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[bookmark: _Toc137736399]Introduction 
This report examines the luxury hotel chain Six Senses' marketing strategy. The objective of this advertising campaign is to increase hotel revenue by drawing in more first-time visitors and returning clients. The current marketing plan for Six Senses was created in-house. The plan includes, among other things, Bowman's strategy clock, the four Ps of marketing, and the SOSTAC marketing planning model. With the aid of this framework, Six Senses' marketing initiatives can focus on opportunities that will enable them to develop a thorough plan for accomplishing their mission
[bookmark: _Toc137736400]. Situational Analysis
[bookmark: _Toc137736401]5Cs
[bookmark: _Toc137736402]Company: SWOT analysis
	Strengths
· Excellent and high-quality services from a luxury brand.
· Environmentally responsible actions.
	Weakness
· Due to its lavish services, it is quite pricey for the bulk of the people.
· Less presence than competitors on the international stage. 

	Opportunity
· Eco-friendly procedures that encourage sustainable tourism. 
· Entering new economies and the potential for profitability to expand

	Threat
· the threat that enchants is the increasing number of organisations offering comparable high-end services.




[bookmark: _Toc137736403]Customer
Segmentation
· Demographic: High-income people vary from 25-60
· Psychographic: Worth luxurious experiences, emphasise health and feasibility, and seek special, customised travelling events.
· The motive of travel: Freedom, health, or nature-loving person.
· Location: Guests are interested in travelling to luxurious destinations in worthful locations (Chandran, 2021).
· Overall, Six Senses appeals to wealthy individuals, famous people, and businesspeople.
Targeting
Six Senses select organisational travellers, freedom travellers and different types of families. Similarly, it targets young people, luxury seekers, and visitors who care about the environment (Tanford and Malek, 2015). According to SimilarWeb, people between the ages of 25 and 34 make up the majority of Six Senses' visitors. 
Positioning
Six Senses stands as a luxurious hotel that provides high-end, feasible, and special events.
[bookmark: _Toc137736404]Competitor
Banyan Tree Hotels is a rival to Six Senses in terms of offering opulent services and emphasising patron wellbeing (Shen, 2015). Also, Aman Resorts, a premium hotel renowned for its exquisite services and great guest experiences, competes with Six Senses in the market (Cheng, 2016).
Bowman’s strategy clock
The Six Senses can differentiate itself from the competition while upholding its high standards for luxury and ethical business conduct by hosting distinctive and individualised events. Businesses that can innovate through a blend of contrast and value leadership by offering distinctive experiences at reasonable prices while maintaining high-quality, consistent service will find using Bowman's strategy clock to be motivating (Chung, 2020).
[bookmark: _Toc137736405]2.1.4 Collaborators
Six Senses has increased its B2B partnerships, collaboration, and permits in order to widen its offerings and give its visitors more choices. Several examples are:
· The Six Senses has partnered with other upscale tour companies to offer their customers special discounts.
· In order to offer unique spa amenities and specialised treatments, Six Senses has teamed up with the medical community.
· Other brand property owners and planners can benefit from the same rewards and opportunities thanks to Six Senses' range of franchises.

[bookmark: _Toc137736406]Climate
	Political
	-Worldwide travelling prohibits impact on the hospitality industry.
-Shortage of staff. 
- Political instability as a result of UK policy changes following Brexit, which has an influence on the hotel's profitability.

	Economic
	-Tourist tax rate= 8%.
-Economic decline and currency differences can affect travelling requests and incomes. 
- Global economic crisis, increasing inflation as a result of higher gasoline costs following the Russia-Ukraine war.

	Social
	-Media marketing use has uplifted.
-Changing customer choices and trends.
- Shifts in visitor tastes towards ecotourism, health, and wellness.

	Technological
	-Supremacy of technology, like social media platforms, online platforms, apps in mobile, and AI usage, are increasing the customer experience and enhancing planning.
- Increased reliance on online reservations as a result of the fast evolution of technology.

	Legal
	-Regulations towards wellness and safety, employees, data security, and analytical influence hotel programs.
-- A staffing deficit for the hotel was brought on by immigration regulations following Brexit.

	Environmental
	-Environmental changes and advantages like greenhouse gases and emissions regulations are impacting hotels and operating a focus on supportable systems.
-More environmentally concerned tourists favour sustainable practises and environmental protection.



[bookmark: _Toc137736407]Marketing Mix 
	Marketing Mix
	Key Points

	Product
	- Luxurious services, spa and wellness programmes, and exquisite activities.

	Price
	- Extremely pricey goods and services.

	Place
	- A global presence with hotels that are deftly positioned in beautiful environments. 

	Promotions
	- Online advertising strategies like social media marketing.



[bookmark: _Toc137736408]Objectives 
The main goals of the marketing strategy for the hotels are to enhance brand recognition, fascinate new guests, and increase guests’ devotion by selecting marketing movements (Palmatier, 2019).
The objectives are as follows:
· To improve regional response and raise awareness worldwide
· To position Six Senses as a luxury hospitality brand that harmoniously merges with the global community while conserving and honouring the unique culture and traditions of the region.
· To enhance its social media presence in order to draw in more visitors. 
· To boost website user experience to increase direct reservations by 20% over the course of the following year.
[bookmark: _Toc137736409]Strategies 
The hotel serves as a hub for ideas and knowledge as well as a location for engaging in interesting and healthy activities. The company's revenue is generated by providing clients with rare and elusive services. Six Senses' value proposition is influenced by the brand's worth, marketing efforts, and various customer experiences. Hotel rooms are a valuable service in and of themselves because they are made to make guests feel at home and encourage interaction with the staff. The proportion of Six Senses' three customer segments that are eco-aware, health-aware, or open to new experiences correlates with the quality of service provided (Perez-Aranda, 2019). Focusing on meeting the needs of these visitors will increase the effectiveness of the hotel's marketing and branding initiatives. This gives us an edge over hotels in the market.
[bookmark: _Toc137736410]The Ansoff Matrix
· Diversification: Introduce additional countries to the company to increase diversification 
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[bookmark: _Toc137736411]Modifications to the Marketing Mix
· Pricing: Modifying pricing to reflect customer preferences in order to increase visitor traffic. 
· Product: To offer fresh services like sporting events and festivals.
· Place: In developing markets.
[bookmark: _Toc137736412]Techniques
[bookmark: _Toc137736413]Marketing Strategies
[bookmark: _Toc137736414]Product Details
The hotel Six Senses provides luxury services and is known in some of the most amazing and breathtaking locations in the entire world. Each hotel is made to provide a special and mesmerising experience for customers, health and normalising culture (Rahmi, 2021). The hotel gives a wide variety of customised services, from private bungalows to beach-facing rooms and a different range of hotel services, covering top-class food, spas, and adventurous experience.
[bookmark: _Toc137736415]Pricing of hotels
The price plans for Six Senses Hotels in the UK are built for a surcharge pricing, giving back the luxury and different nature of the services the hotel is providing and unique experiences. The business makes sure to search the market for their demands about the pricing of hotels, benefits of the customers, and the marketing plans to make sure the proper pricing and offers. There are different ranges of prices for guests based on the locality and accommodation of customers; normally, there are at the higher part of the market (Reyes-Menendez, 2019 ). The price is shown on multiple social media platforms, on the Six Senses official website, travelling agencies.
[bookmark: _Toc137736416]Place
Currently, there are 19 Six Senses hotels and resorts located in 14 different countries. This group includes countries like Thailand, Vietnam, the Maldives, Oman, Portugal, China, and many more. More five-star resorts will be added by the Six Senses hotel chain in far-flung locales around the globe.
[bookmark: _Toc137736417]Promotion
While promoting Six Senses hotels and their resorts, the business will make use of a variety of different marketing plans. These can include printing and online marketing, social media ads, influencer collaboration, and unique marketing programs. Six Senses strengthens its brand value for a luxury experience to attract customers who are excited to try new and improved services and experiences (Sharma, 2019).
[bookmark: _Toc137736418]Tactics 
	Reach
	Increase social media presence and use targeted digital marketing efforts to raise brand awareness and draw in more customers internationally.

	Act
	Engage and catch the interest of your target audience by hiring well-known bloggers and celebrities.

	Convert
	The website and booking process may be made more efficient to increase sales conversions and customer satisfaction. Make the website appealing and simple to use. 

	Engage
	Obtain client input using social networking channels. Participate in the discussion threads on various social media sites, including Facebook and Instagram. 



[bookmark: _Toc137736419]Action 
Successful marketing strategies and awareness are crucial in executing different marketing plans. Prioritising the customers and the hotel management, in addition to effective time control, is the key to achieving different results. The Gantt chart used shows an arrangement of marketing strategies, with a centre of attention towards social media platforms such as Facebook, including trendsetters, to reach the desired audience.
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[bookmark: _Toc137736420]Control  
To make sure the victory of Six Senses' marketing strategy, different benchmarks should be made to achieve, depending upon the marketing aims. The new benchmark is to attract new customers through digital media platforms like Facebook, Instagram etc. The benchmark is set to maintain the hotel's reputation and gain new customer's interest towards the brand, which will gain through reviews, evaluation on social media, and website reviews. Additionally, increasing sales and profits will be beneficial for marketing strategy. The overall performance of the unique marketing platforms will be evaluated through regular checking, and making changes will help to correct them (Xia, 2020). Daily reviews of social media activities' benefiting the hotel to make sure that marketing strategies are being done and to evaluate areas for better development.
[bookmark: _Toc137736421]Conclusion
In this report, the strategic marketing plan for the hotel Six Senses has suffered from many challenges, with high-level competition and influenced by visible factors like in times of pandemic. To get a better outcome of these difficulties, the strategy is to provide suggestions for focusing on distinctive services, partnerships with investors, and using different digital marketing platforms. However, The Six Senses hotel brand is committed to improving positioning and client engagement. In Addition, Ansoff's Matrix is used by the Six Senses Hotel brand to encourage variety. However, six Senses employs the RACE approach, allowing the company to reach a larger audience globally. Therefore, regular checking on the updated trends and analysing the marketing trends are also important to make sure about the desired target that is achieved and to ensure chances for better improvement. 
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- Targeting: Environment conscious tourists, huxury seckers
and youngsters (Tanford and Malek, 2015).

- According to SimilarWeb, the top customers visiting Six
Senses belong to the category of the age between 25 and 34.
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Competitors

- Banyan Tree Hotels: it is a competitor fo Six Senses in providing luxury services and it
emphasis on the wellness of customers (Shen, 2015).
- Aman Resorts: it competes with Six Senses as a huxury hotel known for its delicate services and
exceptional guest experiences (Cheng, 2016).
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PESTLE Analysis

Key Points
- Political instability affecting the Hotel's profitability due to changes in UK
[poicies after Brexit.

- Global economic crisis and sising inflation due to the rising fuel prices
afier Russia-Ukraine war.

- Shifts in visitors preferences towards wellness, sustainability, and nature

travel

- Increased dependence on online bookings duc to the rapid technological
[Technological advancement.

- Immigration laws after Brexit had caused staff shortage for the hotel.
- Visitors are becoming more environmentally conscious preferring
sustainable practices and environmental conservation
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Marketing Mix

[Product Luxury services, spa and wellness programs, outstanding activities.
[Price - Overly priced services and offerings.
- Global presence with strategically located hotels in nature

surrounded areas.
- Digital marketing strategies including social media marketing
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Objectives

= To cnhance reactivity in the region and increase global awarencss

 To establish Six Senses as a luxury hospitality brand that scamlessly integrates with the larger
world realm while preserving and celcbrating the local fabric and traditions.

© To increase ifs presence on social media platforms for attracting more visitors.

© To increase dircet bookings by 20% within the next year by optimizing website user xperienc
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B Penctration  Development

“Product: to provide new services such as sport activitics and
festivals.

“Place: To exist in emerging markets.




image12.png
Tactics

Reach Utlize targeted digital marketing campaigns and increase
social media presence to increase brand visibility and attract
‘more customers globally.

Act Hire popular bloggers and celebrities to engage and capture the

interest of targeted visitors.

Convert Improve sales conversions and customer experience by
streamlining the website and booking procedure. Make the
website casy to use and aftractive.

Engage Get feedbacks from customers from social media platforms.
Stay active on comments sections on all social media platforms
including Instagram and Facebook.




image13.png
Actions





image14.png
Conclusion

+ The Six Senses hotel brand is focused to increase customer engagement and positioning.

- Six Senses Hotel brand use Ansoff's Matrix to promote diversification.

= Six Senses use RACE strategy which enable the brand to reach wider audience all around the

world.
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Introduction

« Six Senses Hotel Marketing Plan
= Founded in 1995 in Thailand, and later expanded its operations
globally (Bocarsio and Odsia, 2016).

« Six Senses offer spa treatments, yoga and meditation programs,

and dining experiences (Lee, 2016).

© This task the marketing objectives of Six Senses will be
highlighted, and marketing plans which promote consumer

engagement will be discussed.




