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[bookmark: _Toc136911186]Introduction
This marketing report aims to provide a fully working marketing plan that will help Six Senses Samui overcome its current shortcomings and position in the Thai tourism sector. This report has been prepared for senior management. For this, 5C’s analysis, SWOT analysis, STP, PESTLE, the Ansoff matrix, Bowman’s strategy clock, and more micro and macro environmental factors and frameworks have been used to do critical analysis. All these are used in current market research about the Six Senses Samui location in Koh Samui, Thailand. 
[bookmark: _Toc136911187]Situation analysis
[bookmark: _Toc136911188]5C’s analysis
Company
SWOT analysis
Strength
It has a strong focus on luxury eco-tourism. It appeals to environmentally conscious travellers. 
Weaknesses
It is expensive as it is a luxury resort (Brown, 2019). The number of rooms is quite limited. 
Opportunities
It can accommodate more customers by increasing its room number. The influx of tourists and travellers has been increasing in Thailand since June 2022 (Brown, 2022). 
Threats
High competition from its competitors is a major threat. The high chances of natural calamities may put the business at high risk. For example, Thailand's natural calamities during the early 2000s (Brown, 2022). 



Customer
Segmentation
Demographics
Travellers within the age range of 30-60 with a high income level. 
Psychographics
Travellers who look for luxury and are affluent enough to afford Six Senses Samui (Johnson, 2021). 
Behavioural
Travellers who are environmentally conscious and look for sustainable travelling options. 
Targeting
Travellers who have a high level of income, are aged between the early 30s to late 60s, and look for sustainable travelling are the prime target for Six Senses Samui (Six Senses Samui, 2022). 
Positioning
Six Senses Samui positions itself as a leading luxury resort geared towards affluent customers looking for both luxury and sustainable travelling with a 360-degree travel experience (Miller, 2022). 
Competitors
Perceptual positioning map
The competitors of Six Senses Samui are Banyan Tree Samui ($408), The Ritz-Carlton Samui ($310), Vana Belle Samui ($319), Napasai Samui ($310), Conrad Samui ($575). 
[image: ]
Figure: Perceptual map for Six Senses Samui
Bowman’s Strategy Clock
According to Bowman’s strategy clock, Six Senses Samui follows both differentiation and focused differentiation (Kotler, 2021). 
Differentiation
The resort differentiates itself from most other low level and mid-level competitors by becoming a “Luxury” resort (Six Senses Samui, 2022). 
Focused differentiation Six Senses Samui is not only a luxury resort, but also a “luxury resort targeting travellers looking for a balance among luxury, sustainability, and environmental conservation” (Six Senses Samui, 2022). 
Collaborators
B2B relationship partnerships
Six Senses Samui heavily depends on the B2B relationship and partnerships with many of the stakeholders in the tourism industry in Thailand and even outside of Thailand (Six Senses Samui, 2022). For example, it has commission-based partnerships with tour agencies and independent operators vetted by the Thai Tourism board (Smith, 2021). Again, it has a strong B2B relationship with local suppliers and vendors too. Apart from these, it has affiliation with events and weddings planners (local), business relations with overseas tour agencies for destination weddings and parties and most importantly corporate clients for all sorts of meetings such as AGM, etc. 
Climate
PESTEL Analysis
Political
The political stability in Thailand is favourable (Smith, 2022). That is helping to boost its tourism sector. 
Economic
The growth rate of the economy and exchange rate against strong foreign currencies are getting better since the reopening of Thailand for international tourists in 2022 (Williams, 2022). 
Sociocultural
The warm and welcoming nature of the people and tourism sector of Thailand is attracting a huge number of international travellers from around the world (Brown, 2019). This is a big win for even luxury hotels and resorts such as Six Senses Samui. 
Technological
Rapid development and precise integration of technological infrastructures in the tourism sector of Thailand are very common (Brown, 2022). Simple online booking to 360-degree customer experience heavily relies upon technologies. 
Environmental
Thailand is highly cautious about green/eco/sustainable tourism (Johnson, 2021). Therefore, hotels/resorts must comply with domestic tourism mandates. 
Legal
Legal issues in Thailand regarding tourism can harm overall operations. Therefore, as long as businesses comply with the rules and regulations, the government will support those (Johnson, 2021). However, the government strictly enforces laws regarding the conservation and preservation of the environment. 
[bookmark: _Toc136911189]Marketing Mix Strategies
Products/services
The main products of Six Senses Samui are luxury suites and villas. Another exclusive service is the personalised wellness massage and spa (Kotler, 2021). The highly trained women massager runs the wellness program. 
Price
The price range falls in the luxury categories. A standard room rent starts at $200 per night and goes up (Six Senses Samui, 2022). 
Promotion
Six Senses Samui heavily relies on influencer marketing (Miller, 2022). It also utilises social media marketing and advertising.
Place
The location of Six Senses Samui is in Koh Samui, Thailand. The overall setting of this location is spectacular with raw natural beauties. Online and offline booking are convenient options.  


[bookmark: _Toc136911190]Objectives
To increase the occupancy rate by 10 percent by the next fiscal year by enhancing guest satisfaction by 15 percent, increasing direct booking by 20 percent so that a 25 percent revenue increment is possible as well as 10 percent carbon footprint reduction through direct booking. 



[bookmark: _Toc136911191]Strategies
There are no drastic changes in the value proposition of Six Senses Samui. However, this business should use its current marketing and sales channel to ensure that the rate of direct booking is higher than the current fiscal year so that it can achieve its objectives as mentioned above (Smith, 2021). This business has already done excellent with market penetration, market development, and diversification. 
Based on Ansoff matrix analysis, this business should focus on product development, for example, introducing new wellness programs for people who are in their early 20s to late 20s, as many digital nomads are shifting to Thailand from developed countries with long-term Visa and they have also a high level of income as the existing clientele this business (Smith, 2022). The only changes in the marketing mix will be a slight price reduction for the new wellness products and more focus on social media communication with potential clients.
[bookmark: _Toc136911192]Tactics
The strategies that Six Senses Samui should consider focusing on more are its public relations and social media marketing communications, where they can connect with more potential clients, and then can be influenced for booking the products and services of this business directly (Williams, 2022). This should be the exact mix of communication that this business should precisely focus on. This is the only proper and most functional way to improve their communication with their potential clients.







[bookmark: _Toc136911193]Action
The action plan will be presented as a Gantt Chart. 
	Category
	Timeline
	Objective

	Building more rooms
	12 months
	10% increase in occupancy

	Improving guests’ experience
	12 months
	15% increase in guests satisfaction

	Improving direct communication channels through social media
	6 months 
	20% increase in direct booking


The above activities are expected to increase revenue by 25%. The overall current situation and future growth prospects justify the recommended marketing strategies and the above Gantt chart. 
[bookmark: _Toc136911194]Control
Because it is a luxury hotel and resort, the number of customers will not be as significant as budget-friendly hotels and resorts. That means there are only two prime factors that can be used to measure the success rate for this business KPI (Brown, 2019). The first one is an increment of direct booking and the second one is increased satisfaction of guests over time. These two success factors will ensure that the newly proposed plan for this business is quite successful.
[bookmark: _Toc136911195]Conclusion
[bookmark: _heading=h.17dp8vu]From the overall analysis, it can be stated that Six Senses Samui will gain more business opportunities to a great extent only by following the above strategies. However, Six Senses Samui must keep close tabs on the implementation of the strategies and overall control process. No matter how good these strategies are, proper implementation only can lead this business to success. 
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Figure: Six Senses Samui
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Company
SWOT analysis
Strength
- strong focus on luxury eco-tourism.
- appeals to environmentally conscious travellers.
Weaknesses
- expensive as it is a luxury resort (Brown, 2019).
- number of rooms are quite limited.
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Company
SWOT analysis
Opportunities
- can accommodate more customers by increasing its room number.
- tourists and travellers has been increasing in Thailand since June 2022
(Brown, 2022).
Threats
- high competition from its competitors.
- natural calamities may put the business at high risk. (Brown, 2022).
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Customer
Segmentation

Demographics

- within the age range of 30-60 with a high level of income.
Psychographics

- affluent enough to afford Six Senses Samui (Johnson, 2021).
Behavioural

- cnvironmentally conscious and look for sustainable travelling options.
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Customer
Targeting
- travellers who have a high level of income, aged between early 30s to late 60s.
- looking for sustainable travelling are the prime target for Six Senses Samui
(Six Senses Samui, 2022).
Positioning
- Six Senses Samui positions itself as a leading luxury resort geared towards
affluent customers looking for both luxury and sustainable
- travelling with 360 degree travel experience (Miller, 2022).
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Competitor

Perceptal posiining map
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Competitor
Bowman’s Strategy Clock
- Six Scnses Samui follows both differentiation and focused differentiation
(Kotler, 2021).
Differentiation
- differentiates itself from most other low level and mid level competitors by
becoming a “Luxury” resort (Six Senses Samui, 2022).
Focused differentiation

- a “luxury resort targeting travellers looking for a balance among luxury,
sustainability, and environmental conservation” (Six Senses Samui, 2022).
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Climate
PESTEL Analysis
Political
- good political stability in Thailand is favourable (Smith, 2022).
- helping to boost its tourism sector.
Economic
- growth rate of the economy and exchange rate are great (Williams, 2022).
- exchange rate is great.
Sociocultural
- warm and welcoming nature of the people
- huge number of international travellers from around the world (Brown, 2019).
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Climate
PESTEL Analysis
Technological
- rapid development and precise integration of technological infrastructures
(Brown, 2022).
- simple online booking to 360 degree customer experience

Environmental

- highly cautious about green/eco/sustainable tourism (Johnson, 2021).
- hotels/resorts must comply with the domestic tourism mandates.
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Situation Analysis: 5C analysis

Climate
PESTEL Analysis
Legal

legal issues in Thailand
regarding tourism can harm the
overall operations.

as long as the businesses
comply with the rules and
regulations, the government will
support those (Johnson, 2021).
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Marketing 4P’s Strategies

Products/services
- the main products of Six Senses Samui are
luxury suites and villas.
- another exclusive service is the personalised
wellness massage and spa (Kotler, 2021).
Price
- the price range falls in the luxury categories.
- a standard room rent starts at $200 per night
and goes up (Six Senses Samui, 2022).





image15.jpg
Marketing 4P’s Strategies

Promotion

- Six Senses Samui heavily relies on

influencer marketing (Miller, 2022).

- It also utilises social media
marketing and advertising.

| -

Place
- the location of Six Senses Samui is
in Koh Samui, Thailand.
- the overall setting of this location is
spectacular  with raw natural |
beauties.
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Objectives
O To increase the

- occupancy rate by 10 percent by
the next fiscal year

- the guest safisfaction by 15
percent

- direct booking by 20 percent

- 25 percent revenuc increment

- 10 percent carbon footprint
reduction  through  direct
booking.
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- there are no drastic changes in the value proposition of Six Senses Samui.

- this business should usc its current marketing and sales channel to ensure
that the rate of direct booking is higher than the current fiscal year so that it
can really achieve its objectives as mentioned above (Smith, 2021).

- this business has alrcady done excellent with market penctration, market
development, and diversification.
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O Ansoff matrix analysis,

should focus on product development, for example, introducing new
wellness programs for people who are in their carly 20s to late 20s

many digital nomads are shifting to Thailand from developed countries with
long-term Visa and they have also high level of income as the existing
clientele this business (Smith, 2022).

only changes in the marketing mix will be price reduction for the new

wellness products and more focus on social media communication
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strategies that Six Senses Samui should consider focusing more are its public
relations and social media marketing communications

they can connect with more potential clients

they can be influenced for booking the products and services of this business
directly (Williams, 2022)

this should be the exact mix of communication that this business should

precisely focus on.
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Category Timeline Objective

Building more rooms 12 months 10% increase in occupancy

Improving guests’ experience | 12 months 15% increase in guests”
satisfaction

Improving direct 6 months 20% increase in direct

communication channel booking

through social media.
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Control

resort, the number of customers will not be as

considering the fact that it is a luxury hotel and ;3}%

1S

significant as budget friendly hotels and resorts.
that means there are only two prime factors that
can be used to measure the success rate for this
business KPI (Brown, 2019).

the first one is an increment of direct booking -
and the second one is increased satisfaction of

guests over time.
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Six Senses Samui will gain more business opportunities to a great extent only
by following the above strategies.

Six Senses Samui must keep close tabs on the implementation of the strategies
and overall control process.

no matter how good these strategies are, proper implementation only can lead
this business to success.

all the strategic steps must be done with proper time management
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O The purpose of this marketing report is to provide a full
working marketing plan that will help Six Senses Samui with
its current shortcomings and position

O This report has been prepared for the senior management.

O For this, 5C’s analysis, SWOT analysis, STP, PESTLE, Ansoff
Matrix, Bowman’s Strategy Clock, and more micro and macro
environmental factors and frameworks have been used to do
critical analysis.




