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[bookmark: _Toc128431898]Introduction 
This report outlines a new marketing plan for the luxury hotel chain, Six Senses. The purpose of a marketing plan is to enhance the brand image, attract new customers, and increase revenue (Pham and Gammoh 2015). The current marketing plan is being prepared for the management team of Six Senses. The plan will focus on several key areas, including the SOSTAC marketing planning model, the 4 Ps of marketing, and Bowman’s strategy clock. By utilising these frameworks, the marketing plan aims to identify opportunities and develop a comprehensive strategy to achieve Six Senses' marketing objectives.
[bookmark: _Toc128431899]Situational Analysis
[bookmark: _Toc128431900]5Cs
[bookmark: _Toc128431901]Company: SWOT analysis
	Strengths
· Strong brand image and reputation in the luxury hotel industry
· High-quality and unique customer experiences (Piuchan and Prachansit 2019)
· Eco-friendly practices and sustainability initiatives
· Award-winning spas and wellness programs (Six Senses 2023)
	Weakness
· High room rates may limit the customer base
· A limited number of properties compared to competitors
· Dependence on certain geographic regions for revenue


	Opportunity
· Expansion into new geographic regions
· Increasing demand for eco-friendly and sustainable hotels (Japutra and Situmorang 2021)
· Developing new experiences and services to attract more customers
· Collaborations with other luxury brands to offer exclusive packages

	Threat
· Intense competition from other luxury hotel chains
· Economic downturns that affect the travel industry
· Changing consumer preferences and trends (Lu and Tabari 2019)
· Political instability and unrest in certain geographic regions.




[bookmark: _Toc128431902]Customer
Segmentation
· Demographic: High-income individuals aged 30-60
· Psychographic: Value luxury experiences, prioritise wellness and sustainability, and seek unique and personalised travel experiences
· Purpose of travel: Leisure, wellness, or eco-tourism
· Geographic location: Customers interested in travelling to luxury destinations in desirable locations.
Targeting
Six Senses targets business travellers, leisure travellers and families. 
Positioning
Six Senses is positioned as a luxury hotel chain that offers high-quality, sustainable, and unique experiences.
[bookmark: _Toc128431903]Competitors
Perceptual Map
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Bowman’s strategy clock
Six Senses can differentiate itself from competitors by offering unique and personalised experiences while maintaining high-quality and eco-friendly practices. Bowman's strategy clock suggests that the company can differentiate through a hybrid of differentiation and cost leadership by offering unique experiences at competitive prices while maintaining quality and sustainability.
[bookmark: _Toc128431904]Collaborators
Six Senses has developed B2B relationships, partnerships, and franchises to expand its reach and offer unique experiences to its customers. Some examples include:
-B2B relationships: Six Senses has partnered with luxury travel companies such as Virtuoso and American Express Fine Hotels & Resorts to offer exclusive packages and benefits to their members (Conley 2017).
-Partnerships: Six Senses has partnered with wellness companies such as Banyan Tree and The Organic Pharmacy to offer specialised treatments and products at their spas.
-Franchises: Six Senses has franchised its brand to property owners and developers who share their values and standards, such as the Six Senses Fiji and Six Senses Shaharut in Israel (Six Senses 2022).
[bookmark: _Toc128431905]Climate
	Political
	-International travel bans influence the industry (Karim et al., 2020).
-Staff shortages caused by Brexit. 

	Economic
	-Tourist VAT rate= 9% (Mccashin 2023).
-Economic downturns and currency fluctuations can affect travel demand and revenue

	Social
	-Social media usage has elevated.
-Changing consumer preferences and trends

	Technological
	-Advancements in technology, such as online booking platforms, mobile apps, and artificial intelligence, are enhancing the customer experience and increasing efficiency (Lukanova and Ilieva 2019).


	Legal
	-Regulations regarding health and safety, employment, data protection, and intellectual property impacts hotel operations.

	Environmental
	-Environmental regulations and initiatives such as carbon taxes and emissions regulations are affecting hotel operations and driving a focus on sustainability (Wang et al., 2022).



[bookmark: _Toc128431906]Objectives 
The aim of the marketing plan for Six Senses is to increase brand awareness, attract new customers, and enhance customer loyalty through targeted marketing campaigns.
The objectives are as follows:
· By the end of the year, increase Six Senses’ social media followers by 25% through the implementation of targeted social media advertising and influencer partnerships.
· Increase the percentage of repeat customers by 15% within the next 12 months by offering personalised loyalty programs.
· Reduce the carbon footprint of Six Senses hotels by 10% by the end of the year and promote eco-friendly initiatives to customers through digital and on-site communication.
[bookmark: _Toc128431907]Strategy 
Six Senses' value proposition is centred around sustainability, wellness, and unique experiences. The organisation differentiates itself by offering customers personalised and immersive experiences that are rooted in sustainability practices (Chen et al., 2022). Six Senses communicates its value proposition through its branding, marketing campaigns, and on-site experiences. The value proposition is delivered through its hotels and resorts, which are designed to offer customers a sense of place and a connection to the local environment. The value proposition is linked to Six Senses' customer segments, which include eco-conscious travellers, wellness enthusiasts, and experiential travellers. By focusing on these customer segments, Six Senses can tailor its marketing and branding efforts to better target and position itself in the market. This allows the organisation to differentiate itself from competitors.
[bookmark: _Toc128431908]Tactics 
[bookmark: _Toc128431909]Marketing Mix
-Product
Six Senses offers luxurious hotels and resorts in some of the most beautiful and exotic locations around the world. Each property is designed to offer a unique and immersive experience for guests, with a focus on sustainability, wellness, and local culture. The destination offers a range of accommodations, from private villas to beachfront suites and a variety of on-site amenities, including world-class restaurants, spas, and adventure activities (Piramanayagam and Seal 2022).
-Price
The pricing strategy for Six Senses in the UK is based on a premium pricing model, reflecting the luxurious and exclusive nature of their properties and experiences. The organisation takes into account market research, customer value, and the marketing environment to determine the appropriate price points for its offerings. While there is a range of prices for visitors depending on the location and type of accommodation, they are generally at the higher end of the market. This pricing is displayed and shared through various channels, including the Six Senses website, travel agencies, and promotional materials.
-Place
Six Senses had 19 hotels and resorts in operation across 14 countries. These countries include Thailand, Vietnam, Maldives, Oman, Portugal, China, etc. The hotel continues to expand and is looking for more profound and prominent geographical locations to spread its roots (Correia et al., 2020). 
-Promotion
To promote Six Senses hotels and resorts, the organisation will utilise a range of advertising strategies as part of the RACE (Reach, Act, Convert, Engage) communications mix. These may include print and online advertising, social media campaigns, influencer partnerships, and experiential marketing events. Six Senses will also leverage its reputation for sustainable and holistic luxury to attract customers interested in eco-tourism and wellness experiences.
[bookmark: _Toc128431910]Action 
Effective planning and attention to detail are key to implementing successful marketing strategies. Prioritising people and management, as well as efficient time management, are crucial to achieving desired outcomes (Ferrell et al., 2021). The Gantt chart below presents a schedule of marketing activities, with a focus on social media channels such as Instagram and Facebook, as well as influencer marketing to reach a wider audience.
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[bookmark: _Toc128431911]Control  
To measure the success of Six Senses' marketing plan, various metrics will be employed, depending on the marketing objectives. One metric will be the number of new customers acquired through the marketing channels. Another important metric will be the brand's reputation and customers' attitudes towards the brand, which will be evaluated through surveys, social media sentiment analysis, and online reviews. Additionally, an increase in revenue and profits will be an essential indicator of marketing success. The performance of specific marketing channels will be tracked, and adjustments will be made to optimise them further. Regular reviews of marketing activities' effectiveness will be conducted to ensure that marketing objectives are being met and to identify areas for improvement.
[bookmark: _Toc128431912]Conclusion
In conclusion, the marketing plan for Six Senses faces several challenges, including intense competition and the impact of external factors such as the COVID-19 pandemic. To overcome these challenges, the plan recommends a focus on differentiation, collaboration with stakeholders, and leveraging digital marketing channels. Regular monitoring and evaluation of marketing activities are also crucial to ensure that objectives are being met and to identify opportunities for improvement. 
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INTRODUCTION

o Anew marketing plan is devised for Six Senses hotel.

e It is a multinational hotel brand owned by IHG Hotel and
Resorts

o Its luxury accommodation services are well-known, mainly
because of its marketing strategies

o However, this new plan would highlight more ways through

which customers can be attracted
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MARKETING OBJECTIVES

e To increase the hotel’s social media followers by 25% before this year ends.

e To use social media marketing and influencer partnerships so the targeted social media
audience can be attracted.

e To increase repeated bookings from same customers by 15% before the end of this year,
mostly through loyalty programmes.

e To reduce the hotel’s adverse environmental impacts by 10% and encourage sustainability

'via communication.
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CUSTOMER SEGMENTS

e Mostly millennial customers with handsome earnings.

e People who prioritize a luxurious experience over budget.

e People who would not mind spending extra dimes on an otherworldly hotel experience,
gamnished with elegance and comfort.

o People who travel for leisure, wellness, and ecological reasons.

e People who seck an excellent hotel experience and are picky about their selection.
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COMPETITION

o Since the hotel industry has a high risk of substitutes, competition is tough.

® Six Senses’ rivals, like its own brand. contain luxurious hotels.

e Its main competitors include Ritz Carlton, Best Western, Sheraton, and
Crown Hotel.

* Their marketing tactics are noteworthy because of their loyal and significant

audience.
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MARKETING MIX

Product:

o The hotel’s locations are in unique places, found in every corner.

o Its hotel services encompass immersive experiences for guests.

e The brand is focused on providing a sustainable, well-structured, and relaxing time
topped with luxury (Piuchan and Prachansit. 2019).

o Its wide range of accommodations include suites, villas, resorts, etc.

Price:

o The hotel follows a premium pricing strategy.
o Its offerings change based on location and services.

o The prices can be displayed via website, agencies, and even social media.
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MARKETING MIX

Place:

e The hotel has 19 locations in 14 nations.
o Its operations are significant in Thailand, Maldives, Oman, China, etc.

o Its expansion is continuous (Correia ef al., 2020).
Promotion:

e The company uses techniques in traditional and online media both.
e To leverage its reputation as a sustainable brand, it can market its services via influencer

partnerships and social media campaigns.
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KEY INDICATORS

o The plan’s success can be measured via indicators.

e The number of customers.

o The height of the brand’s reputation and
purchasing behaviours.

e The rise or decline in revenue.

o Traffic insights of official website.

o Searches for the brand o s related services.

o Number of bookings observed throughout the year.
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Tasks  week 1  week 2week 3 week 4 week5 week6 week7 week8 week9week10

Identification of target market 

Determining unique selling 

point

Selecting appropriate marketing channels

Plan for the marketing strategy

Analyse competitors strategy

choosing social media 

channels

Run a giveaway on Instagram

Focus on influencer 

marketing

Monitor overall sales

Make changes for improvement


