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[bookmark: _Toc137138798]Introduction 
The reason of this advertising plan is to outline a strategic approach for Six Senses Hotel to achieve its commercial enterprise goals and decorate its marketplace function. It is being organized for the control crew of Six Senses, along with key stakeholders and decision-makers. This plan will utilize several key frameworks and theorists to frame its techniques. The SOSTAC model will manual the overall shape, making sure a scientific and comprehensive method. The 4Ps (Product, Price, Place, Promotion) could be used to analyze and optimize the advertising and marketing blend. Ansoff's Matrix will offer insights into growth techniques, while the RACE framework will guide communication techniques. By leveraging those frameworks, the plan aims to offer a clear roadmap for reaching advertising fulfillment and riding the boom of Six Senses Hotel.














[bookmark: _Toc137125537][bookmark: _Toc137138799]Situation Analysis
[bookmark: _Toc137125538][bookmark: _Toc137138800]Company (SWOT Analysis)

Strengths:
1. Strong popularity for luxurious and sustainability.
2. Unique selling factor inside the market.
3. Dedication to health and eco-friendly practices.
4. First-charge customer support.
5. Customized experiences make a contribution to client loyalty.
Weaknesses:
1. Exclusivity and high costs restrict the goal market to wealthy people.
2. Limited global presence as compared to some competitors.
Opportunities:
1. Capitalize on the increasing significance of sustainability to clients.
2. Expand marketplace percentage by leveraging green practices.
3. Utilize generation to enhance guest reviews and streamline operations.
Threats:
1. Intense competition from different luxury lodge chains.
2. Economic fluctuations can impact the hotel industry.
3. Geopolitical uncertainties pose a risk to the brand.
Six Senses stands proud in the market with its robust popularity for luxurious and sustainability, offering a unique promoting factor. However, its exclusivity and high charges restrict its goal marketplace. The brand has opportunities to capitalize at the growing significance of sustainability and might leverage era for improved guest stories. Competition, financial fluctuations, and geopolitical uncertainties pose threats to the resort industry.

[bookmark: _Toc137125539][bookmark: _Toc137138801]Customer Segmentation and Targeting
Six Senses goals excessive-net-well worth individuals looking for luxurious, sustainability, and wellbeing studies. The brand segments its clients primarily based on demographics, psychographics, and behavioral elements. By catering to these segments via personalised offerings, Six Senses can create tailor-made stories that resonate with their goal market.
[bookmark: _Toc137125540][bookmark: _Toc137138802]Competitors
To check its competition, Six Senses can use a perceptual positioning map to apprehend how it's far placed in the market in terms of luxurious, sustainability, and well-being. Additionally, Bowman’s approach clock can assist discover the aggressive strategies followed through competitors and decide where Six Senses stands in terms of charge and fee.
[image: How To Use Perceptual Mapping for Better Marketing (2023)]





[bookmark: _Toc137125541][bookmark: _Toc137138803]Collaborators
 Six Senses collaborates with numerous partners, consisting of suppliers of sustainable products, health experts, and nearby groups. The brand also forms B2B relationships with journey groups, occasion planners, and company clients to attract more customers and increase brand exposure. Additionally, Six Senses can also explore franchise possibilities to extend its international footprint.
[bookmark: _Toc137125542][bookmark: _Toc137138804]Climate (PESTLE Analysis)

Political factors:
1. Government guidelines on sustainability practices can affect the emblem's operations and initiatives.
2. Political balance and geopolitical tensions can impact global operations.
Economic elements:
1. Fluctuating exchange quotes can have an effect on revenue and profitability, specially for international operations.
2. Income tiers of target clients can influence call for for luxury reports.
Social elements:
1. Changing customer alternatives toward well-being and sustainability create opportunities for Six Senses.
2. Demographic trends, together with an ageing populace, can shape the goal market.
Technological elements:
1. Advancements in generation can enhance guest studies and streamline operations.
2. Adopting progressive technology can provide a aggressive area inside the industry.
Legal elements:
1. Compliance with labor laws and policies is vital for employment practices.
2. Environmental regulations and regulations effect sustainability practices and operations.
Environmental elements:
1. Climate alternate and herbal screw ups can disrupt operations and have an effect on locations.
2. Emphasizing green practices aligns with environmental worries and client expectancies.

[bookmark: _Toc137125543][bookmark: _Toc137138805]Marketing Mix
 Six Senses' advertising and marketing mix encompasses the 4Ps: Product, Price, Place, and Promotion. The brand focuses on turning in incredible carrier, high priced lodges, and specific stories as its core products (Kotler & Kartajaya, 2017). Pricing techniques replicate the exclusivity and price proposition of the logo. Six Senses cautiously selects its lodge places to ensure they align with the brand's ethos. Promotion includes various advertising and marketing channels which includes virtual advertising, social media, public relations, and partnerships with influencers and health professionals (Azhar et al., 2019).
[bookmark: _Toc137125544][bookmark: _Toc137138806]Objectives
The SMART objective of the advertising plan for Six Senses is to increase annual revenue by means of 20% inside the next economic 12 months through centered promotional campaigns, more desirable purchaser engagement strategies, and increasing market attain thru partnerships and centered advertising and marketing, even as retaining a high level of consumer pride and upholding the logo's commitment to sustainability (Kotler et al., 2020).
[bookmark: _Toc137125545][bookmark: _Toc137138807]Strategy: Enhancing Brand Reputation through Ansoff's Matrix
To cope with negative evaluations and enhance the logo recognition, Six Senses will adopt a method primarily based on Ansoff's Matrix. The strategy will awareness on each product improvement and market penetration.
Product Development: Six Senses will spend money on improving its offerings and guest stories to deal with the worries raised within the reviews (Clow & Baack, 2013). This might also contain refining carrier standards, enhancing services, and introducing modern wellness applications or sustainable practices..
Market Penetration: The logo will implement centered marketing campaigns and public members of the family efforts to highlight its commitment to patron pleasure and sustainable practices. This will involve showcasing fulfillment tales, advantageous guest reports, and emphasizing the precise price proposition of Six Senses (Weiwei, 2021). 
Changes to the Marketing Mix: The advertising mix will go through changes to help the new value proposition and brand reputation strategy. Product-clever, investments in carrier education, centers, and sustainability tasks will be made. Pricing techniques may be tailored to offer competitive costs or cost-brought applications to incentivize customers. In terms of region, targeted geographic markets can be prioritized, and partnerships with journey companies or on-line systems may be explored. Promotion efforts will recognition on logo rebuilding, effective reviews, testimonials, and collaboration with influencers to enhance logo credibility (Weiwei, 2021). 
[bookmark: _Toc137125546][bookmark: _Toc137138808]Tactics
To deal with the problems recognized in the situational evaluation and enhance the inn's communications, the RACE (Reach, Act, Convert, Engage) framework can be hired. This framework outlines a complete method to strategic communications planning.                [image: RACE marketing model definition - What is? - Digital marketing Glossary]

Reach: The resort can decorate its reach with the aid of utilizing a combination of traditional and digital marketing channels. This can include centered advertising and marketing campaigns thru social media systems, seek engine advertising, and on line journey organizations (Smith  & Zook, 2020). By identifying the important thing target markets and knowledge their alternatives, the inn can optimize its reach and visibility.
Act: To encourage clients to do so, the inn can put in force compelling call-to-moves throughout its communique channels. This can include unique gives, different discounts, and applications that incentivize customers to make a reservation or have interaction with the hotel's offerings (Tajeddini et al., 2020). The lodge have to additionally ensure that its internet site is consumer-pleasant and optimized for conversions.
Convert: The motel can enhance conversion rates by way of streamlining the reserving process and presenting a continuing consumer enjoy. This can involve optimizing the resort's website for mobile devices, simplifying the reservation process, and providing steady and convenient charge alternatives. Additionally, the motel can utilize remarketing strategies to re-have interaction potential customers who've proven hobby but haven't finished a reserving.
Engage: Building sturdy engagement with customers is important for logo loyalty and nice word-of-mouth. The motel can attain this by way of focusing on personalized and targeted verbal exchange (Bowie et al., 2017). This can encompass personalized electronic mail marketing campaigns, social media engagement, and interactive content such as blogs or movies that offer treasured facts and foster a experience of network (Tajeddini et al., 2020). 
Based at the findings, particular steps can be brought. For example, if the motel's social media presence is missing, a complete social media strategy can be developed, together with ordinary posting, engaging content, influencer collaborations, and network management (Ryan, 2012). If the hotel's e-mail campaigns are underperforming, improvements may be made via focusing on personalization, segmentation, and turning in relevant and valuable content material to recipients. Additionally, any identified gaps in the inn's online presence or consumer experience ought to be addressed directly, ensuring a continuing and advantageous customer adventure (Lee & Lee, 2019). By adopting the RACE framework and leveraging new communications procedures, Six Senses can address the troubles diagnosed in the situational analysis and improve its communications. Through a strategic technique to reach, act, convert, and engage, the lodge can optimize its conversation channels and beautify customer engagement, resulting in advanced brand notion, extended bookings, and ultimately, higher customer pride.
[bookmark: _Toc137138809]Action 
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[bookmark: _Toc137125547]Figure: Gantt chart of the plan
The above Gantt Chart is ready for Hotel Six Senses. It consists of 3 stages: planning, execution, and closure. In the chart, the purple mark represents the starting stage, the blue mark represents the execution stage, and the yellow mark represents the closure degree. The plan is designed for a monthly timeline, with 4 weeks according to month, and it is going to be carried out in the course of the entire year. The advertising plan encompasses diverse strategies and channels together with on-line advertising, seek engine advertising, text messaging campaigns, mass advertising tasks, newspaper commercials, TV advertisements, and enterprise cards (Jobber, 2020). Each of these activities is allotted a particular time-frame within the plan. The primary objective of this advertising and marketing plan is to assist Hotel Six Senses obtain its targets inside the designated time frame. By effectively executing the plan, the inn aims to perform its goals and drive success in its marketing endeavors.

[bookmark: _Toc137138810]Control 
The achievement of Six Senses' advertising efforts could be measured thru various metrics and key performance signs (KPIs). These encompass monitoring the variety of recent clients obtained, measuring purchaser pride via surveys and feedback, monitoring online evaluations and sentiment closer to the brand, comparing the increase in revenue and profitability, studying internet site visitors and conversion prices, and assessing the effectiveness of advertising campaigns through metrics like click-thru costs and conversion rates (Jobber & Ellis, 2020). By tracking these metrics and KPIs, Six Senses can gauge the impact of its advertising techniques, pick out areas for improvement, and make certain that its efforts align with its targets of attracting new customers, fostering wonderful emblem attitudes, and using improved profits.










[bookmark: _Toc137125548][bookmark: _Toc137138811]Conclusion 
The marketing plan for Six Senses faces challenges along with excessive competition in the luxury inn enterprise, retaining a sustainable emblem image, addressing poor reviews and perceptions, and successfully accomplishing target clients in a crowded market. The advice is that to overcome those demanding situations, Six Senses must attention on differentiating itself thru unique sustainability initiatives and remarkable visitor reviews. Implementing centered marketing campaigns, improving online recognition management techniques, leveraging influencer partnerships, and optimizing digital channels will assist attain and have interaction the preferred target audience. Additionally, continuous monitoring of consumer remarks, records analysis, and adaptableness in reaction to market trends will allow the motel to refine and enhance its marketing techniques.
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