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[bookmark: _n1vccfbj77cv]Introduction
Marketing is a part and parcel of an organization to attract, generate new customers and make the potential customer satisfied through various post marketing processes. Six Senses is a multinational hotel brand that is facing less traffic because of its service providing method. For increasing the traffic in its websites and increasing the customer base the external and internal environment is very important. In this report a holistic marketing strategy for Six Sense has been provided. The 5C of the organization has been analyzed, marketing mix has been discussed. and the Gantt chart for achieving success is shown.

[bookmark: _aub9mliy4rle]Situation Analysis
[bookmark: _sni54lmgbby1]Company: SWOT analysis
Strengths: 
· Quality and luxury service to the customers
· Trained and skillful employees
· Extraordinary and sustainable design of the hotels (Coughlan, 2007)
· Farming method for serving organic food.
Weaknesses
· Old technologies in the hotels
· Many competitors provide high quality service at a low price.
· Old methods for communication
Opportunities 
· The demand for organic foods served by Six Senses is increasing
· Big number of satisfied customers
· Good media coverage for Six Senses
Threats
· Too many competitors in the market
· Economic environment is continuously changing
· Government new rules and regulation

[bookmark: _le8ajufmv0y3]Customers:
Six Senses serves one of the luxurious services at a high cost (GURL, 2017). The targeted customers of Six Senses are wealthy and rich customers. The percentage of male customers is higher than the female customers in Six Senses. And age between 25-34 are taking the service of Six Senses more than other age groups.

[bookmark: _ttvodlt1ao52]Competitors
There are many competitors in the industry and the market position of some competitors are similar and some are different (Goi, 2009). Some are providing high quality service at a high price like Six Senses. And on the other hand, some competitors are providing high quality service at a low price.
Many competitors are using the differentiation strategy and low-price strategy in the market. They are making the price low and providing quality service to the customers. But the difference is Six Senses is providing high quality service at a high price. The competitors are increasing and their strategy for serving customers is also changing.

[bookmark: _n5183j7ic27f]Collaborators
Six Senses has made partnership with US Coalition and Lighting Science recently. It has made the partnership with the US Coalition because it wants to make sustainable changes in the environment. For reducing the use of plastic, it has done this partnership. And it has a partnership with Lighting Science to provide holistic and sustainable lighting experience to the customers. 

[bookmark: _4amfiptsczz2]Climate
Political factors: Many political issues have been created recently because of Brexit, war and other economic situations. But most of the political factors are favorable for Six Senses ((Hsu, and Assaf, 2012)). 
Economic factors: Inflation, price hike, recession and so on are economic factors (Rosenbloom, 2012). Inflation and price hike created some issues for Six Senses. For these the service cost for the hotels and spa are increased and as a result many customers were demotivated to come to the hotels and spa. 
Social factors: Six Senses has done many things for the community, culture and tradition. It provides many empowering opportunities to the poor people of the community. Also it is investing for the poor farmers and children in the community.
Technological factors: The technologies are changing rapidly (Peng, and Nunes, 2007). And many technologies of Six Senses are old technology. Many customers are not satisfied with the technologies. The technological factors are not in favor of Six Senses. 
Legal factors: As it is a multinational hotel, there are many legal restrictions and boundaries after Brexit. These legal restrictions have created problems in the operation of this hotel brand (Teoli, Sanvictores, 2019). But the customer base is not affected much because of it.
Environmental factors: Six Senses have taken many initiatives to make a sustainable environment (Walker, 2011). They are investing in farming foods for its customers and also investing in sustainable energy. 

[bookmark: _sb750u4uyay6]Objectives
SMART target: To increase brand awareness and customer base.
Objectives: 
· Increase brand awareness
· Increase potential customers
· Generating new customers
· Building healthy relationships with the customers.

Most of the customers of Six Senses are from direct search method and organic search method. But the number of customers from direct methods is decreasing regularly. Only 24% of the total customers are attracted by the direct marketing method and 7% from the paid marketing methods (Mayrhofer et al., 2016). For this reason, to increase the customers display ads and PPC marketing can be a good way. Through display ads and social media marketing a lot of people can know about the organization and they can be turned into potential customers.

[bookmark: _uldep8l5473q]Strategy
The value proposition of Six Sense is it connects its customers with nature and makes everything sustainable so that the customers can enjoy every moment (Kim, and Kim, 2008). For this the service quality is high. Moreover, the eco-friendly design and organic foods for the customers create more value for the organization. By the display ads and PPC marketing method the organization will capture mass people. But mass people don't have the ability to afford the service of Six Senses. So, for making potential customers from the mass people it will use the regular direct method. The customer range will be increased in this way, and referral method and email marketing will be also helpful in this moment for increasing the customer base. 

[bookmark: _xplyjtoxu3us]Tactics
Marketing mix:
Product - Six Sense is currently offering hotel and spa service to the customers (Bonnici, and Galea, 2014). The hotels are eco-friendly and sustainable in design. And the hotels offer organic foods and natural experiences to the customers so that they can connect with nature. 
Place - In around 20 countries the service of Six Senses is provided (Constantinides, 2006). The customers can book their hotels online or in person. There are 22 hotels and 6 spas and most of the hotels are situated in Asia and the Middle East and 9 hotels in Europe.
Price – The price of the service is very high in Six Senses. As the organization provides quality service to the customers it charges a high price (Leigh, 2009). Because of it most of the customers of Six Senses are rich. Generally, in November, December and January the number of customers increase rapidly. And in this pick time the price of the hotels and spas are more than the normal price.
Promotion – Six Sense will use the display ads and social media method for generating a customer base. To these customers direct marketing method and paid method of marketing will be applied. And after their check out email marketing will be used. Several events and campaigns will be initiated for making a big number of customers.

[bookmark: _av1e4s3p6i62]Action
Gantt Chart of marketing activities
Mainly six marketing channels will be used for Six Senses. They are social media, direct marketing, email marketing, marketing campaigns, influencer marketing and marketing events. For these marketing planning, market research, competitor’s analysis is very important (Kumar, 2005). And the time needed for these tasks is 14 weeks. The Gantt chart for these tasks are given below.
	Task name / weeks
	1st
	2nd
	3rd
	4th
	5th
	6th
	7th
	8th
	9th
	10th
	11th
	12th
	13th
	14th

	Planning
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Market research
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Competitors analysis
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Ad design, online posters and content making
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sharing ads and posters in social media
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Direct marketing and email marketing
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Launching campaigns and influencer marketing
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Launching events
	
	
	
	
	
	
	
	
	
	
	
	
	
	



Justification of marketing channels.
These six marketing channels will be used to bring more customers for Six Senses. First through social media marketing a large number of customers will be generated and then through the direct marketing and other methods the customers will be turned into potential customers for the organization.
[bookmark: _619pswlzrdx]Control
The success of these marketing strategies will be measured through the increase of traffic in the websites and in the hotels. The percentage of social media influence is now only 3% (Huang, and Sarigöllü, 2012). If the influence increases after the marketing strategy then it can be determined that the marketing is successful.

[bookmark: _g6yv93yol2ph]Conclusion
Six Senses is a giant organization but the strategy for generating a good number of customers is poor. Because of it the organization is losing many customers. In this report the strategy for generating new customers through various channels is discussed and the overall position of the organization is evaluated. The marketing strategy will be effective not only to generate new traffic but also to maintain a good relationship with the customers.
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Marketing strategy

The value proposition of Six Sense is it connects its customers with nature and makes everything
sustainable so that the customers can enjoy every moment (Kim, and Kim, 2008). For this the
service quality is high. Moreover the eco-friendly design and organic foods for the customers
create more value for the organization. By the display ads and PPC marketing method the
organization will capture mass people. But mass people don't have the ability to afford the service
of Six Senses. So for making potential customers from the mass people it will use the regular
direct method. The customer range will be increased in this way, and referral method and email

marketing will be also helpful in this moment for increasing the customer base.
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Mainly six marketing channels will be used for Six Senses. They are social media. direct
marketing, email marketing, marketing campaigns, influencer marketing and marketing
events. For these marketing planning, market research, competitors analysis is very
important (Kumar, 2005). And the time needed for these tasks is 14 weeks.

The success of these marketing strategies will be measured through the increase of traffic in
the websites and in the hotels. The percentage of social media influence is now only 3%
(Huang, and Sarigsllii, 2012). If the influence increases after the marketing strategy then it

can be determined that the marketing is successful.
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Conclusion

Six Senses is a giant organization but the strategy for generating a good number of
customers is poor. Because of it the organization is losing many customers. In this report
the strategy for generating new customers through various channels is discussed and the
overall position of the organization is evaluated. The marketing strategy will be effective

not only to generate new traffic but also to maintain a good relationship with the customers.
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Introduction

Marketing is a part and parcel of an organization to attract, generate new
customers and make the potential customer satisfied through various post
marketing processes. Six Senses is a multinational hotel brand that is facing less
traffic because of its service providing method. For increasing the traffic in its
websites and increasing the customer base the external and internal environment
is very important. In this presentation a holistic marketing strategy for Six Sense

has been provided.
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