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The purpose of a marketing plan is to do the advertising or promotion of the product and services for increasing the sales of the product and revenue generation. The marketing plan is the marketing strategy of a business to promote its product and services. To develop a marketing strategy there is a need to analyse the market and the need of customers. Making the marketing strategy for a hotel in the UK is not easy because there is a highly competitive market in the hospitality industry in the UK. The key areas of marketing strategy can be identified by using SOSTAC, 4Ps, Bowman etc. (Pike, 2020).
[bookmark: _Toc126262370]Situation Analysis
The situation analysis means to analyse the marketing plan and to analyse the feasibility of whether the plan, will work or not otherwise it has to be changed. The marketing plan is social media marketing and direct online advertisement (Jain, Sharma and Gupta, 2022). 
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SWOT Analysis of Six Sense
	Strengths
· The strength of Six Sense is its high brand image.
· They have many resources
· Booking is online that can be user-friendly
· The location of the Resorts
· Skilled and trained staff
	Weakness
· Focusing on a single segment 
· High cost for premium services
· Financial inability
· Technological outdated


	Opportunities
· Innovative products
· Expansion of business
· Extension of the product
· Adopting the new technology
	Threats
· Competitors
· Political environment
· Climatic issues
· Government rules and regulations


 (Benzaghta et al.,2021)
[bookmark: _Toc126262372]Segmentation and Targeting of Customers
Six Senses has segmented their customers according to the categories geocentric, psychographic, socio-demographic, and according to behaviour of the customers. They have clearly defined their target market as the socio-demographic group in which they have targeted the families that is the socio-demographic segment for their business. Their target customers are families so the marketing plan has to be prepared according to the families that attract them for buying the services of Six Sense. They targeted the large group of customers that includes the Millennial and family group which clearly defines the target market of Sis Sense as socio-demographic (Sousa, Magalhães and Soares, 2021). 
Perceptual Positioning Map[image: ]
The product positioning map shows the quality and price of the product if the quality will be high so the price will also be high and if the quality will be low so the price will also low (HO et al., 2021). 

[bookmark: _Toc126262373]Bowman’s Strategy Clock
Bowman’s Strategic Clock helps to position the product in the market. 
[image: Bowman's Strategy Clock Source: (Bowman & Faulkner, 1996)]
The Bowman’s Strategic Clock means it works like a clock means it works step by step. To position the product in the market there are some steps has to be followed the first step is Love Value Added and Low Price. The low value-added and low price that means at the starting stage the price will be low and the low value will be added because it will be the initial stage of the product. The second stage is Low price, in this stage price is low but the value of the product gets increased. The third step is Hybrid which means positioning the product with a low price and differing the product. The fourth step is Differentiation, which means differentiating the product from the product of the competitor and to make something unique in the product. The fifth step is focused differentiation which means providing a high-quality product with a high price rate of the product. The sixth step is a high margin which means providing the product at a low cost with a high-profit margin. Then come the seventh step monopoly pricing which means the unique price from the market. Then comes the last and eighth Loss of market share which means losing the market share because of the high rate of the product (Akkari et al., 2020). 
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The collaborator of Six Sense is United States Coalition for sustainability and sustainable chain. The Six Sense is in partnership with the United States Coalition. The Global Tourism Plastics Initiative is also a partner of Six Sense for reducing plastic and making a plastic-free environment (Tran et al., 2020).
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The PESTLE analysis includes the political environment that impacts the marketing plan due to changes in the taxation policy and Brexit. The economic factor also impacted the marketing plan due to an increase in the inflation rate. The Social factor also impacted Six Sense because of the changes in the lifestyle of the people, they demand the new trending facilities. Technological factors also impacted the Six Sense because technology is updating day by day. The legal factor also impacted the Six Sense because of changes in the rules and regulations of the government. The Environmental factor is also impacted because the climatic condition is uncertain (Bakhat and Marroun, 2022).
[bookmark: _Toc126262376]Objectives
The main objective of the marketing plan is to do the advertising to aware the customers about the product and for increasing sales and generating profit. 
[bookmark: _Toc126262377]Strategy
Their vision is to reconnect the people with themselves, others and the world they are surrounded by. The six senses focus on what matters in life and how to appreciate the environment around us.  It happens when an individual senses extraordinary feelings or some changes in their surrounding. Six senses hotel help to renovate intuition and make the individual feel alive and assist to connect with nature and oneself and that is what makes six senses different from other hotels (Chen et al, 2022). Six senses offer wellness programs and experiences effectively with the help of a partnership with leading experts.  They offer emotional hospitality and an approach which help them to understand the feeling of others. This approach will help persons who want to take a vacation from their daily life and want to experience nature. The six senses hotel can market itself on social media by providing images and videos and sharing the experiences of the people who visited there (Zhang et al., 2020).
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Marketing Mix
Product- Six senses operate in 17 countries with 20 hotels and resorts and planning to sign more than 34 properties in the development. Six senses offer a unique experience of resort life by providing private and personal touches of beautiful private apartments and villas (Zhang et al., 2020).
Place- Customers can get information about the hotel from their social media pages and accounts. Six senses are one of the top hotels in the hospitality industry. They operate in 17 countries and each country has affordable prices with 20 hotels and resorts. Six senses have videos and images on their social media handles so the customer can see what kind of experiences they provide ((Zhang et al., 2020).
Price- They provide different prices in different countries because the charge of the operations is different in each country and required different pricing strategies (Liu et al., 2020).
Promotion- There are various ways by which the hotels and resorts can be advertised like social media, websites and pop-up advertisements. They can hire social media experts in order to advertise their hotels and resorts and pay some websites to put their advertisements on their pages and pop-up advertisements and traditional methods like templates and newspapers (Zhang et al., 2020). 
Race model
Plan- To promote the hotel of six senses on social media, websites and pop-up advertisements and provide an insight into the hotel so it can engage with the customers (Kabzan et al., 2019).   Reach- Providing the videos and images and experiences of the people who visited there will help to engage with the new audience. Act- Hiring social media experts so they can make the reach of the pages of the hotels higher and increase the engagement of the customer by uploading family-friendly content on the social media page of the hotel .Convert- This will be done by digital marketing and traditional form of marketing like Television, newspapers and templates (Kabzan et al., 2019).Engaging- Posting family-friendly content will help to engage the customers of the hotel. 
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The success of the marketing plan can be evaluated based on some factors like cost and quality. The cost should be less and the output should be more because it will result in revenue generation and high growth of the business. It helps in generating profit also. Success can be measured by the demand and the supply of the product if the product is demanding so the marketing plan will be successful and if not so another plan has to be made for the marketing of the product. New customers will get attracted by social media marketing and the direct innovative advertisement that helps to attract new customers.
[bookmark: _Toc126262381]Conclusion
In conclusion, the marketing plan of social media marketing and direct advertisement will be successful because it helps to attract customers towards the product. By using this marketing strategy the sales will be increased. By doing an advertisement of the product it helps to get noticed in the eye of people that can be future customers. After analysing the micro and macro factors of the business by using SWOT and PESTLE. The result of the analysis is the marketing plan will be successful and feasible for the future also it will work upon the strategies to attract customers towards the business and product.
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