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INTRODUCTION 
This marketing plan seeks to recognize an issue or marketing possibility for Six Senses, a luxury hotel and resort chain, and create a communication strategy to address it in the current climate. This strategy aims to raise brand recognition and present fresh concepts to draw in more clients. The Six Senses executive team is the intended audience for this plan. SOSTAC, the 4Ps (Product, Price, Place, Promotion), Ansoff's Matrix, and the 5 Cs (Company, Customers, Competitors, Collaborators, Climate) are the main frameworks that will be utilized in developing the plan. “Before you spend a cent on marketing, you first have to understand the market and your customers” (Steve Hogarty, 2022)

SITUATION ANALYSYS
Now doing a SWOT analysis for the Six Senses we observe the following: 
Strengths: Brand Reputation: Six Senses has a strong brand reputation due to its great customer service, wellness services, and commitment to sustainability, which increases client retention and draws tourists looking for top-notch experiences. “Six Senses is an outstanding brand in the top-tier of luxury and one we’ve admired for some time.” (Keith Barr, 2019)
Weaknesses: High Price Point: Six Senses resorts and hotels' luxury positioning may restrict its clientele, especially in current economic times when people's spending power falls.
Opportunities: Well-being and good health Trend: The growing interest in wellness gives the opportunity for Six Senses to capitalize on its strengths in this area and draw health-conscious tourists looking for tranquillity and rejuvenation.
Threats: Consumer Preferences Changing: To fulfil the expectations of the target market, it may be necessary to continuously adapt and innovate in response to changing consumer trends and preferences. 
Overall, Six Senses can position itself for ongoing growth and success in the hotel sector by building on its solid brand reputation, embracing the wellness trend, and solving the pricing barrier. (Refer to appendix 1)

CUSTOMERS: SEGMENTATION AND TARGET
Segmentation:

· Segment A: Eco-Conscious Explorers
· Segment B: Luxury Wellness Seekers
· Segment C: Adventurous Travel Enthusiasts 

         Target Market: Although the luxury-focused segment of the market is Six Senses Hotels' primary objective, the company strives to offer a comprehensive and enriching experience that includes aspects of sustainability, wellness, and adventure.
In regards to its position, Six Senses occupies an important position in the premium hotel sector, delivering a distinctive combination of luxury, wellness, sustainability, and immersive experiences.
COMPETITORS
Among the various hotel chains that provide comparable experiences and guest services, the top four competitors of Six Senses are Four Seasons, Mandarin Oriental, The Ritz-Carlton, and St. Regis.
COLLABORATORS
In order to introduce the "Soneva Wellness" program, Six Senses worked with Soneva, another upscale resort company with an emphasis on wellness and sustainability. Through this partnership, two leading companies in sustainable luxury and wellness solutions seek to provide customers with a comprehensive wellness experience.

CLIMATE: PESTLE (Macro analysis) 

· Political Factors: Political stability is essential for sustaining a favourable business environment and attracting international tourists.

· Economic Factors:  The amount of spare cash of potential customers may have an impact on their willingness to pay for Six Senses luxurious accommodations and experiences.

· Social Factors: The increased focus on health, sustainability, and eco-friendly travel is in line with the brand values of Six Senses and may present potential for drawing in socially responsible tourists.

· Technological Factors: Technology improvements, like as mobile apps, online booking systems, and customised guest experiences, have become essential in the hospitality sector and may have an impact on Six Senses Hotels' ability to remain competitive.

· Legal Factors: Adherence to health and safety rules, such as hygiene norms, guest safety, and food sanitation, is crucial for Six Senses Hotels to uphold its renown and fulfil guest hopes.

· Environment Factors: Six Senses Hotels' dedication to sustainability is in line with the growing emphasis on eco-friendly practices and green initiatives. This commitment not only enhances its reputation but also appeals to environmentally-conscious guests, strengthening its appeal in the market.


OBJECTIVES

Specific: Boost reservations and push brand to bigger markets
Measurable: Increase the number of direct reservations by 15% compared to the same period last year.
Achievable: To increase direct bookings, implement centred digital marketing campaigns, improve website usability, and utilise consumer data for personalised offers. 
Relevant: Increasing direct bookings from bigger markets aligns with the goal globally expanding
Time-bound: Achieve the 15% increase in direct bookings within the next 12 months.

STRATEGY
Six Senses can use its current brand reputation and client base to develop and extend its services by combining market penetration and product development techniques. This strategy enables the brand to solidify its position in the luxury hotel industry, draw in more customers, and keep up with changing consumer needs in the wellness and sustainability sectors. It also reduces the risks involved in venturing out into new markets.

TACTICS
Marketing Mix

Place: Strategic Locations: Establishing properties in exclusive and scenic locations, emphasising each location's natural beauty and tranquilly.
Product: Luxury Accommodation, Wellness Experiences, Sustainable Practices, Culinary Excellence, and Experiential Activities provide guests with a variety of amenities and experiences. Wellness offerings include spa treatments, yoga classes, meditation programs, and fitness facilities. Sustainable practices include energy conservation, waste reduction, and locally sourced products.
Price: Six Senses is a luxury brand with premium pricing and value-added packages that combine accommodation, wellness treatments, dining, and activities.
Promotion: Six Senses uses digital marketing, content marketing, influencer partnerships, and public relations to create brand awareness and engage with potential guests.


Six Senses has a lot to learn from Four Seasons when it comes to marketing and global expansion. (Refer to appendix 2 and 3)They should invest more in sponsored advertisements such as TikTok, Facebook, Instagram, and Google ads, and focus more on objectives such as the United States, United Kingdom, and Canada. Additionally, they should increase the frequency of postings, provide visually appealing content, and respond to comments and messages from followers. Additionally, they should use social media analytics to determine which sorts of postings and content are most popular with the target demographic.

ACTION
Month 1-2: Conduct market research to identify target audience, develop advertising creative, set up digital advertising platforms, and plan and negotiate TV ad placements.
Month 3-4: Launch digital paid ad campaigns targeting the USA, UK, and Canada, monitor ad performance, optimize based on performance data, and continue TV ad placements to track reach and frequency.
Month 5-6: Assess the effectiveness of digital paid ads, implement A/B testing, and explore partnerships with relevant influencers or content creators for sponsored content opportunities.
Month 7-8: Expand digital advertising efforts by exploring additional platforms and channels, retargeting campaigns, and monitoring TV ad performance to increase brand awareness and customer engagement.
Month 9-10: Evaluate advertising ROI, consider geographic expansion, and collaborate with social media influencers to create user-generated content and amplify brand messaging.
Month 11-12: Analyse year's performance and make strategic recommendations for next year.
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The good thing about the paid ads will is that the success can be measured easily by looking at the following metrics: reach and impressions, click-through rate, conversion rate, cost per conversion, return on ad spend and customer acquisition. Also the overall revenue and profit growth must be monitored during and after the paid ad campaign to determine its impact on the financial performance of Six Senses Hotels.



CONCLUSION
In conclusion, Six Senses is a powerful brand with a lot of potential that needs to focus more on expanding to new markets. “Six Senses Hotels Resorts Spas has been voted the world’s No. 1 Hotel Brand for the third year in a row by the readers of Travel + Leisure magazine, the largest and most influential travel magazine in the United States.” (Christian Stan, 2019)   It will be challenging to keep up with the bigger competitors but investing in paid ads and TV commercials is key. Alongside the paid ads it is recommended that Six Senses starts exploring influencer partnerships by collaborating with relevant influencers or content creators to amplify the reach and impact of Six Senses' social media presence.
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Appendix 1 – Positioning of Six Senses 
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Appendix 2 - Channels overview
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Appendix 3 - Traffic share by country
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INTRODUCTION
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