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Introduction

The purpose of this marketing plan is to outline a comprehensive strategy for promoting and increasing the market share of their product/service. It is being prepared for the company's stakeholders, including executives, investors, and employees, to provide a clear direction and understanding of the marketing goals and strategies. This plan will use the SOSTAC framework, which includes Situation analysis, Objectives, Strategy, Tactics, Action plan, and Control, to structure the plan's sections. The 4 Ps of marketing (Product, Price, Place, and Promotion) will also be utilized to guide the plan's content. Additionally, they will draw upon the work of notable marketing theorists such as Kotler, Armstrong, and Jobber to inform their strategy and recommendations.


Situation Analysis for Hotel Six Senses Samui
Company Analysis (SWOT Analysis):
Strengths:
· Strong brand reputation for sustainable luxury and wellness.
· High-end facilities and amenities, such as private pools and beach access.
· Prime location on the island of Koh Samui, which is a popular tourist destination.
· Strong commitment to sustainability and eco-friendliness.
· Strong financial backing from Pegasus Capital Advisors, L.P.
Weaknesses:
· High room rates may limit the hotel's appeal to budget-conscious travelers.
· A Limited number of rooms (66), which may lead to capacity constraints during peak periods.
· Heavy reliance on the tourism industry, which can be subject to economic downturns and external events.
Opportunities:
· Increasing demand for luxury wellness and eco-tourism experiences.
· Expansion of the hotel's offerings to include more experiential and cultural activities.
· Growth potential in the Asian market, particularly China.
Threats:
· Intense competition in the luxury hospitality industry, particularly in the Southeast Asian region.
· Disruptions to the tourism industry due to natural disasters, pandemics, or political instability.
· Rising costs of energy and other resources may impact profitability.
Customer Analysis (Segmentation and Targeting):
Six Senses Samui's target market includes high-end travelers seeking luxury wellness experiences in an eco-friendly setting. The hotel's guests are primarily adults seeking a relaxing and rejuvenating vacation. The hotel's offerings may not appeal to budget-conscious travelers or families with young children.
Competitor Analysis (Porter's Five Forces):
The threat of New Entrants:
· Moderate: There are some barriers to entry, such as the high cost of land and construction, but new luxury hotels can still enter the market.
Bargaining Power of Suppliers:
· Low: The hotel sources most of its supplies locally, but it may have some bargaining power due to its size and reputation.
Bargaining Power of Buyers:
· High: Luxury travelers have many options in the Southeast Asian region, and they may choose to stay at other hotels or resorts if they are not satisfied with Six Senses Samui.
The threat of Substitutes:
· High: There are many luxury hotels and resorts in the Southeast Asian region that offer similar amenities and experiences.
The intensity of Rivalry:
· High: The luxury hospitality industry is highly competitive, and Six Senses Samui faces competition from other high-end hotels and resorts in the region.
Collaborators Analysis:
Six Senses Samui collaborates with various partners and suppliers to enhance its offerings, including local tour operators, restaurants, and wellness providers. The hotel is also part of the Six Senses Resorts & Spas brand, which allows it to benefit from shared resources and marketing efforts.
Climate Analysis (PESTLE Analysis):
Political:
· Stable political environment in Thailand, which is the country where the hotel is located.
· Potential changes in government policies related to tourism and environmental regulations.
Economic:
· Growing tourism industry in Southeast Asia, which provides opportunities for the hotel.
· Economic downturns and currency fluctuations can impact the hotel's revenue.
Social:
· Increasing demand for eco-friendly and sustainable tourism experiences.
· Changing demographics and travel trends may impact the hotel's target market.
Technological:
· Increasing use of technology in the hospitality industry, such as mobile apps and virtual reality.
· Potential for technology to enhance the guest experience and streamline operations.
Legal:
· Compliance with local and international laws and regulations related to hospitality and environmental sustainability.
· Changes in labor laws and regulations may impact the hotel's staffing and operations.
Environmental:
· Strong commitment to environmental sustainability and eco-friendliness.
· Potential impact of natural disasters and climate change on the hotel's operations and revenue.


Objectives

SMART target: The aim of the marketing plan for Hotel Six Senses Samui is to increase hotel occupancy rates by 20% within the next 12 months through targeted marketing efforts and promotional activities, focusing on attracting high-end travelers interested in wellness, sustainability, and luxury experiences.
The marketing plan for Hotel Six Senses Samui aims to increase hotel occupancy rates by 20% within the next 12 months through targeted marketing efforts and promotional activities, focusing on attracting high-end travelers interested in wellness, sustainability, and luxury experiences (Jobber and Ellis-Chadwick, 2020; Bowie et al., 2017; Smith and Zook, 2020; Kotler et al., 2020). Relevant journals include the European Journal of Marketing, Journal of Marketing, and International Journal of Hospitality Management. Additionally, it is advisable to read weekly publications such as Marketing Week and the monthly Marketer magazine from the Chartered Institute of Marketing, and websites such as CIM, MAD, ClickZ Marketing News, and Brand Republic (CIM, 2023; Jobber and Ellis-Chadwick, 2020).

Strategy

The value proposition is a statement that clearly defines what an organization offers, who it is for, and how it is different from its competitors (Jobber and Ellis-Chadwick, 2020). The organization’s value proposition is to provide high-quality and affordable hospitality services to budget-conscious travelers in popular tourist destinations. Hotel Six Senses Samui will differentiate itself from its competitors by offering personalized customer service, local experiences, and a diverse range of accommodation options to meet different needs.
To communicate its value proposition, hotel Six Senses Samui will use multiple channels such as social media, email marketing, search engine marketing, and content marketing. Hotel Six Senses Samui will also leverage online travel agencies and review sites to showcase its unique selling proposition and gather positive reviews. The delivery of its value proposition will be supported by technology, such as mobile applications and online booking platforms, to enhance the customer experience and simplify the booking process.
The customer segments are budget-conscious travelers who seek affordable yet comfortable accommodations and local experiences. This will affect the targeting and positioning strategy of the hotel as the focus on targeting will be millennials and Gen Z travelers who are technology-savvy and enjoy authentic experiences. Hotel Six Senses Samui will position itself as a reliable and trustworthy brand that offers personalized and local experiences that are not available through traditional hotel chains.
Bowman's Strategy Clock provides a framework for understanding competitive positioning and identifying a suitable strategic position for the organization (Bowie et al., 2017). The brand organization will adopt a hybrid strategy that combines differentiation and low cost. This will enable them to offer unique value propositions to their customers while keeping their costs low by leveraging technology and outsourcing non-core functions.
Tactics
Marketing tactics are an essential aspect of promoting any product or service. In the context of a hospitality business, such as a hotel, there are several key tactics that can be employed to attract and retain customers. The marketing mix is a fundamental concept in marketing, and it consists of four key elements: product, place, price, and promotion (Jobber and Ellis-Chadwick, 2020).
Product refers to what the hotel is offering to its customers. This includes the physical facilities, such as the rooms and amenities, as well as the intangible elements, such as the level of customer service and the overall guest experience. The hotel can differentiate itself from its competitors by offering unique amenities, such as a rooftop pool or an on-site spa.
Place, or distribution, refers to how customers will locate the hotel. This includes the channels that will be used to promote the hotel, such as online travel agencies or social media platforms. It is essential to have a strong online presence and to ensure that the hotel is listed on popular travel websites, such as TripAdvisor.
Price refers to the pricing strategy employed by the hotel. This can be influenced by factors such as market research, the marketing environment, and customer value. The hotel may offer a variety of price points to appeal to different segments of the market, such as budget-conscious travelers or luxury-seeking guests. The hotel should also ensure that its pricing is transparent and easy for guests to understand.
Promotion is the final element of the marketing mix and refers to how the hotel will advertise itself to potential guests. There are several tactics that can be used to promote a hotel, such as a search engine optimization (SEO), social media advertising, and email marketing. The RACE model (Reach, Act, Convert, Engage) is a popular framework for developing a comprehensive promotional strategy (Smith and Zook, 2020).
The marketing mix provides a framework for developing a comprehensive marketing strategy, which should include a focus on product differentiation, strong online distribution channels, transparent pricing, and effective promotional tactics. By implementing these tactics effectively, a hotel can stand out in a competitive marketplace and build a loyal customer base.

Action
Here is a Gannt chart of the marketing activities:
	Activity
	Duration
	Start Date
	End Date

	Preparation
	2 weeks
	03/03/23
	17/03/23

	Market Research
	4 weeks
	18/03/23
	14/04/23

	Marketing Channels Schedule
	1 week
	15/04/23
	21/04/23

	Social Media
	6 weeks
	22/04/23
	02/06/23

	Email Marketing
	4 weeks
	03/06/23
	30/06/23

	Search Engine Optimization
	8 weeks
	01/07/23
	25/08/23

	Content Marketing
	10 weeks
	26/08/23
	10/11/23

	Offline Advertising
	6 weeks
	11/11/23
	22/12/23

	Gathering Feedback
	2 weeks
	23/12/23
	05/01/24


The duration of each activity is based on our estimation of the time required to complete it, considering the resources available and potential delays. We have allocated sufficient time for each activity to ensure that we do not rush the process and compromise quality.
The marketing channels schedule is informed by industry best practices, insights from marketing literature, and their own experience. They have chosen a mix of traditional and digital channels to reach their target audience effectively. Their selection of social media platforms is based on their target audience's age and interests, as highlighted in Jobber and Ellis-Chadwick (2020) and Bowie et al. (2017). Similarly, they have selected offline advertising channels that align with their target audience's media consumption habits.
They will monitor and analyse the performance of each marketing channel to make data-driven decisions, as suggested by Smith and Zook (2020) and Clow and Baack (2013). By gathering feedback from their target audience and analysing metrics such as engagement rates, conversion rates, and ROI, can optimize their marketing channels schedule and enhance their marketing effectiveness.
In justifying the marketing channels schedule,  used a combination of industry best practices, insights from marketing literature, and their own experience in the field. The marketing channels schedule was informed by the need to reach their target audience effectively and efficiently.
According to Kotler and Karta Jaya (2017), the digital landscape has transformed the marketing landscape, and organizations need to adopt an omnichannel approach to engage their audience effectively. Therefore, their marketing channels schedule includes a mix of traditional and digital channels, including social media, email marketing, search engine optimization, content marketing, and offline advertising.
 Also considered are the target audience's behavior and preferences, as highlighted in Jobber and Ellis-Chadwick (2020) and Bowie et al. (2017). For instance, they choose social media platforms based on the age and interests of their target audience. Similarly, they selected offline advertising channels that align with their target audience's media consumption habits.
Finally, they relied on feedback from their previous marketing campaigns and market research, as suggested by Smith and Zook (2020) and Clow and Baack (2013), to optimize their marketing channel schedule. By monitoring and analysing the performance of the marketing channels, they can make data-driven decisions that enhance our marketing effectiveness.

Control

The unique selling proposition (USP) is its omnichannel marketing approach that integrates traditional and digital marketing channels to reach the target audience effectively and efficiently. Their marketing channels schedule is informed by industry best practices, insights from marketing literature, and our own experience in the field. It includes social media, email marketing, search engine optimization, content marketing, and offline advertising channels.
The features of their marketing strategy are the variety of channels they use, the ability to reach their target audience through their preferred channels, and the integration of both traditional and digital channels to create a cohesive marketing campaign. The benefits to the customers have increased brand awareness, engagement, and conversion rates.
They will measure the success of the marketing strategy through various metrics, including an increase in website traffic, positive attitudes toward the brand, an increase in the number of new customers, and an increase in profits. Will be used analytics tools to track the progress and analyse the performance of each marketing channel. By monitoring and analysing the data,  can be made data-driven decisions that enhance marketing effectiveness, as recommended by Smith and Zook (2020) and Clow and Baack (2013).



Conclusion
In conclusion, the marketing plan for the product has been developed with a thorough analysis of the market, target audience, and competitors. However, there are some challenges that need to be addressed to ensure its successful implementation.
One of the challenges that they are facing is the rapidly evolving digital landscape, which may require us to continually update their digital marketing strategies. Additionally, the competitive landscape may change, and they may need to adjust their pricing and promotional strategies accordingly. They also need to monitor their marketing channels' performance continually and adjust their approach based on data-driven insights.
To overcome these challenges, they recommend regular review and analysis of their marketing plan, ensuring they remain agile and responsive to changes in the market.  Also they recommend building a strong relationship with their customers, continuously gathering feedback to improve their product, and regularly engaging with their target audience through their marketing channels.
Finally, recommended is investing in ongoing professional development and training to ensure their marketing team remains up-to-date with the latest marketing trends and techniques. This will help them remain competitive and ensure they stay at the forefront of their industry.
Overall, with a well-executed marketing plan that is adaptable and responsive to changes in the market, they are confident that their product will succeed, and they will achieve their marketing goals.
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Appendices :

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  
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Introduction

This marketing plan aims to increase the
product/service's market share by outlining a clear
direction and strategy for their stakeholders. Using
the SOSTAC framework and 4 Ps of marketing, will
be structured the plan’s sections and guide its
content. They will draw upon notable marketing
theorists such as Kotler, Armstrong, and Jobber to
inform strategy and recommendations.
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Company Analysis:

*Strengths:

Strong brand reputation, high-end facilities and amenities, prime location, commitment to
sustainability, strong financial backing.

*Weaknesses:
High room rates, limited number of rooms, heavy reliance on tourism industry.

*Opportunities:

Increasing demand for luxury wellness and eco-tourism experiences, expansion of offerings, growth
potential in Asian market.

*Threats:
Intense competition, disruptions to tourism industry, rising costs of resources.
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Customer Analysis: Competitor Analysis (Porter's Five Forces):

*Target market: High-end travellers seeking
luxury wellness experiences in an eco-
friendly setting.

*Guests: Adults seeking relaxation and

*Threat of New Entrants: Moderate.
*Bargaining Power of Suppliers: Low.
*Bargaining Power of Buyers: High.
*Threat of Substitutes: High.

USRI eIntensity of Rivalry: High.

*Non-target: Budget-conscious travellers and
families with young children.
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Objective

The marketing plan for Six Senses Samui aims to
increase hotel occupancy rates by 20% in the next
12 months through targeted marketing efforts and
promotional activities, targeting high-end travellers
interested in wellness, sustainability, and luxury
experiences. Relevant journals including
European Journal of Marketing, Journal of
Marketing, and International Journal of Hospitality
Management, and publications like Marketing
Week and the monthly Marketer magazine from
Chartered Institute of Marketing can provide
valuable insights. Best practices and
recommendations from industry experts such as
Jobber and Ellis-Chadwick (2020), Bowie et al.
(2017), Smith and Zook (2020), and Kotler et al.
(2020) will guide the plan's development.
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Target audience: High-end travellers interested in

wellness, sustainability, and luxury experiences.

Segment 1: Health and wellness Segment 2: Eco-conscious Segment 3: Luxury
enthusiasts: travelers travellers
* Age: 25-45 « Age: 30-60 * Age: 30-60
« Demographics: Professionals « Demographics: Professionals * Demographics: High-net-
with disposable income with disposable income worth individuals
* Needs: Access to a variety of « Needs: Environmentally * Needs: Exclusive and
weIIr_less activities and sustainable practices personalized services
SevicES « Wants: Unique and authentic * Wants: Premium amenities
« Wants: A luxurious and experiences that align with their and luxurious
tranquil environment to values accommodations.

unwind and relax
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Value proposition

Hotel Six Senses Samui's unique value proposition is to provide high-end
travellers interested in wellness, sustainability, and luxury experiences with
an exclusive and memorable stay. The hotel offers a combination of
luxurious amenities, sustainable practices, and wellness programs,
including spa treatments, yoga sessions, and healthy cuisine options. This
value proposition meets the needs of the target audience by providing a
unique and personalized experience that aligns with their interests and
values.
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Marketing mix strategy

The marketing mix strategy for Hotel Six Senses Samui includes product
differentiation, premium pricing, targeted promotions, and selective
distribution. The product offering will focus on wellness, sustainability, and
luxury experiences. Pricing will reflect the exclusivity and high-end nature of
the offering. Promotions will be targeted towards high-end travellers
interested in wellness and luxury experiences. Place strategy will include
selective distribution through high-end travel agencies, online travel
agencies, and direct booking on the hotel's website.
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Implementation plan

The implementation of the marketing plan will involve a detailed timeline,
budget, and resource allocation. Potential risks and challenges will be
identified and addressed accordingly to ensure the plan's success.

Preparation 2 weeks 03/03/23
Market Research 4 weeks 18/03/23
Marketing Channels Schedule 1 week 15/04/23
Social Media 6 weeks 22/04/23
Email Marketing 4 weeks 03/06/23
Search Engine Optimization 8 weeks 01/07/23
Content Marketing 10 weeks 26/08/23

Offline Advertising 6 weeks 11/11/23
Gathering Feedback 2 weeks 23/12/23
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Evaluation and control

To evaluate the success of the marketing plan, key performance indicators
such as occupancy rates, website traffic, and customer feedback will be
monitored regularly. The marketing team will analyse the results and make
adjustments as needed to improve performance. Additionally, the budget
and timeline will be tracked closely to ensure that the plan stays on track
and within budget.
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Conclusion

In conclusion, the marketing plan for Hotel Six
Senses Samui aims to increase occupancy
rates by 20% within the next 12 months
through targeted marketing efforts and
promotional activities focused on high-end
travellers interested in wellness, sustainability,
and luxury experiences. The plan will utilize the
SOSTAC framework and 4 Ps of marketing to
guide its implementation. By providing a
unique value proposition that aligns with the
needs of the target audience, the plan has the
potential to generate significant revenue
growth for the company. Key recommendations
include regular evaluation and adjustment of
the plan based on key performance indicators,
as well as ongoing research into industry best
practices and trends.
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