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The following marketing plan addresses the strategies and tactics to promote Six Senses Hotel, a distinguished hospitality brand emersed in sustainability, wellness, and nature: appealing to travellers seeking a cathartic and holistic getaway. This plan anchors the hotel’s key differentiators to obtain and engage with their target audience, multiply bookings, and strengthen brand visibility. To achieve success in this, the hotel’s current marketing skills will be analysed, thoroughly examining the market/competitive landscape and target audience to identify challenges and opportunities. The implementation of a situational analysis, RACE tactics and SMART targets, will result in market share expansion and greater customer relations, through showcasing its unique attributes.

Situational Analysis
SWOT Analysis will help determine the strengths and weaknesses of the hotel and provide ideas for opportunities of change while assessing potential threats (Kenton, 2022).
Strengths:
· Six Senses is known for its exceptional service: personalised, attentive, and memorable to all guests. As explained in the Michelin Guide guest are always returning as they “really felt good there,” proving the quality of their experience (Michelin, 2022). 
· Unique locations: This builds the brands ethos of wellness, by surrounding travellers with the beauties of nature, “so you feel the difference in your mind body and soul” (Six Senses, 2023).
· Sustainability and wellness offerings: attracting eco-conscious travellers and provides unique tailored programs for guests to replenish and relax.
Weaknesses:
· Limited brand awareness: their loyal customer base limits the branding to those who are already consumers, creating a disadvantage in obtaining new customers.
· Limited global footprint: only 16 hotels and resorts established (IHG, 2019)  is few in comparison to larger chains, therefore a limit is placed on exposure.
Opportunities:
· Demand: with increasing awareness raised on environmental issues, there is a place in the market to create a great selling point, to attract travellers wanting sustainable hospitality options.
· Self-care trends: the media has proven a spiking interest in wellness, with multiple platforms promoting this. Thus, an opportunity presents to position the hotel as a wellbeing retreat for health enthusiasts.
Threats:
· Competition: the hotel industry is intensely competitive, a lot of which provide similar services.
· Economy: economic uncertainties can affect travel patterns and spending habits; in turn affecting revenue.
· Preferences: constant innovative ideas may be needed to match the changing expectations of travellers. As a result, adaptation is necessary to meet demands.
Market Analysis is needed to understand the target market and competitors, targeting the hotels main threats. Using Bowman’s Strategy Clock to evaluate their positioning, Six Senses experiences fall under the Differentiation and Focused Differentiation strategic position due to their ideas on wellness and sustainability: targeting a current demand in the market. The BBC take it as far as saying it is “taking over travel” (Rubenstein, 2022). 
The PESTLE analysis shows that this trend will be beneficial economically, however, exchange rates may affect the hotel’s revenue and guest spending due to global economic instability. Although the guests will be drawn into the sociocultural elements of the resorts, as it’s a part of the experience they’re paying for (Frue, 2019).

Objectives
Based on the Hotels potential an increase of direct booking by 20% within 1 year is achievable, which will be shown through a comparison of monthly direct bookings to the baseline; thus, maximising revenue. Direct bookings refer to reservations made through the hotel’s website and contacts, excluding third parties. Six Senses can indulge in marketing efforts which appeal to its target audience and translates to direct customers, enhancing its brand presence.

Strategy
Ansoff’s Matrix is a planning tool that identifies opportunities for growth, through analysing the relationship between their products and target markets (Peterdy, 2023). The strategy highlights a need for market development, to further push its existing services to new travellers. Consequently, expanding their presence in emerging markets will reach those with expendable income. An example of this could be to develop partnerships with popular travel agencies to create package deals to a niche market, such as a wellness retreat group. On the other hand, partnerships for corporate events, will allow for more exposure to a range of people that may not initially take interest in the service provided by the hotel. Therefore, strategic partnerships are required in the marketing mix, which can be served through wellness experts or luxury brands (Koc et el, 2021).

Tactics
RACE is a framework used in marketing communications to plan effective strategies (Chaffey, 2023). The 4 stages include Reach, Act, Convert and Engage. Six senses can implement Reach through content marketing, which they currently express through stunning visuals of the resorts and services they offer. Although, it can be enhanced by increasing engagement on social media: replying to comments and asking questions to their audience can create a sense of community and inclusion. The trust and relationship built will entice customers to engage with the Act of direct booking incentives. When promotions or  discounts are advertised on social media, the relationship with the audience will persuade them to choose Six Senses over other competitors. Their social media pages in comparison to other hotels (e.g., Moxy) are much more aesthetically pleasing, giving a better ratio of likes and views (Appendix 1&2). It is also important to Convert; remarketing campaigns can raise awareness to people have expressed interest in the hotel previously but not yet booked. Finally, Engagement is the one area that Six Senses need to improve to bring together all communication the marketing tools. It is currently their main weakness in appealing to new customers but can easily be amended through responding to comments and reviews on platforms and creating a more active space to interact with their customers. For example, polls, contests for the best picture while staying at the hotel or live videos. This will ultimately strengthen relationships with potential and existing customers, driving bookings.
Action
A Gannt Chart is an effective project management tool to track and schedule tasks over a specific time scale (Appendix 3).
This Chart helps sequence marketing activities, prioritising the planning and content creation, before information is put out to reach the companys goals. Therefore, marketing research and the social media strategy are prioritised, so that cohesive content is created to be released. Once the content is created, the website and other platforms can be optimised to increase engagement and form relationships with customers. Once this is beginning to be establish (with an estimated time of a few weeks due to the substantial following that already exists), Influencer partnberships can be formed. This includes high levels of content from the influencer and Hotel; in which they both tag one another in the related posts.

Control
The success of Six Senses marketing strateguies will be assessed by Key Performance Indicators (KPIs) that highlight the goals and objectives. The most important indicator would be the the rise in direct bookings; proving the hotel has established a strong brand amongst competitors. The plan aims to achieve this through increasing social media engagement, so measure metrics such as likes, comments, interactions, will portray the success of the strategy.

Conclusion
The marketing plan outlines the strategy needed to strengthen the unique branding of Six Senses hotel. Its main target audience is travellers imploring for sustainability and wellness through an immersive experience. Through marketing analysis tools, the plan highlights the opportunities and challenges of the competitive industry, insisting on continuous improvement, specifically to their social media engagement. The plan recommends an influencer partnership to drive interest and awareness of the brand itself, creating strong relationships with guests through increased interactions. Six Senses Hotels are a luxury brand that will further expand its services to deliver the hospitality they’re renowned for.
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+ According to the hotel's SWOT analysis, Six Senses resorts, play to their strengths by targeting families: through the
‘appeal of outdoor picnics, seminars, culinary classes, and pools. Patrick Landman highlights the potential this brings,
such as "partnering with local suppliers and businesses to obtain assistance from the local sourcing trend, create
individualised services and goods. The rise in taxation, shifts in consumer behaviour trends, and intense competition
5 are on the opposite side of the coin (Landman, 2022). Although, this potential can be overlooked by the fact that
startup costs are high, which raises the costs for products and services (Landman,2022). o
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- Ifthe government changes, it will be detrimental for the hotel industry, according to the PESTLE analysis of the hotel
sector. Any shift in the economy will have a direct impact on the hotel business (Frue, 2015). Most hatels are luxury
establishments with exorbitant rates but first-rate services, like Six Senses.

+ The marketing mix also includes the following seven companents: the product, price, place, promation, people,
process, and physical proof. The product element necessitates chaices about the layout and distribution of packages
for vacations menus, and hospitality food and drink. A full-service hatel, Six Senses offers a restaurant, room service,
swimming pools, special event services, occasions such as weddings and meetings.

- six senses excel at delivering costs ranging from middle-class to upscale.
+ The largest upscale hotel chain, Six Senses, oversees 16 properties totalling 1,347 rooms (IHG, 2019).

- Design and delivery of marketing communications employing sales promotions, advertisements, and public relations
constitute the promotion part. Additionally, studies have shown that visitors from orientated cultures are more likely
to use all available information while selecting a destination, lodging, or vacation. It appears that French tourists use.
promotional brochures and other communication channels more frequently than German tourists, who prefer to use
third-party communications like travel firms (Ko, 2021).
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- I the government changes, it wil be detrimental for the hotel industry, according to the PESTLE analysis of the
hotel sector. Any shift in the economy will have a direct impact on the hotel business (Frue, 2019). Most hotels
are luxury establishments with exorbitant rates but first-rate services,

ke Six Senses

- The marketing mix also includes the following seven components: the product, price, place, promotion,
people, process, and physical proof. The product element necessitates choices about the layout and
distribution of packages for vacations menus, and hospitality food and drink. A full-service hotel, Six Senses
offers a restaurant, room service, swimming pools, special event services, occasions such as weddings and
meetings.

- Six senses excel at delivering costs ranging from middle-class to upscale.

+ The largest upscale hotel chain, Six Senses, oversees 16 properties totalling 1,347 rooms (IHG, 2019). Moxy,
however, has 130 hotels operational globally.
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+ Six Senses employs between 1,000 and 5,000 employees.

- Six Senses visitors can use their websites to book extremely effortlessly. The last companent is physical proof,
which includes things less s set up, the tools it uses, the elaborate uniforms its personnel
wear, the furnishi tors appreciate the spas, resorts, and facilties in
general. Customers can browse the goods and services the hotels offer on the website as well. Given that their
websites are simple to use and have clean facilties for clients to use.
proof.

ix senses offer their customers physical

+ Six Senses has 1.317M viewers according to the channel overview.
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