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Designing the Extended Marketing Mix (7Ps) for Sustainable Hospitality: A Strategic Analysis of Six Senses Hotels Resorts Spas
Executive Summary
Sustainability has moved from being a peripheral corporate-social-responsibility issue to an important component of hospitality strategy. For eco-resorts and sustainable hotel groups, however, environmental performance alone does not guarantee customer satisfaction or competitive advantage. Sustainability must be integrated into the entire customer experience, including the accommodation product, pricing, booking channels, communication, employees, service processes and physical environment. The extended marketing mix—Product, Price, Place, Promotion, People, Process and Physical Evidence—therefore provides an appropriate framework for designing sustainable hospitality experiences.
This report evaluates the 7Ps in the context of Six Senses Hotels Resorts Spas, an international luxury hospitality brand combining wellness, sustainability and experiential travel. Six Senses provides an appropriate benchmark because sustainability is integrated into property design, operations, local sourcing, community engagement and guest experiences. All operating Six Senses hotels were GSTC-certified through third-party audits by the end of 2024, except properties not operating before 2024. The company also allocates 0.5% of hotel revenue to property-level Regenerative Impact Funds supporting environmental and community projects. Six Senses
The analysis finds that experiential marketing is particularly important in green hospitality because guests must experience sustainability as part of the service rather than simply encounter environmental claims in advertising. Existing evidence indicates that perceived green practices can strengthen satisfaction and loyalty, while contemporary research suggests that green experiential value and customer delight can mediate the relationship between sustainable service encounters and loyalty. DOI
Distribution presents a different challenge. Online travel agencies (OTAs), particularly platforms such as Booking.com and Expedia, provide visibility and customer acquisition but involve commission costs and reduce hotels' control over customer relationships. Direct booking can increase margins, access to customer data and opportunities for personalisation. Research also demonstrates that price parity, cancellation flexibility and channel credibility influence channel selection. A balanced omnichannel approach is therefore recommended rather than eliminating OTAs.
The report finds that People, Process and Physical Evidence are particularly significant because hospitality is intangible. Employees translate sustainability into human interactions; service processes determine whether green practices create convenience or inconvenience; and physical evidence makes sustainability observable and credible.
An integrated 7Ps matrix is proposed in which regenerative experiences form the Product, value-based premium pricing forms Price, selective omnichannel distribution represents Place, evidence-based storytelling supports Promotion, sustainability-trained employees constitute People, frictionless sustainable service forms Process and biophilic/local design provides Physical Evidence. This integration can enable a sustainable hospitality organisation to create simultaneous customer, environmental, community and commercial value.
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1. Introduction
The hospitality sector creates economic value and memorable tourism experiences but also consumes significant quantities of energy, water, food and materials. Hotels therefore face growing expectations from customers, regulators, investors and communities to improve environmental and social performance. At the same time, sustainability cannot replace the fundamental requirements of hospitality: guests still expect comfort, service quality, convenience, safety and value.
This creates an important marketing challenge. An eco-resort cannot assume that customers will accept poorer service simply because the hotel is environmentally responsible. Sustainability must instead enhance the customer experience.
Research supports this connection. Merli et al. (2019) found that guests positively recognised hotel environmental commitments and that perceived green practices influenced satisfaction and loyalty. More recent research has similarly identified relationships between perceived green value, satisfaction, trust, visit intentions and willingness to pay a premium. DOI
The traditional marketing mix of Product, Price, Place and Promotion is useful for tangible products but is insufficient for hospitality because hotel experiences depend strongly on interactions, processes and physical surroundings. The extended marketing mix therefore adds People, Process and Physical Evidence, creating the 7Ps.
This report applies the 7Ps to sustainable hospitality using Six Senses Hotels Resorts Spas as the principal case organisation. Six Senses is useful because sustainability is not treated simply as promotional messaging. Its programme incorporates sustainable buildings, local employment and sourcing, environmental restoration, elimination of plastics, property-level sustainability teams, Earth Labs, local impact funding and farm-to-fork initiatives. 
The report has four objectives. First, it assesses how experiential marketing and service design affect customer satisfaction and loyalty in green hospitality. Second, it critically evaluates direct booking and OTA distribution, including Booking.com and Expedia, together with associated pricing trade-offs. Third, it examines the strategic role of People, Process and Physical Evidence in reducing service intangibility. Finally, it evaluates best practices from Six Senses and responsible-tourism organisations such as Intrepid Travel before developing an integrated 7Ps matrix and implementation framework.





2. Market and Consumer Behaviour Analysis
2.1 Sustainable Hospitality and Changing Consumer Expectations
Sustainable hospitality is broader than reducing energy consumption or replacing plastic products. A genuinely sustainable hospitality model attempts to reduce negative environmental impacts while creating positive economic and social outcomes for destinations and communities.
Consumers have simultaneously become more aware of sustainability. However, environmental concern does not mean that sustainability automatically determines hotel selection. Guests evaluate several factors simultaneously, including location, price, service, reviews, design, amenities and convenience.
This produces what may be described as a green value challenge:
Sustainability must create value rather than merely require sacrifice.
Merli et al. (2019) found that environmental practices can positively affect satisfaction and loyalty. Research on upscale hotels also shows that green practices need to operate alongside conventional service quality because service quality directly affects perceived value, satisfaction and behavioural intentions. 
Consequently, an eco-resort should not communicate:
“Accept less because we are sustainable.”
Its proposition should instead be:
“Experience more because sustainability improves your stay.”
Examples include locally sourced food providing greater freshness, passive design creating naturally comfortable environments, reusable glass water systems creating premium presentation while eliminating plastic, and local cultural experiences providing greater authenticity.

2.2 Target Consumer Segments
A sustainable hospitality organisation should not assume that every customer has identical environmental motivations.
Four broad segments can be identified.
Eco-conscious travellers
These guests actively consider environmental performance during accommodation selection. They may examine certifications, renewable energy, waste reduction, local sourcing and community impact.
For this segment, credible sustainability evidence can directly influence purchase intention.
Experiential luxury travellers
These consumers primarily seek memorable, premium and distinctive experiences. Sustainability can increase perceived value when integrated with wellness, food, design, nature and local culture.
This segment is particularly important for Six Senses because sustainability and luxury do not have to be opposites.
Wellness travellers
These customers seek physical and psychological wellbeing through spas, sleep, nutrition, fitness, meditation and nature.
Sustainability complements wellness because environmental health and personal wellbeing can be positioned as interconnected.
Responsible mainstream travellers
These consumers may prefer sustainable choices but do not necessarily select hotels exclusively on environmental grounds. Convenience, price and service remain critical.
For this segment, sustainability should be embedded unobtrusively into the experience.

3. Experiential Marketing, Service Design and Customer Loyalty
3.1 Experiential Marketing
Hospitality is inherently experiential. A hotel customer does not merely purchase a room; the customer purchases sleep, comfort, interaction, food, relaxation, atmosphere and memories.
Experiential marketing therefore focuses on creating sensory, emotional, cognitive, behavioural and relational responses.
In sustainable hospitality, experiential marketing is particularly valuable because environmental claims can otherwise remain abstract.
For example:
Conventional green message:
“We reduce food waste.”
Experiential approach:
Guests visit the organic garden, harvest herbs and later consume those ingredients in their meal.
The second approach transforms sustainability from information into experience.
Six Senses follows this logic through its Earth Labs, farm-to-fork experiences, gardens and sustainability activities. Its properties grow herbs, fruits and vegetables, while Earth Labs are used for workshops connecting guests and communities with sustainable living. 
This has marketing significance because guests become participants in the sustainability story.

3.2 Experiential Marketing and Satisfaction
Satisfaction occurs when perceived performance meets or exceeds expectations.
In green hospitality, customers have at least two simultaneous expectations:
Hospitality expectation: comfort, cleanliness, service and convenience.
Sustainability expectation: credible environmental and social responsibility.
Both need to be satisfied.
Merli et al. (2019) found significant relationships between perceived green practices, guest satisfaction and loyalty. More recent evidence suggests that green experiential value and customer delight can play important mediating roles in creating loyalty in luxury green hotels. 
Therefore:
Green practices → Experiential value → Satisfaction/delight → Loyalty
is strategically stronger than:
Green practices → Advertising claim.
For Six Senses, sustainability initiatives such as Earth Labs can therefore function simultaneously as operational sustainability, guest entertainment, education and brand experience.

3.3 Sustainability and Brand Loyalty
Loyalty is particularly valuable in hospitality because retaining previous customers can reduce customer-acquisition costs while generating repeat stays and recommendations.
Green loyalty can emerge when customers perceive a hotel's values as compatible with their personal identity.
Research among green hotel guests has found relationships among familiarity, green image, satisfaction and loyalty. Studies conducted in 2026 similarly suggest that perceived green value contributes to satisfaction and trust, which then affect visit intention and willingness to pay premium prices. 
Nevertheless, sustainability cannot compensate indefinitely for poor service. A guest may admire a hotel's environmental policies but still avoid returning if check-in is slow, rooms are uncomfortable or employees appear indifferent.
Therefore, sustainable hotels should aim for:
Functional quality + Emotional experience + Environmental value = Stronger loyalty.

Yes. From Section 4 onward, the earlier version was too brief and bullet-heavy for a 4,000–5,000-word academic report. You need proper analytical paragraphs, explicit application to Six Senses, critical evaluation, and links between each “P” and sustainability/customer behaviour.
Use the following replacement from Section 4 onwards.
4. Extended Marketing Mix for Sustainable Hospitality
The extended marketing mix provides a useful framework for translating sustainability from a broad organisational commitment into specific activities that customers can experience. The traditional four elements—Product, Price, Place and Promotion—address what the hotel offers, how it is priced, where it is distributed and how it is communicated. However, hospitality is predominantly a service business, making People, Process and Physical Evidence equally important. These additional elements influence whether customers actually experience the environmental and social promises communicated by the brand.
For sustainable hospitality, the seven elements should not operate independently. A hotel may, for example, promote itself as environmentally responsible, but if it uses excessive single-use plastics, imports most of its food, provides employees with little sustainability training and cannot demonstrate measurable environmental outcomes, its positioning becomes inconsistent. Such inconsistency can increase consumer scepticism and perceptions of greenwashing. Research on green hotels demonstrates that identifiable elements of the service encounter—including design, ambience and social components—can act as physical evidence supporting environmental claims and influencing consumer trust and repatronage intentions. 
Six Senses demonstrates a more integrated model. Its sustainability strategy incorporates building design, local sourcing, environmental restoration, waste reduction, employee engagement, guest participation and community investment. As of December 2024, operating Six Senses hotels were GSTC certified through third-party audits, except properties that had not been operating before 2024. Six Senses Consequently, sustainability is embedded across several elements of the marketing mix rather than positioned solely as a promotional message.

4.1 Product: From Sustainable Accommodation to Regenerative Experience
In hospitality marketing, the product is considerably broader than the physical hotel room. The core benefit purchased by a guest may be accommodation, but the complete product includes the room, food and beverage, wellness facilities, service, atmosphere, location, activities and emotional experience created during the stay. For an eco-resort, environmental and social sustainability can become additional dimensions of this product.
A sustainable hotel product should therefore operate at three levels. The core product remains rest, comfort, relaxation and hospitality. The actual product includes the accommodation, restaurant, spa, amenities, design and service quality. The augmented product includes sustainability experiences, cultural interaction, conservation participation, wellness programmes and community engagement.
Six Senses provides a strong example. Its sustainability model includes energy efficiency, passive cooling, electric transportation, biodegradable cleaning products, locally sourced products, gardens and Earth Labs. Each property has a garden supplying herbs, vegetables and fruits for resort kitchens and other activities. In 2025, the group reported producing 77,007 kilograms of vegetables, 118,701 organic eggs and 142,365 kilograms of compost. 
These initiatives demonstrate how operational sustainability can become part of the customer product. A vegetable garden, for example, should not be viewed only as a mechanism for reducing food miles. It can become part of a guest journey:
Garden → Guest participation → Ingredient → Restaurant dish → Story → Memory.
Six Senses' Earth Labs develop this approach further. Guests can participate in activities such as zero-waste candle making, creating beeswax wraps, harvesting herbs and learning about conservation. At selected destinations, experiences extend to coral restoration and turtle conservation. Six Senses This converts sustainability from a back-of-house operational function into an experiential product.
This approach is particularly important because environmentally conscious consumers do not necessarily want sustainability to reduce enjoyment. A sustainable hotel should therefore avoid presenting environmental responsibility as sacrifice. Removing premium amenities without offering attractive alternatives, for example, could reduce perceived quality. Instead, sustainability should improve the product. Refillable glass water bottles can replace disposable plastic while simultaneously appearing more premium; locally sourced food can reduce transport impacts while increasing freshness and authenticity.
For a sustainable hotel chain, the recommended product portfolio can therefore be structured around four connected experience pillars:
Stay Well would combine low-impact accommodation with sleep quality, wellness and biophilic design.
Eat Local would integrate local sourcing, gardens, seasonal menus and food-waste reduction.
Experience Place would provide cultural, community and nature-based experiences.
Regenerate Together would allow guests to participate in conservation, habitat restoration or community initiatives.
This model strengthens differentiation because competitors can imitate individual technologies such as solar panels, but it is more difficult to imitate an integrated experience connecting sustainability, wellness, community and place.

4.2 Price: Creating Value Without Creating a “Green Premium” Problem
Price is particularly complex in sustainable hospitality. Eco-resorts frequently incur additional investment associated with sustainable construction, renewable energy systems, water management, responsible sourcing, staff development, certification and conservation programmes. Management may therefore attempt to recover these costs through higher room rates.
At the same time, willingness to pay for sustainability varies significantly between consumers. Highly eco-conscious travellers may accept a premium, whereas mainstream travellers may continue to prioritise location, reviews, convenience and service quality. Sustainable hotels should therefore avoid assuming that environmental responsibility alone justifies a substantially higher price.
The stronger strategy is value-based pricing.
Instead of communicating:
“Our hotel costs more because it is sustainable,”
the hotel should communicate that the price reflects a richer overall experience incorporating high-quality accommodation, wellness, local food, nature, cultural experiences and measurable positive impact.
This distinction is important for luxury sustainable brands such as Six Senses. Luxury and sustainability can reinforce one another when sustainability increases exclusivity, authenticity and emotional value. A locally designed villa built with appropriate materials, personalised wellness programme, organic garden experience and conservation activity can command a premium because of the complete experience rather than simply because it uses fewer resources.
A sustainable resort could consequently establish three pricing packages.
The Essential Sustainable Stay would include accommodation, sustainable amenities, refillable water and standard resort facilities. This allows sustainability to remain accessible rather than becoming exclusive to premium customers.
The Immersive Sustainable Stay could combine accommodation with local dining, wellness and a guided environmental or cultural experience.
The Regenerative Retreat could provide personalised wellness, private nature experiences, conservation participation and premium accommodation.
This creates price differentiation based on the depth of experience rather than different levels of environmental responsibility. Fundamental sustainability standards should remain consistent across all packages.
Dynamic pricing can also support sustainability. Higher prices during periods of excessive demand and attractive packages during shoulder seasons can distribute visitor demand more evenly. This can improve occupancy while reducing pressure during peak periods.
Pricing must nevertheless remain transparent. Customers may react negatively if environmental contributions appear as unexpected surcharges. A more effective approach is to explain how the customer's stay contributes to measurable environmental and community outcomes. Six Senses provides a relevant model because each property allocates 0.5% of total hotel revenue to its Regenerative Impact Fund, which supports locally relevant environmental and social projects. Six Senses
The implication is that price itself can participate in sustainability: part of the revenue generated through every stay contributes to destination regeneration. This strengthens the connection between customer purchase and social/environmental impact.

4.3 Place: Direct Booking, OTAs and Sustainable Distribution
“Place” in hospitality refers primarily to distribution—the channels through which customers discover, compare and purchase accommodation. Digitalisation has significantly changed this aspect of hotel marketing because consumers can move rapidly between search engines, hotel websites, review sites, social media and online travel agencies (OTAs).
For sustainable hotel chains, distribution should fulfil three objectives simultaneously:
reach + profitability + customer relationship.
OTAs such as Booking.com and Expedia provide international reach, convenient comparison, consumer reviews and established booking technology. They are therefore particularly useful for customer acquisition and for introducing a lesser-known property to new markets.
However, OTA distribution involves important trade-offs. Hotels generally pay commissions and have less direct ownership of the customer relationship. OTA interfaces also encourage comparison based heavily on price, location and review scores, making it more difficult for a sustainable resort to communicate its complete experiential proposition.
Research by Ye, Yan and Wu (2019) demonstrates that hotels face strategic decisions between direct online distribution and cooperation with OTAs, with channel profitability depending on factors including channel costs and business arrangements. Wiley Online Library
Direct booking offers different advantages. When a customer books through the hotel's website, the property has greater opportunity to capture customer preferences, communicate before arrival, personalise the stay and cross-sell experiences. Direct channels also enable the hotel to explain its sustainability programme in considerably greater depth.
However, asking consumers simply to “book direct” is insufficient. Customers require a clear benefit.
For sustainable resorts, direct-booking benefits could include complimentary sustainable airport transfers, flexible cancellation, a wellness session, local dining credit, Earth Lab activity or conservation experience.
This creates a useful distinction:
OTA strategy = discovery and acquisition.
Direct strategy = relationship and lifetime value.
Rather than treating OTAs as competitors that must be eliminated, the hotel can use a selective omnichannel strategy. OTAs can acquire first-time customers, while excellent service, CRM and loyalty incentives can encourage future direct booking.
Price parity complicates this strategy. When room prices are similar across direct and OTA channels, non-price attributes become increasingly influential. Lee and Sharma (2025) found that price parity can shift consumer preference towards direct hotel websites, while cancellation flexibility and channel credibility affect channel choice. Sage Journals
Therefore, the hotel can use value differentiation rather than aggressive price undercutting.
For example:
	Booking Channel
	Room Rate
	Added Value

	OTA
	$500
	Standard stay

	Direct website
	$500
	Flexible cancellation + wellness credit + sustainability experience


The direct rate does not necessarily have to be cheaper. It needs to be more valuable.
The hotel's own digital platform should also simplify the sustainable customer journey. Guests should be able to view environmental credentials, choose low-carbon transfers, book local experiences, identify plant-forward food options and understand how their stay contributes to community or conservation projects before arriving.
Consequently, Place becomes more than distribution. It becomes the mechanism connecting customer acquisition with the sustainable experience.

4.4 Promotion: From Green Claims to Evidence-Based Storytelling
Promotion is critical for sustainable hotels because sustainability claims are difficult for consumers to verify before purchase. Terms such as “eco-friendly”, “responsible”, “green” and “sustainable” are widely used across the hospitality sector, sometimes without sufficient evidence. This creates the risk of greenwashing and consumer scepticism.
Sustainable promotion should therefore follow a four-stage model:
Claim → Evidence → Experience → Impact.
For example, rather than advertising that the resort is “plastic conscious”, the hotel can explain that it operates its own water filtration and bottling system, allows guests to use refillable glass bottles and publishes the resulting reduction in disposable bottles.
Six Senses reported that 2,593,299 plastic bottles were avoided in 2025 through its refill systems. Six Senses This numerical evidence makes the environmental claim considerably more credible.
Certification can perform a similar function. Six Senses reports third-party GSTC certification through Control Union for operating hotels covered by its 2024 certification programme. Six Senses Independent verification reduces dependence on self-declared environmental claims.
Promotional communication should also be experiential rather than technical. Consumers are unlikely to develop emotional attachment to a hotel because it simply reports electricity consumption. However, they may engage strongly with stories showing how the resort protects sea turtles, supports local artisans or restores coral.
In 2025, Six Senses reported that 9,482 sea turtle hatchlings reached the ocean from its beaches, while more than 50.6 million square metres of habitat had been protected since 2021. Six Senses Such outcomes provide powerful storytelling material because they connect measurable sustainability with emotionally meaningful experiences.
An integrated promotional strategy should use social media, website content, email CRM, public relations, sustainability reports, creators, guest-generated content and independent certification.
However, influencer marketing should be carefully managed. A luxury creator posting attractive resort images without discussing environmental initiatives could reinforce conventional consumption rather than sustainable positioning. Creator selection should therefore consider alignment with wellness, responsible travel, conservation and cultural respect.
The strongest promotional principle is:
4.5 People: Employees as Sustainability Ambassadors
People represent one of the most important differences between the traditional 4Ps and the extended hospitality marketing mix. A hotel service is produced and consumed through interactions between guests and employees. Reception staff, restaurant teams, housekeeping employees, spa therapists, chefs, guides and managers collectively influence perceived service quality.
For sustainable hospitality, employees have an additional role: they make environmental and social values understandable to customers.
Consider two different interactions.
In the first, a guest asks why there are no disposable plastic water bottles and the employee simply says, “The hotel doesn't use them.”
In the second, the employee explains that the resort filters and bottles its own drinking water, describes the reduction in plastic waste and offers to show the guest the Earth Lab.
The operational policy is identical, but the second interaction creates greater experiential and educational value.
Employees therefore function as sustainability ambassadors.
This requires training. Staff should understand not only what sustainability policies exist but why they exist and how they contribute to the guest experience. Training should include environmental practices, local culture, storytelling, service recovery, cultural sensitivity and responsible tourism.
Six Senses incorporates this principle through climate training for hosts and programmes in which employees can become “Sustainability Heroes”. Earth Labs also engage both guests and staff in sustainability activities. Six Senses
Local employment has additional strategic value. Local employees possess cultural knowledge that can increase authenticity, while wages retained within the destination increase tourism's local economic contribution. Six Senses explicitly includes local employment and sourcing within its sustainability approach. Six Senses
However, there is an important critical issue. Employees should not be expected to deliver premium sustainable hospitality without appropriate working conditions, training and empowerment. A hotel cannot credibly communicate social sustainability externally while neglecting employee wellbeing internally.
The recommended people strategy should therefore follow three stages:
Recruit for hospitality attitude, cultural knowledge and environmental awareness.
Develop through service, sustainability, storytelling and problem-solving training.
Reward through indicators combining guest satisfaction, teamwork, environmental performance and community participation.
People therefore connect brand promise with service reality.

4.6 Process: Designing Frictionless Sustainability
Process refers to the systems and procedures through which hospitality services are delivered. Because hotel stays involve numerous customer interactions, process quality can significantly affect satisfaction.
Sustainable hospitality creates an additional challenge: environmental processes can sometimes inconvenience customers.
For example, a hotel could reduce energy use by severely limiting climate control. Although environmentally beneficial in isolation, this could reduce comfort and satisfaction. A better solution might combine passive design, efficient cooling technology, occupancy sensors and guest-controlled temperature settings.
The strategic objective should therefore be frictionless sustainability.
The sustainable choice should ideally be the easiest choice.
The complete customer journey can be redesigned accordingly.
Pre-arrival
Following booking, customers should receive digital rather than unnecessary printed communication. The hotel can collect dietary, wellness and activity preferences in advance and offer shared or electric transfers.
Sustainability information should be brief and relevant rather than overwhelming customers with technical documentation.
Arrival
Check-in should be efficient and largely paperless. Employees can provide a concise introduction to the property's sustainable features and explain optional activities.
The key word is optional. Guests should be encouraged to participate rather than made to feel morally judged.
During the stay
Sustainable processes can include refillable water, energy-efficient rooms, responsible linen replacement, locally sourced menus, reusable amenities and clearly designed waste systems.
Earth Lab activities can provide deeper engagement for interested guests. Six Senses uses Earth Labs to display information about energy, water and waste while also offering workshops and educational experiences. 
Departure
Digital checkout can reduce waiting and paper use. Guests can receive a short summary of the environmental or community initiatives supported through their stay.
Post-stay
CRM communication can thank the guest, report relevant impact and encourage future direct booking. Rather than sending generic promotional emails, the hotel could follow the guest's interests. A customer who participated in coral restoration, for example, might receive future conservation updates.
Process therefore affects both operational efficiency and customer experience.
The critical principle is:
Sustainability should remove unnecessary resource use—not necessary customer value.


4.7 Physical Evidence: Making an Intangible Green Service Visible
Physical Evidence is particularly important in hospitality because customers cannot fully evaluate a hotel service before purchasing it. They therefore rely on tangible cues to assess expected quality.
These cues include architecture, landscaping, furniture, room design, amenities, uniforms, restaurants, cleanliness, signage, websites and certification.
For sustainable hospitality, physical evidence has an additional purpose: it makes environmental responsibility observable.
Research on trustworthy eco-friendly hotel services identifies design, ambience and social components as important elements through which guests interpret the credibility of green services.  
For an eco-resort, physical evidence could include locally sourced building materials, visible renewable-energy systems where appropriate, organic gardens, refillable amenities, water stations, recycling facilities, biodiversity information and recognised sustainability certifications.
However, sustainable physical evidence must be consistent with the hotel's market positioning.
A luxury eco-resort should not make sustainability appear cheap.
For example:
Poor execution: inexpensive-looking refill containers replacing branded toiletries.
Premium sustainable execution: attractive reusable ceramic or glass containers with high-quality locally produced amenities.
Both reduce packaging, but the second maintains luxury perceptions.
Biophilic design can also strengthen the relationship between physical evidence and sustainability. Natural light, vegetation, locally appropriate architecture and connections with outdoor environments can simultaneously reduce environmental impacts and improve wellbeing.
Six Senses incorporates land topography, building orientation and renewable materials into its design approach and targets at least LEED Silver certification for new hotels. Individual properties have achieved higher ratings, including LEED Platinum and Gold. Six Senses
Physical evidence therefore performs three functions:
Functional: demonstrating quality.
Emotional: creating atmosphere and wellbeing.
Symbolic: proving the sustainability proposition.
This is why Physical Evidence should be treated strategically rather than simply as interior decoration.

5. Critical Evaluation of Sustainable Hospitality Best Practice
5.1 Six Senses: Sustainability as an Integrated Business Model
Six Senses represents a useful benchmark because its sustainability activities extend across the customer experience and hotel operations.
The company's approach demonstrates a transition from conventional sustainability towards regenerative hospitality. Traditional sustainable tourism aims to minimise negative impacts. Regenerative hospitality seeks to generate positive environmental and community outcomes.
This distinction can be expressed as:
Conventional hotel: consume resources.
Green hotel: consume fewer resources.
Sustainable hotel: operate within environmental limits.
Regenerative hotel: contribute towards restoring environmental and social systems.
Six Senses' Regenerative Impact Fund provides an example. Each property allocates 0.5% of total hotel revenue, supplemented by mascot sales and donations, towards locally relevant environmental and social projects. Six Senses
Its reported 2025 outcomes included habitat protection, waste removal, improved access to water and sanitation, community participation and educational and healthcare benefits. Six Senses
The strategic strength is that sustainability connects several Ps simultaneously. Gardens become Product and Physical Evidence; Earth Labs become Product, Promotion and Process; sustainability-trained employees represent People; direct contributions from hotel revenue connect Price with community impact.
Nevertheless, Six Senses also illustrates a broader challenge. Its luxury positioning means that the model cannot simply be copied by every hotel. Smaller independent hotels may lack sufficient capital for advanced sustainability technologies or specialist sustainability teams. Best practice should therefore be adapted rather than mechanically reproduced.
The transferable principle is not “copy Six Senses' expenditure”. It is:
Integrate sustainability across the guest experience and measure the results.



5.2 Implications for the Wider Sustainable Hospitality Sector
Best practice suggests that hotels should move away from isolated environmental activities. A property installing solar panels but continuing excessive food waste, weak community engagement and disposable consumption cannot claim an integrated sustainability strategy.
The 7Ps provides a diagnostic tool.
Management can ask:
Does our Product create sustainable experiential value?
Does Price communicate value fairly?
Does Place balance customer reach with direct relationships?
Does Promotion provide evidence rather than unsupported claims?
Are People trained and empowered?
Is Process both sustainable and convenient?
Does Physical Evidence visibly support the brand promise?
Weakness in one element can undermine the others.
For example, excellent promotion combined with poor physical evidence creates greenwashing risk. Sustainable physical infrastructure combined with poorly trained employees creates a service-quality problem. Premium prices without meaningful experiential differentiation reduce perceived value.
Thus, competitive advantage depends on 7Ps alignment rather than excellence in only one element.

6. Integrated 7Ps Matrix for a Sustainable Eco-Resort
	Element
	Proposed Strategy
	Customer Value
	Sustainability Value
	Key KPI

	Product
	Wellness, local food, nature and regenerative experiences
	Memorable authentic stay
	Conservation and local sourcing
	Experience satisfaction

	Price
	Value-based tiered packages
	Choice and transparent value
	Funds sustainable operations
	ADR/RevPAR

	Place
	Direct website + selective OTA strategy
	Convenience and flexibility
	Better pre-arrival engagement
	Direct-booking share

	Promotion
	Evidence-based impact storytelling
	Trust and emotional engagement
	Sustainability awareness
	Conversion/engagement

	People
	Local, trained sustainability ambassadors
	Personalised service
	Skills and community benefits
	Employee/guest satisfaction

	Process
	Frictionless sustainable customer journey
	Convenience
	Lower resource consumption
	Resource use/guest

	Physical Evidence
	Biophilic design, local materials and visible certification
	Quality reassurance
	Credibility and lower impacts
	Green-quality perception


The matrix demonstrates that each P contributes simultaneously to commercial and sustainability objectives. Most importantly, the elements reinforce one another.
For example:
Local organic garden (Product)
→ creates visible environmental evidence (Physical Evidence)
→ supports farm-to-table operations (Process)
→ provides stories for employees (People)
→ creates digital content (Promotion)
→ strengthens premium experiential value (Price)
→ can become an exclusive direct-booking experience (Place).
This interconnectedness represents the principal strategic advantage of applying the 7Ps as an integrated framework rather than as seven separate marketing activities.

7. Implementation, Budgeting and KPIs
Implementation should occur progressively because attempting to transform every element simultaneously could increase cost and operational disruption.
Phase 1: Audit and Foundation — Months 0–6
The hotel should first audit its existing 7Ps. Environmental indicators should be measured alongside guest satisfaction, distribution costs, employee capability and customer perceptions.
Customer journey mapping should identify friction points from discovery to post-stay communication. Supplier analysis should determine opportunities for local and sustainable sourcing.
Employee sustainability training should also begin during this stage.
Phase 2: Experience Activation — Months 6–18
The hotel should launch sustainable experience packages, redesign direct-booking benefits and integrate sustainability storytelling into digital marketing.
Guest-facing environmental initiatives should become visible through experiences rather than signage alone.
CRM systems should support pre-arrival personalisation and post-stay engagement.
Phase 3: Optimisation and Regeneration — Months 18–36
The hotel should evaluate which experiences create the highest customer and sustainability value.
Environmental performance should be benchmarked per occupied room to distinguish genuine efficiency improvements from changes caused simply by occupancy.
High-performing programmes can then be expanded while weaker initiatives are redesigned.
Indicative Budget Allocation
	Investment Area
	Allocation

	Sustainable product/experience development
	25%

	Digital platform, CRM and direct booking
	20%

	Employee training and development
	15%

	Physical environment improvements
	15%

	Sustainable marketing/content
	10%

	Certification and measurement
	5%

	Community/environment projects
	5%

	Research and contingency
	5%

	Total
	100%


The budget deliberately allocates more resources to product and service delivery than promotion. This is important because sustainable hospitality should first create credible value and then communicate it, rather than investing heavily in green advertising without equivalent operational evidence.
Key Performance Indicators
Performance should be evaluated across four dimensions.
Commercial KPIs should include occupancy, Average Daily Rate (ADR), Revenue per Available Room (RevPAR), direct-booking percentage, OTA acquisition cost and customer lifetime value.
Customer KPIs should include satisfaction, recommendation intention, repeat bookings, sustainable-experience participation and perceived green value.
Environmental KPIs should include energy per occupied room, carbon emissions per occupied room, water consumption, waste per guest, food waste, plastic eliminated and percentage of responsibly sourced products.
Social KPIs should include local employment, local procurement, employee satisfaction, training hours, community investment and participation in community programmes.
This balanced measurement system prevents management from assuming that a sustainability programme is successful merely because environmental consumption falls. Genuine sustainable hospitality must simultaneously create environmental, social, customer and economic value.

8. Recommendations
The first recommendation is to reposition sustainability from an operational feature to an experiential value proposition. Guests should encounter sustainability through food, wellness, design, nature and local culture rather than simply reading environmental notices.
Second, the eco-resort should use value-based rather than cost-based green pricing. Customers should pay for the complete quality and uniqueness of the experience rather than being asked to absorb an unexplained environmental premium.
Third, the distribution strategy should retain OTAs for international reach while progressively strengthening direct bookings through personalised, experience-based benefits. Direct channels should provide additional value rather than depending solely on price discounts.
Fourth, promotion must be evidence-based. Certifications, quantified environmental outcomes and real community projects should support sustainability claims. This reduces greenwashing risk and builds trust.
Fifth, employees should be developed as sustainability ambassadors. Environmental knowledge should form part of service training rather than remain restricted to specialist sustainability teams.
Sixth, sustainable service processes should remain frictionless. Customers should not be forced to choose between environmental responsibility and comfort.
Seventh, Physical Evidence should combine environmental responsibility with the desired service positioning. Sustainable design must continue to communicate comfort, quality and, where relevant, luxury.
Finally, management should evaluate the 7Ps as an integrated system. Competitive advantage will not arise from having the best solar panels, strongest social-media campaign or most attractive eco-room individually. It emerges when Product, Price, Place, Promotion, People, Process and Physical Evidence consistently communicate and deliver the same sustainable brand promise.

9. Conclusion
The extended marketing mix demonstrates that sustainability in hospitality cannot be restricted to environmental operations or promotional claims. It must influence every component of how the hotel creates, communicates and delivers customer value.
Product should transform sustainability into meaningful experiences involving wellness, food, nature and community. Price should communicate total experiential value rather than impose an unexplained green premium. Place should balance the reach of OTAs with the profitability, customer data and personalisation advantages of direct booking. Promotion should move from broad green claims towards transparent and measurable evidence.
People, Process and Physical Evidence are particularly important because hospitality services are intangible. Employees transform policies into human experiences; processes determine whether sustainability feels effortless or inconvenient; and physical evidence enables customers to see and trust environmental commitments.
Six Senses demonstrates the potential of this integrated approach. Its gardens, Earth Labs, plastic-reduction programmes, employee engagement, third-party certification and Regenerative Impact Fund connect sustainability with both operational performance and customer experience. Its model also illustrates that the future of sustainable hospitality should move beyond simply reducing negative impacts towards generating positive environmental and community outcomes.
The strategic objective can therefore be summarised as:
Sustainable hospitality should not require customers to experience less. It should enable them to experience more meaningfully while consuming resources more responsibly and creating greater value for the destination.
When all seven elements are aligned, sustainability becomes more than corporate responsibility. It becomes a source of customer satisfaction, trust, loyalty, differentiation and long-term competitive advantage.
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