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The Six Senses marketing plan is being prepared to promote and increase brand awareness for the luxury resort and spa brand. The plan will outline the various strategies and tactics that will be used to reach the target audience and achieve the marketing objectives. In order to frame the plan, we will be using several key frameworks and theorists, including the SOSTAC model, the 4 Ps of marketing, and Bowman's strategy clock (Alon, Jaffe, Prange, and Vianelli, 2020). These frameworks will provide a comprehensive and structured approach to the marketing plan and will ensure that all key areas are covered. The plan is specifically focused on the United Kingdom market.
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In the context of the Six Senses hotel in the United Kingdom, the situation analysis includes an analysis of the 5 C's:
Company: The SWOT analysis is a micro-level examination of the strengths, weaknesses, opportunities, and threats of Six Senses. The SWOT analysis helps to identify the internal resources and capabilities of the company, as well as its external environment (Bowie, Buttle, Brookes, Mariussen, 2017). This information can be used to develop a strategic plan to address challenges and capitalize on opportunities.
Customers: Customer segmentation and targeting involve dividing the market into distinct groups of consumers and identifying the most appropriate segments for the Six Senses brand. The customer profiles provide a detailed understanding of the target customers and their needs, preferences, and behaviours. This information can be used to tailor marketing and sales efforts to meet the specific needs of each customer segment.
Competitors: A perceptual positioning map and Bowman's strategy clock are used to analyse and understand the competitive landscape in the UK market. The perceptual positioning map provides a visual representation of the brand's position relative to its competitors, while Bowman's strategy clock provides a framework to evaluate the competitive strategies of each competitor (Smith, Zook, 2020). This information can be used to develop a competitive strategy that differentiates Six Senses from its competitors.
Collaborators: A thorough examination of the organization's B2B relationships, partnerships, and franchises is essential to understand the role of these relationships in the success of the Six Senses brand. This information can be used to identify opportunities to expand and strengthen these relationships to support the growth of the company.
Climate: The PESTLE analysis is a macro-level examination of the political, economic, social, technological, legal, and environmental factors affecting the UK market (Clow, Baack, 2013). This information can be used to identify potential challenges and opportunities in the market and to develop a strategic plan to address these factors.
This information can be used to develop a strategic plan to address challenges and capitalize on opportunities and ensure the success of the Six Senses brand in the UK market.

The aim of the marketing plan for the Six Senses hotel in the United Kingdom is to "Enhance the guest experience through innovative and personalized services while increasing brand awareness and market share in the luxury hospitality industry." This SMART target is focused on improving the guest experience, while also driving business growth.
Specific: To increase website traffic by 20% in the next six months by implementing search engine optimization and influencer marketing strategies.
Measurable: To increase brand awareness by 30% in the next year through targeted social media campaigns and events.
Achievable: To achieve a 90% customer satisfaction rate within the next 12 months by providing personalized, sustainable, and wellness-focused experiences.
Realistic: To boost revenue by 15% within the next 18 months through the implementation of a loyalty program and special promotions.
Timely: To the objective should be achieved within the first year of operation, with regular progress monitoring and evaluation to ensure it remains on track.
By setting SMART Objectives, the Six Senses hotel can prioritize its efforts, track progress, and make data-driven decisions to ensure its marketing plan is effective and efficient.
To stand out in the highly competitive luxury hospitality market in the UK, Six Senses will differentiate itself through the introduction of unique and ground-breaking services, cementing its position as a leader in the industry (Chaffey, and Ellis- Chadwick, 2019). The use of personalized services will help to create a unique and memorable experience for guests, further enhancing its reputation.

The value proposition of the Six Senses hotel in the United Kingdom is to provide guests with a unique, sustainable, and wellness-focused experience. The hotel sets itself apart from competitors by prioritizing sustainability and wellness, making it a leader in the luxury hospitality market. This will include showcasing the hotel's innovative services, such as spa treatments, yoga classes, and sustainable practices (Ryan, 2012). The value proposition will be delivered through a strong focus on training and development for staff, ensuring that every aspect of the guest experience is personalized and tailored to meet their specific needs and preferences. Linking the value proposition to customer segments will allow the hotel to reach its desired target audience more effectively and differentiate itself from competitors by offering a unique, tailored experience (Cunill, and Forteza, 2010). 

[bookmark: _Toc127293062]Marketing mix is comprised of four elements, known as the 4 Ps of marketing.
Product: Six Senses Hotel in the UK offers a unique and personalized experience to its guests through its innovative and sustainable hospitality services. This includes high-end amenities such as spa treatments, yoga classes, and sustainable practices (Ghauri, 2014). The hotel also offers a range of dining options, ranging from fine dining to casual dining, that cater to a variety of tastes and preferences.
Place: Six Senses Hotel will be in prime tourist destinations in the UK, making it easily accessible to customers. The hotel will use a variety of channels to reach customers, including online travel agencies, social media, and direct bookings through its website.
Price: The pricing of Six Senses Hotel will be based on market research and the marketing environment analysis and will vary depending on the time of year, demand, and competition (Hollensen, 2008). A variety of price points will be available for guests, and this will be displayed and shared through its website and marketing materials.
Promotion: Six Senses Hotel will advertise through a range of channels, using a combination of traditional and digital marketing tactics. The hotel will develop a comprehensive RACE framework, which will include tactics such as targeted advertising, public relations, events, and sponsorships (Housden, 2008). The communication mix will also include influencer marketing, email marketing, and search engine optimization, to reach its target audience effectively.
Thus, the marketing mix strategies of the Six Senses hotel in the United Kingdom are created to deliver on its value proposition and effectively reach its target demographic. 

A Gantt chart of marketing activities for Six Senses hotel in the United Kingdom would include a timeline of events and activities related to the promotion of the hotel. These activities may include social media advertising (Facebook, Instagram, Twitter), influencer marketing, content marketing (blog posts, email campaigns, etc.), website optimization, events and promotions, public relations, and paid search advertising. 

To measure the success of the marketing activities for Six Senses hotel in the United Kingdom, various metrics will be used. These include tracking the number of new customers, monitoring customer satisfaction and brand awareness through online reviews and surveys, and analysing financial performance in terms of increased profits and revenue (Kotler, and Kartajaya, 2017). In addition, regular market research will be conducted to monitor market trends and the competition, and to ensure that the marketing strategies remain effective and relevant. The data gathered will be used to adjust and improve the marketing plan as needed to achieve desired outcomes and maintain the growth and success of Six Senses in the luxury hospitality market.

To overcome these challenges, it is recommended to focus on leveraging digital marketing strategies, such as social media and influencer marketing, to reach a wider audience and establish a strong online presence (Onkvisit, and Shaw, 2009). Additionally, the hotel should consider conducting market research to better understand the target audience and tailor its offerings and promotions accordingly. Furthermore, investing in enhancing the brand image and establishing a clear brand message can help differentiate the hotel from its competitors. To maximize resources and achieve maximum impact, the marketing plan should prioritize the most effective and efficient tactics.










[bookmark: _Toc127293066]







References
Alon, I., Jaffe, E., Prange, C. and Vianelli, D., 2020. Global Marketing: Strategy, Practice, and Cases. Routledge.
Bowie,D. Buttle,F. Brookes,M&Mariussen,A (2017), Hospitality Marketing. 3rd ed, Routledge, London
Chaffey, D and Ellis- Chadwick, F. (2019) Digital Marketing. 7th ed, Pearsons, London.
Clow, K &Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson, London 
Cunill, O.M. and Forteza, C.M., 2010. The franchise contract in hotel chains: a study of hotel chain growth and market concentrations. Tourism Economics, 16(3), pp.493-515.
Ghauri, P N (2014) International Marketing, 4th Ed, McGraw Hill, London
Hollensen, S., 2008. Essentials of global marketing. Pearson Education.
Housden M (2008), Marketing Research & Information, Butterworth Heinemann, Oxford.
Jobber, D. and Ellis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London: 
Kotler, P., Armstrong, G., Harris, L. and He, H., 2020. Principles of marketing. 8th European ed, London: Pearson Education Limited.
Kotler,P and Kartajaya, H. Marketing 4.0 Moving from Traditional to Digital (2017) Wiley. New York.
Onkvisit, S. and Shaw, J., 2009. International marketing: strategy and theory. Routledge.
Ryan, D. (2012) Understanding Digital marketing: Marketing Strategies for Engaging The Digital Generation. Kogan Page, London.
Smith PR &Zook ZE (2020) Marketing Communications. 7th ed, Kogan Page, London
Zhao, J. and He, W., 2008. Competitive methods of multinational hotel companies in the new millennium (2000–2007). In Handbook of hospitality strategic management (pp. 149-179). Routledge.

[bookmark: _Toc127293067]Appendices
               [image: Chart

Description automatically generated]
                             Figure02: Gantt Chart (Ghauri, 2014).
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