Senses promotes its dedication to sustainability, health, and top-notch service to differentiate itself from rivals (Ketter, 2020, p.193).
· Collaborators: In order to enhance its services and expand its market, Six Senses collaborates with a range of stakeholders. The business works with local tour operators, health experts, organic food distributors, and environmental organizations. In order to create structures that are visually beautiful and represent their ideals, they also collaborate with well-known interior designers and architects.
· Context: The external environment in which Six Senses works is always changing because of factors including the economy, travel patterns, laws, and environmental concerns (Manns,2020, p.355). Although economic fluctuations may have an influence on expenditure on luxury travel, developing regions and new travel patterns provide potential for expansion. Environmental laws and sustainability programs also have an impact on the business's operations and strategy.
[bookmark: _Toc137747735]2.2 Marketing Mix
Six Senses employs a comprehensive marketing mix strategy to effectively reach its target audience.
· Product: Numerous luxury and eco-friendly options are offered by Six Senses. The buildings are purposefully designed to fit in with their surroundings, providing optimal comfort and a higher degree of environmental awareness.
· Pricing: Six Senses markets itself as a luxury brand with premium pricing to reflect the outstanding value it offers. Six Senses wants to make sure that visitors value the unique experiences and excellent care they get while staying there, so they price their products appropriately (Minner and Nayak, 2019, March, p.85).
· Distribution: Six Senses carefully selects the greatest locations in well-traveled destinations across the world, enabling guests to experience a variety of cultures and magnificent surroundings. Strategic distribution channels are used to effectively reach the target market and provide simple access to their properties.
· Promotion: For Six Senses to gain recognition and attention, effective advertising is essential. The company uses a variety of digital marketing techniques, such as influencer and travel agency collaborations, social media campaigns, and search engine optimization. Six Senses promotes its distinctive products and builds a following of devoted customers by capitalizing on their reputation for quality, sustainability, and wellbeing (Page and Connell, 2020, p.217). 
[bookmark: _Toc137747736]3.0 Objectives
In order to succeed, maintain growth, and keep up its position as a pioneer in the premium hospitality sector, Six Senses has established particular goals.
· Specific: By entering strategic international locations and building new hotels in developing areas, Six Senses seeks to improve its market share. The brand's priority is providing luxurious experiences while placing a strong emphasis on health and sustainability.
· Measurable: Six Senses has set quantifiable objectives, such as growing revenue by 15% annually, maintaining a guest satisfaction rating of 90% or above, and winning industry recognition (Papaioannou, 2022).
· Attainable: Given its financial resources, market potential, and history, Six Senses can achieve its ambitions. Six Senses may use its name and expertise to take advantage of growth opportunities and achieve its goals.
· Relevant: The goals line up with the sustainability, environmental stewardship, and guest wellbeing fundamental principles of Six Senses. The brand wants to provide memorable experiences that connect with and reflect the values of its target market.
· Time-bound: In order to accomplish these goals, Six Senses has set deadlines for establishing six new hotels within four years, adopting sustainability efforts at all of its locations by 2027, and introducing ground-breaking wellness initiatives within six months (Pham, Dhir and Carrier Guillomet, 2022, p.301).
[bookmark: _Toc137747737]
4.0 Strategy
Through a well-defined strategy, Six Senses seeks to maintain its position as the top premium hospitality brand globally. The brand's success is linked to important characteristics that set it apart from rivals.
· Sustainability and Environmental Stewardship: Sustainability and responsible tourism are top priorities for Six Senses. They are dedicated to reducing their ecological effect by collaborating with nearby communities and using technology. By incorporating sustainability into its daily operations, Six Senses hopes to draw in tourists that care about the environment.
· Wellness and Holistic Experiences: Numerous wellness programs and services are available in Six Senses, such as spa services, yoga, meditation, and healthy food choices. Six Senses entices health-conscious guests looking for rest, renewal, and personal development by offering opulent lodging and wellness-focused events (Prmono, 2022, p.22).
· Exceptional Service and Personalization: The exceptional service and meticulous attention to detail at Six Senses are well known. The brand focuses on providing unique experiences that go above and beyond for customers. To help their visitors have special experiences, they provide individualized welcome amenities and carefully selected excursions.
· Technology and Innovation: In order to improve customer experiences and simplify operations, Six Senses places a high priority on the use of technology. Mobile apps are used for smooth check-in and concierge services, in-room smart controls are used for individualized comfort, and data analytics are used to predict and respond to guest preferences.
· Collaborations with Like-minded Partners: Six Senses works in partnership with people and groups that share their values. By collaborating with health experts, environmentalists, and community organizations, Six Senses improves its services and creates a network of people who share its expertise and principles (Shrivastava et al., 2019, p.34).
[bookmark: _Toc137747738]5.0 Tactics
In order to implement its strategy and achieve its objectives, Six Senses use a number of tactical approaches. These tactics span customer service, marketing, and operations, producing a superb product all around.
· Sustainable Operations: Sustainable business practices are used by Six Senses, including the use of energy-saving technology, water conservation measures, waste management techniques, and the procurement of organic and locally grown food. These steps lessen their impact on the environment and increase their eco-friendliness (Sikand, 2020).
· Digital Marketing: In order to reach its target demographic, Six Senses uses social media channels, SEO strategies, and focused online advertising. Six Senses' expansion into new areas and tourist draw are aided by partnerships with important travel agents, upscale travel consultants, and international businesses.
· Enhanced Visitor Experience: In order to ensure that guests get outstanding service, individuality, and attention to detail, Six Senses puts a high priority on training its personnel. In order to improve visitor experiences, they provide health retreats, cultural excursions, and outdoor activities (Sousa, Magalhães and Soares, 2021, p.224). The guest experience is further enhanced by the use of contemporary technology, such as mobile apps for check-in and concierge services, individualized in-room controls, and data analytics.
[bookmark: _Toc137747739]6.0 Action
By seamlessly incorporating sustainability, health, and top-notch service into its business practices, Six Senses carries out its overall goal. They emphasize ethical sourcing, waste management methods, and ecologically friendly energy sources. They also stress responsible tourist activities  (VUJOVIĆ, RAĐENOVIĆ and VUJOVIĆ, 2021, p.79). The combination of individualized guest interactions, advantages technology, and partnerships with like-minded businesses makes for unforgettable experiences for visitors. The marketing channels and schedules planned by the Six Senses are all listed in the following Gannt chart. 
[image: ]
Figure 1: Gantt Chart  
(Source: Learner)
[bookmark: _Toc137747740]7.0 Control
In order to sustain quality across all of its sites, Six Senses maintains control over its operations, service standards, and brand image. To ensure consistent service and client experiences, quality standards are maintained. In order to gauge compliance and advancement, evaluations and audits are undertaken often (Weinstein, 2022, p.225). Through surveys, assessments, and engagement initiatives, Six Senses regularly tracks customer satisfaction and uses the input to proactively improve its goods and services. Profitability, revenue, and occupancy are three important success factors that are regularly watched in terms of financial performance (Zhang, Xiong and Lee, 2020, p.401). By keeping an eye on social media sites and immediately answering consumer questions and comments, Six Senses also actively controls its image.
[bookmark: _Toc137747741]8.0 Conclusion
Thus the marketing strategy for Six Senses is created to meet its goals and appeal to its wealthy clientele. Using the 5Cs framework, the brand portrays itself as a pioneer in sustainability and wellbeing within the luxury hotel sector. While external circumstances affect business operations, alliances and collaborations improve the brand's goods and services. Success at Six Senses may be attributed to the implementation of SMART goals and a smart marketing plan that is specific to the target market. Tactical measures are used to guarantee that the plan, which stresses collaboration, good customer service, sustainability, wellness, and technology, is carried out. To safeguard the brand and service quality, controls have been put in place. By starting these projects, Six Senses hopes to provide each of its visitors a unique experience while retaining its position as a market leader in the luxury hotel sector.
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	Factors
	Influence

	Political 
	· Government regulations and policies related to the hospitality industry.
· Political stability and geopolitical issues in key markets.
· Taxation policies and incentives for the tourism and hospitality sector.
· Changes in visa regulations and travel restrictions.
· Political support for sustainability and environmental initiatives.

	Economic 
	· Economic growth and stability in target markets.
· Currency exchange rates and fluctuations.
· Disposable income and consumer spending patterns.
· Business and leisure travel trends.
· Impact of economic downturns on luxury travel demand.

	Social 
	· Changing demographics and preferences of target customers.
· Increasing focus on health and wellness among consumers.
· Cultural norms and preferences influencing travel decisions.
· Shift towards sustainable and eco-friendly practices.
· Growing demand for personalized and unique experiences.

	Technological 
	· Advances in digital technology and mobile applications.
· Adoption of smart controls and automation in hotel operations.
· Data analytics for customer personalization and experience enhancement.
· Online booking platforms and distribution channels.
· Impact of emerging technologies on the hospitality industry (e.g., AI, IoT).

	Environmental 
	· Environmental regulations and sustainability initiatives.
· Climate change and natural disasters affecting travel patterns.
· Demand for eco-friendly practices and green certifications.
· Availability and cost of renewable energy sources.
· Impact of environmental awareness on customer preferences.

	Legal 
	· Compliance with local and international laws and regulations.
· Employment laws and regulations in various countries.
· Intellectual property protection for branding and innovations.
· Health and safety regulations in the hospitality industry.
· Data privacy and protection regulations.


(Source: Self-Created)
[bookmark: _ieksrdt46h0y][bookmark: _Toc137747745]Appendix 2: SWOT Analysis
	Strengths
	Weaknesses

	· Strong brand reputation and recognition in the hospitality industry.
· Focus on high-quality accommodations and exceptional service.
· Commitment to sustainability and environmental programs.
· Collaborations with stakeholders to enhance services and market expansion.
· Comprehensive marketing mix strategy to reach target audience effectively.
	· Intense competition in the luxury hotel market.
· Dependence on economic fluctuations and travel patterns.
· Need to continuously adapt to changing laws and environmental concerns.
· Reliance on external partners for expertise in design and architecture.

	Opportunities 
	Threats

	· Potential for expansion in developing regions and new travel patterns.
· Increasing demand for environmentally conscious and personalized experiences.
· Growing market for wellness and holistic services.
· Advancements in technology for improved customer experiences.
· Potential for strategic collaborations with like-minded partners.
	· Competition from other luxury hotel brands like Marriott, Four Seasons, and InterContinental.
· Economic downturns impacting luxury travel expenditure.
· Changing laws and regulations affecting business operations.
· Potential negative impact on brand reputation from social media and customer feedback.


(Source: Self-Created)
[bookmark: _9rwqirtkhfdt][bookmark: _Toc137747746]Appendix 3: Action Plan
	Timeline
	Action Plan

	Month 1-3
	· Conduct market analysis for international expansion.
· Initiate collaborations with stakeholders.
· Develop a sustainability roadmap.

	
	

	
	

	Month 4-6
	· Launch a digital marketing campaign.
· Enhance guest experiences and wellness programs.
· Implement technology solutions.

	
	

	
	

	Month 7-12
	· Begin construction of new hotels.
· Establish collaborations with partners.
· Monitor performance and gather customer feedback.

	
	

	
	

	Month 13 and beyond
	· Maintain control over operations and service standards.
· Engage with customers through social media.
· Continuously innovate and adapt to market changes.

	
	

	
	


(Source: Self-Created)
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                    Situational Analysis • Six Senses thrives with a 5Cs strategy to operational and strategic decisions. • They prioritises wellness, environmental, and high - quality housing (Kenyon and Cox, 2020).      
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            Marketing Mix • Six Senses offers eco - friendly, luxurious lodgings . • Their high prices guarantee unique experiences and excellent service (Minner and Nayak, 2019 , March, p . 85 ) . • Strategic distribution methods and locations make Six Senses' target population accessible .  
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              Strategy • Six Senses leverages technology and local communities to reduce their environmental impact . • Their wellness programmes attract health - conscious travellers seeking relaxation, personal development, and luxury accommodations ( Prmono , 2022 , p . 22 ) .
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          Tactics • Six Senses decreases its environmental impact through conserving energy, water, and waste . • They work with travel agencies and foreign companies using social media, SEO, and targeted online advertising .
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             Action • Six Senses blends sustainability, health, and service through ethical sourcing, garbage management, and green energy . They promote responsible tourism (Vujović, Rađenović, and Vujović, 2021 , p . 79 ) . • For effective marketing, Six Senses employs a Gannt chart .   
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            Control • Six Senses manages operations, service, and brand image to ensure excellence at all properties . • Compliance and quality are checked regularly (Weinstein, 2022 , p . 225 ) .  
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              Conclusion • Six Senses strategically advertises sustainability and well - being in luxury hotels to affluent clientele . • Corporate operations are affected by external factors, yet alliances and collaborations strengthen brand products and services (Ketter, 2020 , p . 193 ) .   
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