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MARKETING PLAN FOR SIX SENSES HOTEL
Introduction  
The following marketing plan is focused on Six Senses Hotel in order to identify and examine the hotel’s marketing situation and come up with a plan in order to help it develop and extend. Following SWOT analysis, Pestle analysis, and marketing mix a time frame with tasks will be delivered so that Six Senses will follow to get the desired result. The aim of a good marketing plan is to give the company ideas on future actions in order to develop its name, products and profit.

Situation Analysis  
Company: SWOT analysis (Micro analysis)  
Strengths: the hotel chain remains one of the dominant across the world due to its innovation throughout all its hotels, sticking at the same time to its sustainability strategies and its individual approach for  nutritional and sleep programs.
 
Weaknesses and opportunities come hand-in-hand as they evidently include the possible expansion in the Americas and Europe. 
Threats: New entrants in this industry with similar concepts and strategies
Customers: 
Segment A: 39-49 years old
Segment B: Families
Segment C: Businessmen
Target Market: Hotel chain with a customer-center approach, unique locations, and personalised service. Since it was first founded in 1995, Six Senses is recognized as the hospitality industry's pioneer of sustainability and high level products and services.
Positioning: Six Senses reassures: “Family is at the heart of all Six Senses cultures and communities, which is why we do everything we can to preserve the joy that it generates” (“Families at Six Senses”).
Competitors: Six Senses have potential rivals such as Four Seasons, Mandarin Oriental, The Ritz-Carlton, and St Regis. But Six Senses stays at the top thanks to its different style of treating customers and its engagement in sustainability policies.  
Collaborators: 
· Six Senses is in partnership with NGOs focused on conservation, community, culture, and commerce. It is collaborating with The Global Tourism Plastics Initiative, led by the UN Environment Programme and UN World Tourism Organization, and collaborating with the United States Coalition on Sustainability and Sustain Chain™ in order to come up with initiatives and maintain the same goal.
· Successful collaboration with the franchises from all the locations to follow and maintain the common goals and preserve the fundamental values.
Climate: PESTLE (Macro analysis) 
 Political Factors: Macro external factors 
 Economic Factors:  Effect of Covid-19 on the global economy
 Social Factors: Cultural differences and the price is essential in the class of the customers and the money spent.

Technological Factors: The use of big data for personalisation and maintain safe personal details and customers’ individual preferences.
Legal Factors: Travel restrictions is one of the major problems affecting Six Senses working process .
Environment Factors: Six Senses is engaged in plastic-free initiatives, sustainability, preserving and rebuilding the environment, energy efficiency, electric transport, biodegradable cleaning products and Earth Labs.
[bookmark: _Toc129001542]Objectives:
Six Senses is focused on respecting the same values for decades. It just sets new objectives and targets for years to come and makes sure they are reached. One of the distinguishing objectives is related to people and local communities and their culture, as well as maintaining authenticity. The use of local sustainable products differentiates Six Senses from other potential rivals. 
Another important factor is Six Senses’ approach to saving the planet and maintaining and protecting wildlife and nature. This is due to growing own food and making own water as well as farming and putting in place best practices to garbage and waste. 
Six Senses is one of the first to take action on sustainability within this industry. The aim is to achieve zero waste with resources. In order to get this done, the three R’s is practiced-  Refuse, Reduce, and Reuse.  Recycling is another objective in terms of profit. 
These practices have a great impact on Six Senses future profit and attract a certain group of customers who share the same principles. Within the world of hospitality, Six Senses is continuing to pioneer in wellness and sustainability. One day, one guest, one story at a time. 
Strategy:
Competitive strategy is the key point to the company’s success and prosperity and certain factors have to be taken into consideration. Six Senses’ strategy is based on a sustainability and customer-focused approach. Primarily, Six Senses resort chose the Blue Ocean Strategy, meaning creating a new demand and outstanding classical barriers. “Not only do they anticipate client demand, they often go to the next level and actually create demand through innovations”, reports Weldest Case Study (Tuominen & Binder, 2014).
A second important point of the strategy is the introduction of a cancerogenic-free menu, as well as the focus on zero waste, nature-preserving policies, and energy and carbon reduction. The company respects its three R’s Practice-Refuse, Reduce and Reuse. Even though it visibly increases the costs, customers are highly interested in such extraordinary services and products.  This is an advantage as more people prefer sustainable hotels and avoid the classic ones. Another key strategy of Six Senses as a business is it being one of the first in hospitality to be involved in sustainability and taking continuous steps on innovations, whereas other hotels are at the first attempts only. 
As a future potential strategy, the company has to work on expansion in the Americas and Europe and provide the same amazing and unique services to these locations. 
Another strategy is to come up with services and products for younger generations who need active holidays. Six Senses can offer great services for such an age group as it is trendy now to be active and have a healthy way of living. 
Tactics 
Marketing mix:  
Product: Life at Six Senses is unique and amazing due to the best experience in the world best healthy design, lifestyle, and memorable moments. The buildings are luxury, made of degradable materials. Rooms are comfortable, integrated with nature, with beautiful design and personalized experience for each customer. 
Place: Six Senses is different for its luxury, unique, and extraordinary locations. It’s placed in exotic, peaceful, and alluring areas in order to satisfy and even exceed the customers’ expectations. "Of course, hospitality is never just about a place to stay. We want our places and spaces to help you reconnect and explore what it means to be mentally, physically, spiritually, and emotionally happy." NEIL JACOBS, CHIEF EXECUTIVE OFFICER
Price: Six Senses offers a high price and can be afforded by a certain group of customers, but it’s based on personalized treatments and services. 
People: Family is at the heart of all Six Senses cultures and communities and this value is not just being promised, it is implemented in everything that links to Six Senses. It is a family-oriented hotel with businessmen joining as well.
Action plan: 
The action plan of Six Senses is to make use of all digital platforms to attract more customers. If thinking of existing customers then Six Senses can introduce annual rewards schemes, besides daily special treatments. In public relations, it must regularly meet with local people and potential collaborators. Every 2 months meetings on expansion in the Americas and Europe and possible services for younger generations who prefer active holidays.[image: A screenshot of a computer
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Control:
Like in 1995, the set of values have to be respected and put at the heart of the business- take people beyond destinations and reawaken their senses so they can disconnect, yet be reconnected … to themselves, others, and the world around them. 
The company has to stay focused on sustainable strategy, promotion, and protection of the environment as it does all over these years. This is what makes Six Senses different and top in the hotel industry. It has to continue to be the leader in emotional hospitality, pioneering wellness, be responsible and caring, and be open to young customers and new opportunities. 

Conclusion:
Six Senses Hotel is one of the best in the hotel industry for sustainability and high-level customer care and approach. 
It is placed in unique locations and offers individual experiences to its customers while conserving the local ecosystem simultaneously.
The company must find beautiful locations in the Americas and Europe to expand and satisfy even more customers worldwide.  It must ensure they respect and deliver the brand’s well-known values and standards for decades.
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