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Out of the Ordinary

Six Senses has a distinct proposition with a strong heritage, and provides an instant entry to some of
the world’s most sought-after locations including important urban markets. Our competitive edge
goes back to our locations, our design, our people, and our committed platforms of sustainability and
wellness. We deliver on the promise of our name and reawaken the senses of guests with wellhess
offerings and experiences that are out of the ordinary. Each Six Senses property commits to guest
rejuvenation and reconnection, with an expert focus on wellhess and sustainability and creating place
where people can reconnect, in harmony with the local environment.
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Impact of global economic conditions on luxury travel.

Economic

Growing interest in
wellness and
sustainability.

Government regulations
on sustainability
practices.

Political Social

Compliance with local
Advancements in eco- Technological and international
friendly practices. regulations.

Environmental

PROFESSIONAL
ACADEMY

Emphasis on environmental conservation.



Impact of economic conditions on budget travel.

Economic

Shift in travel
preferences towards
affordable options.

Government regulations
on safety and
hospitality.

Political Social

Compliance with local
Technological Technological and international
advancements in the regulations.

hospitality industry.

Environmental

PROFESSIONAL
ACADEMY

Implementation of sustainable practices.
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