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Marketing Plan for six senses

Introduction 
‘Six Senses’ are well-known multinational hotel brands that operate the business in the hospitality industry but have a diverse way of attracting customers. This assignment is about proper planning, and marketing methods and strategies. Hotel Six Senses operates its business as a luxury hotel brand and provides a sustainable and emotive experience to its visitors (Armstrong et al., 2014)

Situation analysis: 
5Cs, SWOT, and Porter’s five forces analysis. SWOT analysis is a popular method used by companies.
The 5 Cs are a mixture of 5 important elements. They are company, customers, competitors, climate, and collaborators. 

Company 

Six Sense is well known for its hospitality and services to their guest and operates as a chain business. Six Sense started its journey in 1995. Moreover, they offer different types of loyalty programs as a reward for frequent customers. 

SWOT analysis of the six senses is as follows: 

Strengths: 

1) Six Senses has 1.317M overviews and 48.4% on Facebook.
 2)To promote its business-owned television, website, and digital advertising activities.
3)Targeting the guests such as families as the resort is offering outside picnics, workshops, cooking classes, and pools.
4) Six senses are found in 16 hotels and resorts’ separate locations,   comfortable rooms with mandatory services, and around 5,000 employees. (Owler, 2023) 
    
Weaknesses: 
1) High setup costs, and high prices of products and services.
2)Does not aim to serve the mid-range brand and competitive prices. 
3) Less young people, taken for an adventure. (Cristina Miceli, 2022)

Opportunities:
1) To partner with local suppliers and stores to receive help from local sourcing trends, and develop. 
2)Expansion to new popular locations, business centre–oriented offering additional services, and partnering with travel agencies. (Islam and M.M., 2021).
3) Making customers feel happy, and as they enjoy parties.

Threats:
1) Increase in taxes, changes in the trend of user behaviour, and fierce competition. (Patrick Landman, 2022) 
2)These organisations operate promotional activities for the mass audience. 
3)Six senses luxury and health-oriented experience. 

Customer: customer profile/segmentation and targeting 
The segmentation generally operates based on customers' needs and preferences of the target market. six sense segmented itself based on the demographic, psychographics, and behaviour of the customers.





Segment A; Business class people with kids,
Segment B: Professionals, political leaders
Segment C: Athletes, actors, artists so on. 
 
Target market and position: Hotel Six Senses always prefer to communicate with its customers in a personalised way as the customers expect from these organisations (Millward L., 2020).
Six Senses operates different types of marketing strategies as a luxury brand and positioning itself based on luxury (Kim et al., 2021)



Competitors:
The main competitors are 
Banyan Tree, Aman Resort, four seasons so on.


Collaborators: As part of an ambitious Plastic Free 2022 strategy to remove and avoid all virgin plastic materials from its hotel and spa operations, the first hospitality brand to collaborate with the United States Coalition on Sustainability and SustainChain™, and addresses the root cause of plastic pollution. SustainChain™ is a change engine to drive unprecedented action and progress towards the United Nations and Championing the value of collaboration, It connects the global sustainability ecosystem to join collective ventures and share best practices. 

# Summer 2022 xarraca x Free 00, the exclusive candle collaboration between Vyrao and six senses has launched.

#Lighting Science partners with six senses hotel resort spas.


Climate  
PESTLE  is as follows: 
 Political Factors: Government policy and political stability and motivated factors could affect business.  
Economic Factors:  overall economic forces that could affect likewise taxation, labour cost etc.
Social Factors: social aspect, attitude, and trends that influence and target market.
Technological Factors: Investment in technological Research and Development can affect the business ( Saxena,2022). 
Legal Factors: The health and safety laws vary due to which business is impacted; Six Senses has been comfortable with diversity in its staff (Saxena,2022). 
Environment Factors: The hotel also focuses to remove and avoid all virgin plastic materials from its hotel and spa.

Objective(smart)

	Objectives 
	Description

	Specific 
	The mission and vision are specified 

	Measurable 
	To make the target based on their expert guidelines

	Achievable 
	Only increasing the price where the amount is realistic and capable

	Relevance 
	To Update products and prices when it is good for business.

	Time-bound
	Plan a diary based on a timeline. 


 
Strategy 
Six Senses Hotels Resorts Spas have been awarded the best hotel brand in 2019. Six Sense commitment to wellness, sustainability, and a fun and quirky way of doing things.They continue offer to loyal guests exceptional experiences that help them reconnect. It also gives the courage to push beyond the boundaries, to be bold and different, and create more than just places to stay and stand for something.
The Six Senses brand unites a multinational, and multicultural portfolio of properties, with each host bringing the values to life in their own way. Hotel Six Senses provides its services to luxury audiences, it focuses on premium customers, and the segment is a specific narrow group of customers (Jobber, D. and Ellis-Chadwick, F., 2019). 

Tactics: 
The marketing mix has 7 elements: product, price, place, promotion, people, process, and physical evidence (see Appendix 5). Six Senses Hotel is a full-service hotel, designs, and distribution of packages for holidays and a menu that includes a food and beverage service, pools, special event services, weddings, and meetings. (Owler, 2023) 

Six Senses Climate Action Plan 
Gannt Chart of marketing activities: Advertising, Personal selling, Sales promotion, and direct selling (see Appendix 3). 

Action:
1. six senses strengthen nature-based solutions to carbon sequestration wherever possible. Including mangrove forests and seagrass beds, beyond protection into habitat restoration, securing 26 hectares of habitat, which is enough to cover 36 soccer pitches.

2. As part of our farm-to-fork approach, properties have organic gardens and farms growing local, seasonal produce in soil that is nurtured by the best practices of restorative agriculture.

3. Each operating hotel lays out plans to reduce energy use and builds from those an annual reduction target, 6.4 percent kWh energy and 3,128 tons CO2e for all operating hotels. 

4. Renewable energy target is 51 percent. Six Senses use solar electricity and some places use solar heating.
[bookmark: _GoBack]5. Six Senses property with sales added directly from house-bottled water and popular stuffed animal mascots that reflect each location. 4,195 local people gained access to education and skills training. Installing water filters, 111,385 people received clean drinking water and sanitation. A further 536,240 people have access to healthcare programs and medical equipment.


Control 
The gain of company has made substantial investments to create a digital ecosystem to drive smart manufacturing, product quality, and supply-chain agility. It is attempting to bring the benefits of digital revolution to enhance operational efficiency and keep pace with evolving market circumstances. The marketing plan will be measured through profit. the crowd in the hotel, and feedback from the people. These are the main elements that need to be considered in ensuring success. Further, new customers are also targeted to increase and enhance brand loyalty. Therefore, the customer needs to engage positive attitudes toward the hotel through this marketing plan as marketing methods will be used (AL-Sultani and AL-Da'ami, 2018). 
Sostac (see Appendix 4)


Conclusion:
Six Sense uses different situation analysis tools for identifying the target audience and segmenting its market. As this organisation works with customer services and uses different marketing communication channels and electric tools. Six Senses is at the top of all hotels, as it defines as a luxury hotel with a high standard of service, better at satisfying the needs of a customer, and has more interest in the well-being of the customers. Six Senses is removing exposure to all plastics for guests and communities in and around its properties.

“Family is at the heart of all Six Senses cultures and communities.” (Families at Six Senses) In his article, Patrick Landman.
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Appendix 1:(photos of six senses)
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