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Introduction
An organization's marketing plan details the methods it will use to promote its goods or services to target audiences. Each company worth its salt knows it has to include a discussion of potential problems and methods for solving them inside its marketing plan. Next, they'll need to devise plans for addressing the challenges and taking advantage of the opportunities that have presented themselves. There is no way for a company to succeed unless those issues are resolved. The management of the Six Senses hotel, which is among the best in the hotel industry worldwide, faces similar challenges and opportunities. To thrive in today's market and surpass the competition, the hotel must address these problems and seize these opportunities.
In some areas, there is a cultural fusion between what people all across the world want. There is a growing trend in the tourist business towards "wellness," defined as the pursuit of health and happiness. In order to promote health education, personalised care, and a variety of cultural and restorative activities, the "Wellness" heading consistently appears at the top of all Six Senses websites worldwide. The chance was seized upon by Six Senses. Detailed information about these health care services and amenities is disseminated because they are in keeping with the company's identity and objective. Spa treatments, Yogic instruction, practitioner consultations, and so on are only a few of the most notable options. Customers will be satisfied in general if they get an extraordinary experience that appeals to their senses, regardless of their ethnicity, religion, or culture (ihgplc.com, 2019).

Identified Issue and Opportunity
Six Senses' online presence is both the problem and the opportunity it needs to fix its failing brand values and image. That's why fixing the problem is essential for the Hotel to make the most of the chance. More customers will be attracted, and robust brand values will be established, thanks to this. Communication strategies need to be developed in order to generate strong relationships between the brand and the customers in order to overcome this problem and take advantage of this opportunity.
Six Senses' arsenal includes, but is not limited to, press relations, product PR, corporate communication, lobbying, and counselling. The tale that Six Senses creates could be so compelling that it is picked up and shared by numerous Malaysian media outlets, such as websites, online news sites, blogs, and so on. 
The World’s #1 Hotel Brand Needs a New Website
It has been reported that Six Senses Hotels, Resorts, and Spas is the leading hotel chain in the world. In the minds of their visitors, they were a one-of-a-kind haven where the joys and sorrows of life could be celebrated in harmony thanks to their holistic commitment to health and environmental responsibility.
Despite their popularity, the company's website failed to convey the company's core values or the special experiences that visitors had come to expect from these locations. It's both a problem and an opportunity for Six Sense since the hotel needed a new platform to boost digital analytics and give visitors an authentic taste of the Six Senses brand right away. Features unique to this site will be included. 

An Integrated Wellness Positioning Strategy
We needed to evoke the spirit of the stay and bring it to life throughout our online communication to bridge the gap between how hotel guests and website visitors viewed the brand. We were moved to make empathy the focal point of our conceptual framework after learning about Six Senses' holistic and harmonizing approach to things, which guests not only witness but also experience within themselves. Our design, aesthetic, and writing were all united by a central theme of harmony with the world around you (positioner.com, 2021).
 
Architecture Overhaul
In order to make an emotional connection to the audience and reflect the brand values, Six Senses creates a more modern story-inspired structure that combines user-friendliness and content modules. Each user is able to have an engaging, personalised, and harmonic online travel experience thanks to the incorporation of fresh, inspiring, and topical narrative subjects, brand experiences, and informational content.
When planning the site's layout, we made sure to analyse each component from an operational and messaging perspective. In tandem with a design that could adjust to different screen sizes and orientations, this helped to create a connection that was both inspirational and inviting, drawing attention to the brand's core values and leading to greater brand recognition.
 

Stories Integrating & Experiences
Stories and first-hand accounts were important in making the Six Senses website come to life. Since everyone has a story to tell, we exploited that to get people talking about our brand in a natural way. Nonetheless, guests' accounts portrayed their time at Six Senses as "transformative travel," emphasising the lasting effects of their stay.
Guests' growing expectation for experiences that leave a lasting impression necessitates a more nuanced approach to brand communication, and both tales and experiences have proven to be effective tools in this regard.

Design & Style Evolution
Each of the content areas in the Hotel was created with a somewhat varied layout in mind, rather than using a uniform grid. This made sure that hotel website visitors felt like they were on a journey of discovery as they navigated the site.
Also, photographs and film assets were upgraded to engage with the audience on a deeper level, font was reworked to user to write and character, and illustrations were used to add an empathic, human component.
A Touch of Personalization
The goal of Six Senses was to provide a personalised experience for each visitor to the Hotel's website. Every user is now presented with a customised website, with content arranged in different ways depending on factors like previous visits, anticipated guests, and geographical location. The addition of this human touch to the design not only improves conversion rates but also encourages more interaction from the site's visitors (luxury-hotel-expert.com, 2021).
Harmony Through to the Booking Experience
The booking process on the new site has been simplified by incorporating the booking system within the design. The user experience has been vastly enhanced as a result, with no bumps in the road between verifying availability and completing the purchase. It was also useful for Six Senses because it shortened the sales cycle and boosted revenue from room rentals (Bhatt, 2022).

Conclusion:
In-depth research into the macroenvironment of various countries revealed a number of difficulties and opportunities that should prove useful in the design and implementation of the new website, whether its primary function is to facilitate effective communication or to establish a solid brand identity. It's crucial for drawing in new business, cementing existing relationships, and making customers happy.
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Identified Issue and Opportunity

•

Online presence is the issue and the opportunity for Six Senses 

because the online presence of this Hotel remain fail to create clear 

brand values and image. 

•

To solve this issue and avail opportunity there is need to develop 

communication strategies so that strong relations can be created 

among the brand and the customers. 

•

For communication need to develop website.
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The World’s #1 Hotel Brand Needs a 

New Website

•

Six Senses Hotels Resorts Spas was (and still is) the world’s #1 hotel 

brand (Travel + Leisure). Among guests, they were known to be a 

unique and exclusive refuge where life could be celebrated in a 

balanced way through an integrated approach to wellness and 

sustainability.

•

Despite their reputation, the brand’s online presence did not reflect 

the brand values nor the experience that guests knew as distinctive 

to the destinations.

•

They required a new platform that would improve digital metrics 

and ultimately allow guests to experience the spirit of Six Senses from 

the first click.
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An Integrated Wellness Positioning 

Strategy

•

Given the mismatch between the perception of the brand by

hotel visitors and web visitors, we needed to evoke the core

essence of the experience and bring it to life across our online

communication.

•

Six Senses’ holistic and harmonious approach to life, which

guests not only perceive but experience within themselves,

inspired us to centre our conceptual approach around

empathy.

•

This sense of being at one with the things you experience and 

feel ran as a red thread through our architecture, style and 

content.
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Architecture  Overhaul

•

Six Sense created a more contemporary story-inspired

structure to bring together ease of user experience and

modular content in a way that connects emotionally with the

audience and expresses the brand values.

•

New inspirational and topical story topics were seamlessly

combined with brand experiences and informative content,

allowing each user to experience their online travel journey

interactively, proactively and harmoniously.

•

This, coupled with a responsive and adaptive design, ensured

for an engaging, inviting and inspirational connection, which

better highlighted the brand values

​​

and increased brand

recognition and awareness.
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Integrating Stories & Experiences

•

Two key content elements that brought Six Senses to life online

were the use of stories and experiences.

•

As everyone can relate to stories, they were used to trigger an

authentic conversational relationship between visitors and the

brand.

•

Experiences presented Six Senses as a source of

“transformational travel”, highlighting the long-lasting impact

of a

•

Both stories and experiences helped communicate the brand

values in a comprehensible and emotional way, while

responding to guests’ increasing need for stays that impact

them at a deeper level. stay at the hotel.
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Design & Style Evolution

•

Rather than applying a strict and rigid grid, each of our

content sections were designed to have a slightly different

layout.

•

This ensured navigating was a dynamic experience that gave

rise to a sense of discovery, encouraging our web guests to

continue exploring the site.

•

Additionally, a more widespread pairing of white and grey

presented an open and intimate design, typography was

rebalanced to improve readability and character,

photography and film assets were updated to connect with

the audience at a deeper level and illustrations were

employed to provide an empathetic, human aspect.
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A Touch of Personalization

•

In order for our website guests to truly be at one with the

content, Six Senses created a one-to-one visitor

experience.

•

Every user is now faced with a personalized website – a

content arrangement based on a variety of data

considerations, such as if they are a returning visitor,

upcoming guest or viewing content in a specific country.

•

This customer-centric design feature introduces a very

human element, while attracting more engaged

customers and improving conversion rates

.
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Harmony Through to the Booking 

Experience

•

To ensure a carefree booking process, the new site 

integrated booking capability within the look and fee.

•

This dramatically improved the user experience, making 

the process seamless from checking availability to 

checking out.

•

It also provided practical results for Six Senses, helping to 

reduce the purchase funnel and increase total booking 

revenue.


