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[bookmark: _Hlk134664388]Marketing Plan of Six Senses
A marketing plan is necessary for the organisational promotion and attracting customers towards the organisations.  The basic aim of marketing planning is to clear the marketing growth and understand the way of promoting the product and service (Jobber and Ellis-Chadwick, 2020). This essay is mainly about creating the marketing plan for hotel Six Senses which is established in 1995 and set in a new marketing initiative in 2023 after the pandemic. The hotel is situated in London and the hotel is popular for its classical detailing. This report will discuss different frameworks of marketing such as PESTEL analysis which is environmental analysis, and 5cs of situational analysis that may include everything about marketing plan development. 
Situational analysis is very necessary for developing a marketing plan. In addition, for analysing the company SWOT analysis will be a useful tool. The basic strengths of the Six-Sense Hotel are that they have increased brand recognition and at the same time they have integration for the wellness of the health of the consumer. The weakness of the organisation is that they are technologically weak and the internal communication is not strong. The opportunity of the organisation is that people are now more interested in classical and traditional interior hotels. The biggest threat is the coronavirus pandemic (Kiritharan, 2019). For customer analysis, Simile Web will be useful and the marketing segment of six senses that around 32.71% of customers of the hotel are aged 25-34 and their top category is accommodation and travelling (George, 2023). Similarity web also shows that in customers choose the ranking of the hotel is 761 around other websites. The perpetual positioning map help to analyse competitors and it is clear that they have strong competitors Hilton and four seasons are now becoming a matter of concern for the company. The bowman’s strategy clock also shows the competitor's factors. It shows that the company compete in the market through differentiation (Sandeep, 2019). For collaborators, the company follow a B2B strategy and they have collaborated with Google and Facebook for promoting their brand according to the similar web. The company now planning to allow franchises. For analysing the climate PESTEL analysis will be helpful. The political and Legal factors are stable in the UK. The economic situation is not stable due to the pandemic and the company try to cope with the technology. The hotel tries to ensure environmental sustainability and this is good for promotion also, they have socially bounded and active in social working (Chiambaretto and Fernandez, 2016). Finally, the marketing mix will help to design a more strategic business plan. The product of hotel six sense is a different holiday package, own restaurant, and pub. On the other hand, the price of the hotel is competitively high because of the differentiation value proposition. Finally, the company distribute their service through different hotel in the UK and currently for promotion, they organised social media campaign and SEO (Davies and Pardey, 2019). 
For discussing the marketing objectives of Six sense hotel SMART objective development is mandatory. The specific marketing goal of the organisation is to gain 1,00,000 social media followers by 2024 and increase 40% positive customer feedback by (Chiambaretto and Fernandez, 2016). For measuring the progress of success, they use KPI and the plan is working with KPI. The goal is Achievable by an aggressive marketing campaign online and the goal is realistic in current technological development. The goal relevancy can be determined by the customers' feedback over social media (Appleton, 2017). Finally, the goal is time-bound and the company's target is to achieve it by 2024. 
The marketing strategy is the heart of the marketing plan. The Ansoff matrix will help to determine the marketing strategy (Jobber and Ellis-Chadwick, 2020). The company from the Ansoff matrix will follow diversification and market development. The services of hotel six sense will change significantly through diversification. They try to make a classical interior with a touch of tradition so that consumers who like traditional and royal environments for accommodation than six sense will be the ideal place for them (Kenny, 2018). Again, the market development will also propose to implement their strategic change and this will change their distribution pathway they also thinking of developing their six sense branches in different places around the UK (Shatokhin and Ushakov, 2022). So finally, here the proposed strategy is diversification and market development of six sense hotel because as they offer diversification at the same time, they cannot offer market penetration. 
Every business needs to develop different marketing tactics and game plans for better success (Jobber and Ellis-Chadwick, 2020). Business communication is very necessary for marketing plans and development. communication mix is another form of marketing development (Smith and Zook, 2019). This section will provide a detailed of the marketing game plan and also discuss different changes in their marketing mix for better marketing success (Webster, 2019). From the services of the organisation, they need to bring noticeable change as the market is changing and people are now more about something unique and by this specific aim the company want to provide a traditional vibe in their current service (Krylova, 2022). Again, the company try to change their price range also. Previously they have one type of pricing model but now they try to change their pricing category and they will set premium pricing for their diversification price at the same time they also set their mass pricing model for their mass customers and regular and premium accommodation package (Allsopp, 2015). The company also want to change their distribution channel and they try to enter into some new places for better customer attraction according to its CEO they want to enter Scotland for proving its service and they also try to develop its distribution through its website and different online platform for better success. Finally, the company also try to change their promotional and communication strategies because they have a SMART goal of achieving 1,00,000 followers on their social media and they also want to develop traffic on their website so that they can get the attention of the customers (Piuchan and Prachansit, 2019). In six sense hotels have some gaps in their current business and marketing operation. They are technologically very backdated and after the pandemic technological development is very necessary. Other issues have detected that the skills and competency of the employees mainly those who are in the technology department need to be analysed and implement properly (Gopalakrishna, 2017). The current communication mix may generate profit but it will not help the organisation to achieve the SMART objective so the communication mix needs to be changed as proposed in the above section. 
For implementing the action and Control, the Gantt chart will be a very helpful tool. Developing the Gantt chart and the Gantt chart may include the KPI and Gantt chart will provide the action plan for the organisation (MILGRAM, 2020). The Gantt chart for Six Sense is analysed below: 
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Table 1: Gantt Chart (Author)
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The above-mentioned Gantt chart shows the detailing about the specific goal for the Six senses and this goal may lead the organisation for marketing success. 
Finally, the controlling process of the organisation shows the right direction for the organisation and for assessing the success of the organisation Key performance indicators will be helpful. Currently, the company monitoring its social media activities and after implementing the new marketing plan for the organisation many customers have started following the social media page of six sense hotel. Again, the company also focuses on the positive feedback of the customers and for this they have proving different premium and bonus packages for their new customers (Stevens, 2021). For each channel of the organisation the KPI is predetermined and now technological success will organisation towards success. 
In conclusion, it is clear that marketing is the heart of the business organisation and now change in the business marketing process may bring success for the six senses as the company is trying to survive after the coronavirus pandemic. The strategies, tactics and action planning for the organisation will lead the marketing objectives and help to achieve the SMART goal. The ultimate success of a business lies in proper marketing development. 
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Appendix 2- Supporting information
SWOT analysis of Six sense 
	Strengths
	Weaknesses

	· Strong brand recognition.
· High-quality service, 
· Skilled font desk officers. 
	· Less technological advancement.
· Lack of internal collaboration.

	Opportunities
	Threats

	· People more likings about classic hotel architecture. 
· Development of business customer group. 
	· The sudden hit of the pandemic.
· Ukraine-Russia war situation. 



PESTEL Analysis 
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Perceptual Map for Hotel Six sense 
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Bowman’s Clock 
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Communications Plan

Company Name

hotel Six Senses 

Project Lead

TASK Metrics START END

Advertising 

Tv How many views.  March August

Radio Promotional code Novemeber November

PPC Click rate November November

Social Meda Ads Engagement rate February July

Billboards impressions, reach, cost per impression (CPI) January June

Personal selling

Retail sales number of sales, average order value November November

Online Sales number of sales, conversion rate, customer lifetime value November November

Trade shows number of leads generated, number of sales, customer engagement July July

Cold calling number of calls, conversion rate, customer retention rate January March

In-person demonstrations conversion rate April September

Sales promotion

Coupons/discount codes redemption rate Nevember  December

Referral programs conversion rate, customer retention rate February March

Loyalty programs customer lifetime value (CLTV) April June

Bundling customer acquisition cost (CAC), customer retention rate July  September

Point of purchase displayscustomer engagement, cost per impression (CPI) October  December

Public relations

Press releases media coverage July July

Sponsorship brand awareness June July

Community involvement community engagement December February

Crisis managemen sentiment analysis September October

Speaking engagements audience engagement March June

Direct marketing

Email marketing click-through rate (CTR) July November

Telemarketing Conversion Rate January July

Personalized video marketing Conversion Rate December April

SMS marketing Conversion Rate October December

Native advertising Conversion Rate March August



November December January February

Project Start:



March April



November



July August



June May



September October


