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Introduction

The purpose of this marketing plan is to identify the strengths and opportunities for SixSenses hotel and to find a gap in the market or potentially profit from the elements that the competition may be overlooking. This Plan is prepared for the marketing team of Sixsenses who may hopefully gain some value from this marketing plan. And finally, the key elements and frameworks we will be using and covering are a SWOT and PESTLE analysis of the business, along with a Gantt chart of the timeline we will use for the proposed marketing activities. 


Main body

Firstly, by conducting a SWOT analysis we can identify SixSenses' opportunities, threats but also strengths within the market, such as their strength of being an established luxury brand with key establishments set up and running in various exotic locations (He, J. and Calder, 2020) , Sixsenses greatest strength is that they can strongly deliver on their promise of luxury. With the only weakness surrounding this business model is they are excluding a large portion of the hospitality market by not serving the social classes looking to spend less money while travelling. (Roberge, M,. 2015)  And the threats to this business model are the fact other hotels could be eating up their market share by offering budget friendly options, especially during financially uncertain times it may be hard for their own audience to justify the price in a period of rising inflation. Although this leaves many opportunities to offer discounts, offers, or new products targeted towards a separate audience. (Stewart, F. and Yermo, J,. 2012)
Six senses has a very distinct audience compared to the majority of the hospitality industry,  as their audience as willing to pay far more for their product, and not necessarily for the product itself, but for the experience and status factor it can give the customer (Kiatkawsin, K. and Han, H., 2019) SimilarWeb points that a large portion of their gender distribution is female sided with over 54% of their traffic being feminine, and the largest age range being 25-34 with 28%. 
On a perceptual position map Sixsenses aligns closely to being on the side of an expensive and luxury experience, and far away from budget-friendly and providing only the essentials. And on Bowmans strategy clock Sixsenses would be between Focused differentiation and risky high margins, due to the services being undoubtedly expensive to run and maintain. (Villagrasa, J., Sanchez F. and Donaldson, C. 2021)
Sixsenses also collaborate with various booking websites and review sites to make it easier for their customers to book rooms, relationships with booking.com and Tripadvisor are mutually beneficial especially when targeting a millennial audience. (Kamal, 2018)
Moving on, a PESTLE analysis can give a better understanding of Sixsenses’ situation. Such as Current trade policies at each location. For a company that operates in multiple countries in very different locations, Government policies including trade laws require finances being allocated to a department dealing with these regulations at each location, which is incredibly expensive as opposed to other companies that may have only one department for one single region such as the EU. (Zakaria, 2016)  As mentioned before economic factors can have tremendous impacts on luxury brands like sixsenses as in financially unstable times guests may seek more budget-friendly options. (Reshetnikova, 2019)  Social factors such as Lifestyle changes and an increased focus on living an expensive and lavish lifestyle may benefit luxury brands such as sixsenses. Or the fact that Technology is advancing in a way that makes running a business easier and easier, or placing an order becoming more convenient and faster also. (Kapferer, 2012) Legal changes impact businesses heavily also, as regulations on Employment and health & safety make businesses think more carefully about staff safety, causing them to spent more money on ensuring they are compliant with the laws. And finally environmental factors like the weather play a big part in the profitability of a hotel, due to the fact that customers wont travel to exotic locations if the weather is looking grim. (Mun and Park, 2023)
A simple marketing Mix for Sixsenses would be that a weeks stay (7 nights) costs around £4,500, with additional products being priced add-ons, with discounts being rare and profit margins being low to medium. Their product is of course a hotel room branded with sixsenses and packaged beautifully. As for promotion, their traffic is mostly organic (See appendix) meaning little direct response marketing is bringing their customers, and its mainly branding and word of mouth attracting people. Lastly, they are situated in exotic locations around the world. 
Our objective with this campaign is to attract at least 30,000 new guests using direct response marketing within the first  6 months of the campaign. This is to try and introduce new customers to our brand instead of counting on returning customers, and putting the brand on multiple platforms to plant the branding seed into the minds of customers who will need the service later on. (Royd-Taylor, 2007)
This marketing campaign will require Sixsenses to move away from traditional brick-and-mortar marketing and try their hand at digital marketing, with campaigns targeting the aforementioned young feminine audience, using ansoffs matrix we can determine that we will be promoting an existing product to an existing market, meaning Sixsenses must work on market penetration to reach the objective successfully. This may be easy as younger people are attracted to the flashing lights of a lavish lifestyle and the idea of showing off said lifestyle. (Kannan, 2017)
The strategy is simple but effective. From the communications mix we will be using mainly Direct marketing through platforms such as Instagram and facebook as our largest audience spends the majority of their time there. While promoting the hotel we will use trackers such as the facebook pixel to target people with enough money for the Sixsenses products and who are also looking for holidays indicated by their search history, the Ads will have an underlying tone of status and lavishness, that will make the prospect want to purchase and obtain status with our products. (Seringhaus, 2005) This method of marketing status has been popularised by other luxury brands such as Balenciaga and Dior as a way to sell more products. Currently the six senses marketing strategy is to promote a sense of peace and tranquillity, lacking in any push marketing and focusing more on subtle messaging as part of a pull marketing strategy, which works great but any business needs both push and pull marketing, not one or the other only. (Brocato, 2010)
We have chosen to only use Social media and digital channels to market Sixsenses due to the other methods not fitting the etiquette and branding of the hotel, and also the fact that many other highly valued luxury brands shy away from heavy marketing, and choosing to have a active social medias and small digital marketing campaigns to maintain branding of their exclusivity. To measure success Sixsenses will need to reach monthly goals with their advertisement such as impressions per campaign, CTR (click-through rate, and the cost per click of each campaign, to be able to optimise the campaign each month. (Grosser, 2014)

Conclusion
In conclusion, the campaign aims to take a new approach towards the marketing methods of a prestigious and luxury hotel, to better suit its messaging towards the changing trends of the current luxury brand market, as most customers buy luxury for one reason only, status. The challenges with this campaign will be managing the campaigns effectively and targeting the desires of the target audience, but through testing and optimising the campaign has the potential to be successful and most importantly to give the brand a positive reputation. 
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Appendix
 
(Global traffic sources towards website)[image: ]


(Bounce rate percentage over 60%) [image: ]

(Gender and Age distribution) [image: ]
(Gannt chart of marketing activities)[image: ]
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Situational analysis

Qlerfadors such as PESTLE factors also affect Sixsenses with these
being:

Political: Trade policies can limit how much sixsenses as a foreign
company can import into countries such as Portugal or Spain

Strengths: Weaknesses:

- Luxury brand |=Excluding’
Economic: Financial instability in a country sixsenses operates in can - Well known budget friendly
have devastating effects on its operations. - Exotic customers

locations -High
---Social: Changes-in-trends surrounding luxury items may change,and--- . maintenance
cconsumers may prefer Cheaper options as part of a new tren
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- profit offof the | - Unstable

luxury trend

- Offer budget-

friendly solutions | surrounding
luxury changing

Technological: Technological improvements benefit sixsenst
‘communication and purchasing of goods become easier, altl
downsides as they will be reliant on technology that may break down or
glitch.

Legal: changes in staff safety laws and other laws may stunt the
profitability of sixsenses.

Environmental: Sixsenses is reliant on the weather to be stuni /////

although the weather may sometimes be unfavourable.
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® Audience segments

* Sixsenses has a millennial audienjce, with the majority being 25-34
years old and over 53% of their overall audience is feminine, this

means the messaging of the campaign needs to be tailored to this
audience specificall:

* An interesting way of marketing ijsgnges is to make it seem the
perfect honeymoon destination, Statista points the average age of
marriage in the UK to be 28.
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o Campaign Obijectives

* The main objective is to bring in 30,000 brand-new customers
————————————— within the first 6 months-of- advertlsmg, with-an-emphasis-alsoon-—
establishing an online presence via platforms such as facebook,
Instagram and google. I
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Strategy breakdown

* By Using the facebook ads manaéer and the pixel it offers we can
reach the audience we have |dent|f|ed and sell them on the value of
the hotel by targeting desires.

* Desires such as an expensive lifestyle, An exciting honeymoon, and
a relaxing time without stress WIll all be ad campaigns being rotated
and tested on performance.

* Other platforms such as Instagrarin and Google will also be used.
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o Summary

* This Campaign aims to put the Sixsenses brand firmly in the minds
of consumers browsing online and provide them with the feeling of
deserving a luxurious break. As the online space evolves, brands
must establish their digital market share quickly.
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®py rpose of this campaiign

* The purpose of this campaign is to help sixsenses connect with its
most prominent audience better than its current strategies by
changing their messaging within the ads and the perceived value in
the customers eyes.

* This campaign should also improve the current digital marketing of
sixsenses as this is not something they are focusing on.
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