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Exec‍uti⁠ve‍Summary 

The‍global‍hospita‍lity‍industry‍is‍unde⁠rgoing‍a‍fund‍amental‍transformation‍dri⁠ven‍by‍climate‍

urg⁠ency,‍sh‍i⁠fting‍consumer‍values,‍and‍the‍post-pandemi⁠c‍reassessment‍of‍travel’s‍purpose.‍

S‍ustainable‍hospitality‍is‍no‍long⁠er‍a‍niche‍differen‍tiator;‍i‍t⁠‍is‍becoming‍a‍b⁠aseline‍

expectation‍for‍discerning‍travellers,‍particularly‍within‍the‍growing‍eco-c‍onscious‍segment.‍

Th‍is‍report‍inve‍stigates‍the‍design‍and‍integration‍of‍the‍extended‍mark⁠eting‍‍mix—the‍7‍Ps‍

of‍Product,‍Pri⁠ce,‍Place,‍Promotion,‍People,‍Process,‍and‍Physical‍Evid⁠ence—f‍or‍eco-resort⁠s‍

and‍sustainab‍le‍hotel‍chains.‍Drawing‍on‍e⁠xperience‍marketin⁠g‍the⁠ory,‍service‍design‍

principles,‍distribut‍ion‍channel‍dynamics,‍and‍best-practice‍case‍ana⁠lysis‍of‍S‍ix‍‍Senses‍and‍

Intrepid‍Travel,‍the‍paper‍critiq‍ues‍existing‍sustainabil‍ity‍programmes‍and‍synthesises‍

findin‍gs‍into‍an‍in⁠tegrat⁠ed‍7‍Ps‍matrix‍for‍market‍development‍.‍The‍report‍argues‍that‍

sustai‍na⁠ble‍hos⁠pitality‍requires‍a‍systems-level‍ali‍gnment‍of‍all‍seven‍elements,‍where‍

sustainability‍functions‍not‍as‍a‍promotional‍add-on‍but‍as‍the‍organising‍logic‍of‍value‍

creation.‍The‍prop⁠osed‍matrix‍offers‍practitioners‍a‍diag⁠nostic‍and‍stra⁠tegic‍tool‍for‍

embedding‍s⁠ustainability‍across‍the‍entire‍‍service‍marketing‍arch⁠itecture,‍thereby‍building‍cu

stomer‍loyalty‍and‍competitive‍advantage‍in⁠‍the‍gree‍n‍tourism‍segment. 

 

1.‍Introduction 

The‍hospitality‍sector‍stan‍ds‍at‍an‍inflection‍point.‍Contributing‍an‍estimated‍8%‍of‍global‍

greenhou⁠se‍gas‍emi⁠ssions‍and‍facin‍g‍intens‍ifying‍scrutiny‍ove‍r‍resource‍cons⁠umptio⁠n,‍waste‍

gener⁠ation,‍and‍community‍impact,‍the‍industry‍can‍no‍longer‍treat‍sustainability‍as‍a‍

peripheral‍conce⁠rn‍.‍Simultaneously,‍consumer‍expectations‍have‍shifte⁠d‍decisively.⁠‍The‍



post-pandemic‍trave‍ller‍is‍i⁠ncreasi⁠ngly‍values-driven,‍prior‍itising‍authentici⁠ty,‍environmental‍

r‍esponsibility,‍and‍demonstrable‍community‍ben‍efi⁠t‍in‍their‍purchase‍decisions.⁠‍Within‍t⁠his‍

landscape‍,‍eco-resorts‍and‍sustainabl⁠e‍hotel‍chains‍occu⁠py‍a‍strategically‍distinct‍ive‍positio‍n:‍

they⁠‍must‍d⁠eliver‍on‍both‍‍environmental‍commitments‍and‍competitive‍servi⁠c⁠e‍quality,‍

integr‍a‍ting‍sus⁠tainability‍into‍e‍very‍facet⁠‍of‍the⁠‍marketing‍mix‍rath⁠er‍than‍treating‍it‍as‍‍a‍

sepa⁠rable‍attribute. 

 

This‍report‍add⁠resses‍the⁠‍following‍objectives.‍First,‍it‍a‍ssesse⁠s‍the‍i⁠nfluence‍o‍f‍experien‍ce‍

marketing‍and‍service⁠‍des‍ign‍on‍customer‍satisfaction‍and‍brand‍loyalty‍in‍green‍tourism.‍

Second,‍it⁠‍examines‍channel‍distribution‍pric⁠ing‍dynami⁠c‍s‍and‍trade-offs,‍particularl⁠y‍

between‍direct‍booking‍and‍online‍trave⁠l‍agencies.‍Third,‍it⁠‍analyses‍the‍st‍rategi⁠c‍role‍of‍

People⁠,‍Process,‍and‍Ph‍ysi‍cal‍Evidence‍in‍shapi‍ng‍customer‍perceptions‍of‍‍th‍e‍inherently‍‍

intangible‍service‍exper⁠ience.‍Fourth‍,‍it‍critiques‍best-practic‍e‍su‍stainable‍hospitality‍

programme‍s,‍with‍focused‍analysis‍of‍S⁠ix‍Sens⁠es‍and‍I⁠ntrepid‍Tr‍avel.‍Finally,‍it‍deve‍lops‍an‍

integrated‍7‍Ps‍matrix‍for‍market‍develo‍pment‍a⁠pplicab‍le‍to‍an‍eco-resort‍or‍sustainabl‍e‍hotel‍

chain. 

 

The‍report‍is‍structured‍as‍foll⁠ows:‍the‍next‍secti‍on‍establishes‍the‍theoretic⁠al‍found‍ation;‍

s‍ubseq⁠uent‍sections‍analyse‍the‍se⁠ven‍Ps‍and‍synthesise‍an‍integrated‍matrix;‍the‍conclusion‍

of⁠fers‍recommendatio⁠ns‍for‍implementation. 

 

2.‍Theoretical‍Foundation:‍Experience‍Mark⁠eting‍and‍Ser‍vice‍Design‍in‍Green‍Tourism‍ 

2.1‍The‍Extended‍Mar‍keting‍Mix‍an‍d‍the‍IHIP‍Framework 



The⁠‍7‍Ps‍framework‍extends‍the‍tradi‍tional‍4‍Ps‍(Produc⁠t,‍Price,‍Place,‍Promotion)‍by‍

incorpor⁠ating‍People,‍Process,‍and‍Physica⁠l⁠‍Evidence—the‍additional‍eleme⁠nts‍demanded‍by‍

the‍intangibility,‍heterogeneity,‍inse⁠parability,‍and‍peris⁠hability⁠‍(I⁠HIP)‍of‍services‍.‍For‍

hospitality,‍where‍the‍core‍o⁠ffering‍is‍an‍exp⁠erience‍rather‍than‍a‍tangible‍good,‍the⁠se‍

exten⁠ded‍elements‍are‍not‍supplement⁠ary‍b⁠ut‍centra⁠l.‍The‍7‍Ps‍provide‍a‍structur⁠e‍d‍‍lens‍for‍

examining‍how‍s‍ustainable‍hospitality‍organisations‍ca⁠n‍design,‍deliver,‍and‍comm‍unicate‍

va⁠lue‍in‍a‍manner‍that‍is‍both‍commercially‍viable‍and‍en⁠viro‍nmentally⁠‍coherent‍. 

 

2.2‍Exp‍erience‍Marketing‍and‍Gree⁠n‍Consumer‍Beha‍viour 

Experience‍marketing‍theory‍posits‍that‍value‍is‍co-created‍th⁠rough‍multisensory,‍emo

t⁠ionally‍eng‍aging‍encou‍nters‍that‍connect‍the‍consumer‍to‍the‍brand‍in‍meaningful‍ways.‍In‍‍

t⁠h‍e‍context‍of‍environmental‍leisure‍farms‍and‍eco-resorts,‍research‍demonstrates‍t⁠hat⁠‍

experi⁠ential‍dimensions—particular⁠ly‍sensory‍stimuli‍and⁠‍e⁠motion⁠al‍enga⁠gement—

significantly‍influ⁠ence‍c‍ustomer‍satisfaction,‍commi⁠tment,‍and‍trust,‍which‍in‍turn‍mediate‍at

titudinal‍and‍behavioural‍loyalty‍.‍Green‍experiential‍activities,‍such‍as‍organic‍farming,‍

recycle⁠d-ma‍teri⁠al‍design,‍and‍nature-ba⁠sed‍interpretation,‍serve‍as‍differentiation‍st‍rategies‍

that‍enha⁠nce‍brand‍image‍and‍‍deepen‍the‍customer‍relationship‍. 

 

For‍Generation‍Z‍and‍younger‍cohorts,‍e‍xperiential‍marketing‍in‍ecotourism‍contexts‍has‍

been‍‍sh⁠own‍to‍correlate‍pos⁠it⁠i⁠vely‍with‍satisfac⁠tion,‍loya⁠lt⁠y,‍word-of-mouth,‍and‍purchase‍

intention‍.‍This‍sug⁠g⁠ests‍that‍sustainabi‍lity,‍when‍experienced‍rather⁠‍than‍merely‍claimed,‍

becomes‍a‍powe⁠rful‍loyalty‍driver.‍‍The‍design‍of‍the‍service‍encounter‍itself—not‍just‍‍the‍

marketing‍communications‍surrounding‍it‍—becomes‍the‍primary‍vehicle‍of‍value‍

proposition‍deliver‍y. 



 

3⁠.‍The‍7‍Ps‍of‍Sus‍tainable‍Hospitality:‍Analysis‍and‍Integration 

3.⁠1‍Pr‍oduct:‍Beyon⁠d‍Eco-Labels‍to‍Experiential‍Value 

I‍n‍sustainable‍hospitality,‍the‍Product‍encompasses‍both‍the‍tangible‍accommodation‍offering‍

and‍the‍intangible‍e‍xperi⁠en‍ces‍that‍c⁠onstitute‍the‍stay.‍Best-practice‍o‍rga‍nisations‍reframe‍

sustainability‍from⁠‍a‍‍cons⁠traint‍t⁠o‍a‍core‍product‍feature.‍Six‍Senses‍exemplifies‍this‍through‍‍

its‍Earth‍Labs—‍interactive‍spaces‍where‍guests‍participate‍in‍composting‍,‍upcycl‍ing,‍and‍

renewable‍energy‍demons‍trations,‍transforming‍sustainability‍education‍into‍an‍engaging‍

e⁠xperience‍.‍At‍‍its‍Con‍Dao‍property‍in‍Vietnam,‍the‍res⁠ort‍integrates‍turt⁠le‍conservati⁠o⁠n‍

directly‍into‍‍the‍guest‍experien⁠ce,‍allowing‍visitors‍to‍assist‍with‍ethical‍hat‍chling‍releases‍un

der‍expert‍s⁠u‍pervision‍.‍The‍pr⁠odu⁠ct‍i‍s‍thus‍simu‍ltaneously‍a‍resort‍sta⁠y,‍a‍co‍ns⁠ervation‍

contributi⁠on,‍and‍a‍learning‍experie⁠nce. 

 

This‍approach‍aligns‍with‍experien‍ce‍marketing‍princip⁠les:‍the‍green‍product‍is‍designed‍as‍a‍

series‍of‍value-creating‍encounters‍‍rather‍than‍a‍passive‍consumption‍of‍ameniti⁠es.‍The‍

implication‍for‍the‍7‍Ps‍matrix‍is‍t⁠hat‍‍Product‍d⁠esign‍must⁠‍b‍egin‍with‍the‍exper⁠iential‍

narrative—what‍the‍guest‍will‍feel,‍learn,‍and‍remember—and‍then‍rev⁠erse-engineer⁠‍the‍

physic‍al‍and‍operational‍elements‍to‍support‍that‍narrative. 

 

3.2‍Price:‍Value‍Capture‍in‍the‍Sustainable‍Segment 

Pricing⁠‍in‍sustainable‍hospitality‍involves‍a‍dual‍mandate:‍capturing‍the‍p‍remium‍t⁠hat‍eco-

conscious‍travellers‍‍are‍in‍creasing⁠l⁠y‍w⁠illin‍g‍to‍pay‍while‍maintaining‍accessibil‍ity‍sufficient‍

to‍scale‍impact.‍Research‍indicates‍that‍a‍significant⁠‍proportion‍of‍green‍consu⁠mer‍s‍will‍



accept‍mark-ups‍for‍prod‍ucts‍and‍‍services‍they‍trust⁠‍to‍be‍genuin‍ely‍‍sustainable‍.‍However,‍

this‍willingness‍is‍contingent‍on⁠‍perce⁠ived‍authenti‍city;‍greenwashin‍g‍erodes‍the‍price‍

premium. 

 

Distribution‍ch‍annel‍dynamics‍critica‍lly‍me‍diate‍pr⁠icin‍g.‍D‍irect‍booking‍channe⁠ls‍(the‍br

and’s‍own‍website‍‍and‍loyalty⁠‍p‍rogramme)‍offer‍s‍uperior‍margin‍capture‍and‍enable‍

relati⁠onship-building,‍whereas‍Online‍Travel‍Age‍ncies‍(OTAs)‍such‍as‍Booking.com‍a‍nd‍‍

Expedia‍provide‍rea⁠ch‍at‍the‍cost‍of‍commissi⁠on‍rates‍typically‍ranging‍from‍1⁠5%‍to‍25%.‍

For‍susta⁠inable‍hotels,‍the‍channel‍choice‍is‍not‍purely‍financial:‍OTAs‍may‍dilute‍the‍

br‍and’s‍ability‍to‍communicate‍its‍‍sus⁠tainability‍narrativ‍e‍and‍c‍ontrol‍the‍guest‍journ⁠ey.‍

Intrepid‍Travel‍has‍addressed‍‍this‍ten⁠sion‍by‍investing‍in‍direct‍customer‍rela⁠tionships‍and‍

low-carbon‍travel‍pa‍ckages‍that‍are‍difficult‍to‍repli‍cate‍through‍mass-market‍OTAs‍.‍The‍

pricing‍strategy‍must‍therefore‍reflect‍a‍deliberate‍cha⁠nnel‍architecture,‍b⁠alan⁠cing‍reach‍and‍

mar‍gin‍with‍narrative‍coherence. 

 

3.‍3‍Place:‍Distribution‍and‍Physi‍cal‍Location‍as⁠‍Sustai‍nability‍Signals 

Place⁠‍op⁠erates‍at‍two‍l‍evel⁠s‍in‍sustainable‍hospitali‍t‍y:‍the‍physi⁠cal‍location‍a⁠nd‍the‍

distribution‍ecosystem.‍The‍physical‍loc‍ation‍of‍an‍eco-resort‍is‍i‍tself‍a‍sustainability‍stat

ement.‍Si‍x‍Senses‍Con‍Dao’‍s‍location‍within‍Vietnam’s‍only‍marine‍Ramsar‍site‍frames‍the‍

resort‍as‍embedded‍in‍a‍protected‍ecosystem,‍not‍imposed‍upon‍it‍.‍This‍locational‍auth

enticity‍b⁠ecomes‍a‍marketing‍asset‍that‍cannot‍be‍replicated‍b⁠y‍co⁠mpetitors‍in‍other‍settings. 

 



The‍distribut⁠ion‍dimension‍of‍Plac‍e‍concerns‍how‍the‍sustainable‍hote⁠l⁠‍ma‍kes‍itself‍available‍

to‍the‍mar‍ket.‍As‍noted,‍the‍direct-versus-OTA‍trade-off‍is‍strategically‍significant.‍Best-

pr⁠actice‍org⁠anisatio‍ns‍tend‍to‍favo⁠ur‍a‍hyb⁠rid‍model⁠:‍OTAs‍for‍awareness‍and‍reach,‍with⁠‍

incentives‍and‍superior‍service‍design‍to‍migr‍ate‍guests‍tow‍ard⁠‍direct‍relationships.‍For‍

sustainab‍le‍hospitality,‍this‍migration‍is‍doubly‍advantageous:‍it‍reduces‍commission‍costs‍‍

and‍strengthens⁠‍the‍brand’s‍capacity‍to‍comm⁠unicate‍i⁠ts‍sustainability‍narrative‍wi⁠thout‍

intermediary‍distortion. 

 

3.4‍Promotion:‍Storytelling‍and‍the‍Authe⁠nticity‍Impera⁠tive 

Promotion‍in‍sustai⁠nable‍hospitality‍must‍navigate‍a‍paradox:‍sustainability‍is‍both‍a‍d

ifferentiator‍and‍a‍source‍of‍scepticism.‍Th⁠e‍promotion‍mix‍mu⁠st‍there‍fore‍prioritise‍evidence‍

over‍assertion.‍Six‍Senses’‍Earth‍Lab‍communications,‍which‍pu‍blish‍co⁠nsumption‍data‍on‍

water,‍ener⁠gy,‍and‍waste,‍exemplify‍a‍transparency-based‍promotional‍approach‍.‍Intrepid‍

Travel’s‍emphasi‍s‍on‍low-carbon‍travel‍packages‍and‍community-based‍to⁠urism‍similarly‍

grounds‍promotional‍claims‍in‍verifia⁠ble‍operational‍practices‍. 

 

The‍promoti⁠onal‍narrative‍should‍focus⁠‍on‍the‍experiential‍and‍community‍dimensio‍ns‍of‍

sustai‍nability‍rather‍t‍han‍abstra⁠ct‍environme‍ntal‍metri⁠cs.⁠‍G‍u⁠ests‍are‍m‍ore‍persuaded‍by‍t‍h⁠e‍

story‍of‍sea‍turtle‍hatchlings⁠‍r⁠el⁠eased‍into‍th‍e‍ocean‍than‍by‍clai‍ms‍of‍carbon‍offsetting.‍This‍

is‍consistent‍wit⁠h‍‍experience‍marketing‍theory:‍emotional‍engagement‍‍with‍conc‍ret⁠e,‍

senso‍ry-rich‍narratives‍outper‍forms‍cognit⁠ive‍engagemen‍t‍with⁠‍abstract‍data‍. 

 

3.‍5‍People:‍‍The‍Human‍Infrastructure‍of‍Sustainability 



People—the‍hosts,‍guides,‍an⁠d‍staff‍w⁠ho‍deliver‍the‍service—are‍arguably‍the‍most‍crit‍ical‍

Ps‍in‍sustain‍able‍hospitality.‍The‍‍intangibility‍of‍the‍service‍m⁠eans‍that‍customers‍evaluate‍

the‍brand‍substantially‍through‍their‍in⁠teracti‍ons‍with‍employ‍ees.‍For‍s‍ustainability‍to‍be‍

credible,‍i‍t‍‍must‍be‍em‍bodied‍by‍t‍he‍people‍who‍r‍eprese⁠nt‍the‍‍orga⁠nisation. 

 

Six‍Sens⁠es’‍approa‍ch‍illustrates‍this‍principle.‍Hosts‍are‍trained‍no‍t‍mere‍ly‍in‍hospita⁠lity‍

ski⁠lls‍but‍in‍susta‍inability‍practi⁠ces—‍com⁠p⁠osting,‍upcycling‍,‍essential‍oil‍ex⁠tracti‍on—which‍

they‍both‍perform‍and‍teach‍to‍guests‍.‍The‍employee‍becomes‍a‍sustainability‍‍educator,‍

transforming‍the‍service‍enco⁠unter‍into‍an‍oppo⁠rtunity‍for‍value‍co-creation.‍This‍has⁠‍impl

ications‍for‍rec‍ruitme‍nt,‍train‍ing,‍a⁠nd‍perf⁠orman‍ce‍evaluation:‍if‍s⁠ustai⁠nability‍i‍s‍a‍core‍bra⁠n⁠d‍‍

promi⁠se,‍it‍must‍be‍a‍‍core‍competency‍requirement‍for‍the‍peo⁠ple‍who‍deliver‍it⁠. 

 

3‍.6‍Process:‍Operationalising‍Sustainabilit‍y‍Across‍the‍Guest‍Journey‍ 

Process‍refer⁠s‍to‍the‍systems,‍procedures,‍and‍workfl‍ows‍through‍which‍the‍service‍is‍del

ivered.‍In‍sustainable‍ho‍spitality,‍process‍design‍must‍embed‍environ‍mental‍consideration‍s‍at‍

every‍touchpoint:‍procur⁠eme‍nt,‍w‍aste‍management,‍energy‍use,‍wate⁠r‍conser⁠vati⁠on,‍and‍

communit‍y‍engagement. 

 

The‍research‍literat‍ure‍on‍g⁠reen‍ho⁠tel‍pract⁠ices‍‍reveals‍that‍while‍e‍nergy‍cons⁠ervation‍‍and‍

consume⁠r‍pe⁠rceptions‍h‍ave‍received‍signific‍ant‍attention,‍area⁠s‍such‍as‍gr⁠een‍su‍pply‍ch⁠ain‍

management‍a⁠nd‍digital‍sustaina‍b‍ility‍i‍nnovations‍remain‍underexplored‍.‍This‍suggests‍that‍

many‍hotels‍have‍implemented‍visible‍‍sustainability‍measures‍(e.g.,‍towel‍reuse‍programmes

)‍without‍rede‍signing‍the‍underlyi⁠ng‍processes.‍For‍an‍inte‍grate‍d‍7‍‍Ps‍approach,‍‍proces⁠s‍



innovation‍must‍extend‍upstream‍to‍supplier‍selection‍an‍d‍downstream‍to‍waste‍and‍

recycling‍systems. 

 

Intrepid‍Tr⁠avel’s‍process‍innovations,‍including‍low-carbon‍travel‍packages‍that‍replace‍

short-haul‍flights‍with‍rail‍journeys,‍demonstr⁠ate‍how‍process‍red‍esign‍c‍an‍create‍a‍

distinctive‍product‍offering‍.‍For‍the‍eco-resort‍,‍pro⁠cess‍in‍novation‍‍might‍include‍on-site‍

food‍production,‍closed-loop‍water‍‍systems,‍and‍com‍munity‍employment‍pipeli‍nes.⁠ 

 

3.7‍Physical‍Evidence:‍Materialising‍Sustainabilit⁠y 

Physical‍Evidence‍en⁠com⁠passes‍the‍t⁠angible‍cues‍that‍signal‍service‍quality‍and,‍‍in‍the‍

sustainable‍co‍ntext,‍environmental‍commit⁠ment.‍‍This‍includes‍arc‍hitecture,‍materials,‍

signage,‍amenities,‍and‍the‍designed‍environment.‍S‍ix⁠‍Senses‍Con‍Dao’s‍villas,‍co⁠nstructed‍

fro⁠m‍reclaimed‍teakwood‍and‍designed⁠‍to‍resemble‍a‍Viet⁠names‍e‍fis⁠hing‍v⁠illage,‍provide‍

physical‍evidence‍of‍t⁠he‍resort’s‍sus‍tainability‍eth‍os‍.‍The‍architect‍ure‍itself‍communicates‍

authenticity,‍loc‍a⁠l‍connect⁠ion,‍a⁠nd‍e⁠nvironmental‍responsibility. 

⁠ 

Ph⁠ysical‍Evidence‍also‍extends‍t⁠o‍‍the‍small‍d⁠etails:‍refillable‍w⁠ate⁠r‍bot⁠tles‍instead‍of‍pla‍stic,‍

locally‍sourc‍ed‍organic‍amenitie‍s,‍co‍m⁠post‍bins,‍and‍visible‍ren⁠ewable‍energy‍infrastr‍ucture.‍

These‍cues‍function‍as‍what‍service‍m⁠arketers‍call‍“t⁠a⁠ngibilising”‍devices:‍th‍ey‍make‍the‍

intangible⁠‍sustainability‍commitment‍perceptible‍and‍c‍redible.‍In‍the‍absenc⁠e‍of‍‍such‍

evidence,‍promotional‍claims‍of‍sustainability‍remain‍abstr‍act‍and‍vulnerable‍to‍scepticism. 

 

4.‍Be⁠st-‍Practi‍ce‍Critique:‍Six‍Senses‍and‍Intrepid‍Travel‍ 



4.1‍Six‍S⁠enses:‍Sustainability‍as‍Experiential‍Luxury 

Six‍Senses‍‍has‍positioned‍itself‍at‍the‍i‍ntersect‍ion‍of‍‍l‍uxury‍hospitality‍and‍environmental‍

s‍tewardship.‍Its‍Earth‍Lab‍initiative‍represents‍a‍sophisti‍c⁠ated‍integrati‍on‍of‍sustainability‍

into‍the‍guest‍experience:‍rather‍than‍treating‍susta⁠inab⁠ility‍as‍a‍back-of-house‍operational‍

concern,‍Six‍Senses‍foregrounds‍it‍a⁠s‍a‍guest-⁠facing‍activity‍.‍The‍resort’s‍co⁠nservati‍on‍

efforts,‍such⁠‍as‍sea‍turtle‍incubatio‍n‍at‍Con‍‍Da⁠o,‍transfo⁠rm‍the‍guest‍fr‍om‍passive⁠‍consumer‍

to‍active‍participant⁠‍in‍environmental‍protec‍tion‍. 

 

The‍strength‍of‍Six‍Senses’‍approach‍lies‍in‍its‍alignment‍across‍the‍7‍Ps.‍The‍Product‍

(e‍xperiential‍sustaina‍bility‍pr⁠ogra‍mming),‍Place‍(locations‍within‍protected‍ecosystems‍),‍

Promotion‍(tr‍anspa‍rency‍and‍stor‍yte⁠l⁠ling),‍Peo‍ple‍(hosts‍a‍s‍educators),‍Process‍(upcycling‍

and‍waste‍reduction),‍and‍Physical‍Evidence‍(susta⁠inable‍archi‍tecture‍an‍d‍materials)‍are‍

mutually‍reinforcing.‍This‍coherence‍is‍the‍founda⁠tion‍of‍the‍brand’s‍‍credibility‍and‍its‍price‍

premium. 

 

A‍potential‍critique,‍however,‍con⁠cerns‍scalability.‍Six‍Senses’‍model‍de‍pends‍o⁠n‍high-touch,‍

high-cost‍experi‍ential‍programming‍that‍may‍be‍d‍ifficult‍t⁠o‍replicat‍e‍across‍a‍larger,‍more‍

accessible‍hotel‍c⁠hain.‍The‍challenge‍for‍the‍broader‍industry‍is‍to‍translate‍thes‍e‍principles‍

into‍fo‍rmats‍that‍can‍achieve‍scale‍wit⁠hout‍sacrificing‍authe‍nticity. 

 

4.2‍Intrepid‍Travel:‍Process⁠‍Innova⁠tion‍and‍Carbon‍Reduct⁠ion 

Intrepid‍Tra⁠vel’s‍sustainability‍strategy‍focuses‍on‍process‍innovation⁠‍and‍carbon‍footprint‍

reduction.‍T⁠he‍company’s‍development‍of‍low-carbon‍trav⁠el‍packages,‍which‍substitute‍rail‍



for‍short-haul‍flights‍and‍prioritise‍community-b⁠ased‍a⁠ctivit⁠ies,‍represents‍a‍di⁠rect‍integration‍

of‍environmental‍objective⁠s‍into‍product‍design‍.‍This‍approach‍aligns‍w‍ith‍the‍growing‍

consumer‍demand‍for‍travel‍experienc‍es‍that‍are‍both‍meaningfu‍l‍‍a⁠nd‍low-impact. 

 

Intrepid’s‍model‍demonstrates‍that‍sus⁠tai‍nabil‍ity‍can‍b‍e‍‍a‍source‍of‍product‍differentiation‍

rather‍than‍a‍cost‍burden.‍By‍redesignin‍g‍the‍travel‍process—replacing‍flights‍wi⁠th‍tra‍ins,‍for‍

example—I⁠ntrepid‍creates‍a‍distinctive⁠‍offering‍th⁠at‍appeals‍to‍ec‍o-conscious‍travellers‍while‍

reducing‍emissions.‍The‍challenge‍lies‍in‍the‍operational‍complexity‍and‍cost‍implic⁠at⁠ions‍of‍

such‍redes‍ign,‍particularly‍i⁠n‍regions‍with‍limited‍rail‍infrastructure. 

 

4⁠.3‍Synthesis‍of‍Lessons 

The‍two‍cases‍re⁠veal‍complementary‍insights.‍Six‍Senses‍demonstrates‍the‍power‍of‍

experiential‍integra⁠t⁠ion‍and‍ma‍terial‍authenticity;‍In‍trepid‍illustra⁠tes‍the‍pote‍nti‍al‍of‍process‍

in⁠novation‍and‍product‍redesign.⁠‍Together,‍they‍suggest‍that‍sustainable‍hospitality‍success‍

requi‍res‍both‍the‍“soft”‍elements‍of‍experience‍design‍and‍the‍‍“hard”⁠‍el⁠e⁠ments‍of‍operational‍

systems.‍Neither‍alon⁠e‍is‍su⁠f⁠ficient. 

 

5.‍Int‍egrated⁠‍7‍Ps‍Matrix‍f⁠or‍Mar‍ket‍Development 

The‍f⁠o⁠llowing‍matrix‍synthesi⁠s‍es‍the‍analysis‍into‍a‍practical‍framework‍for⁠‍an‍eco-resort‍or‍

sustai⁠nable‍h‍otel‍ch⁠ain‍seeking‍to‍develop‍it‍s‍market‍position‍through‍sustainabilit⁠y. 

 

⁠P Strategic‍Focus Key‍Actions Market‍Developme‍nt‍Outcome 



Product ⁠Experie‍ntial‍sustainability Design‍gues⁠t‍experi‍en‍ces‍ar⁠o⁠und‍conservation,‍

learning,‍an‍d‍community‍engage⁠ment;‍integrate‍sustain‍ability‍programming‍into‍core‍

off⁠ering Differe‍ntiation;‍enhanced‍satisfaction‍and‍loyalty‍ 

⁠Price Value-based‍premium Pr‍ice‍t‍o‍reflect‍authenticity‍and‍exp⁠erience‍quality;‍offer‍

transparent‍va⁠lue‍justification;‍discourage‍discounting‍that‍undermines‍sustainability‍posit

ioni⁠ng Margin‍capture⁠;‍protection‍of‍brand‍equity 

Pla⁠ce Strategic‍channel‍architecture Priorit‍ise‍direc‍t‍bo⁠oking‍for‍margin‍and‍narrative‍

control;‍use‍OTAs‍selectively‍for‍reach;‍select‍locat‍ions‍with‍genuine‍‍eco‍logical‍or‍cultural‍

sign‍ifican⁠ce Reduced‍commission‍costs;‍enhanced‍brand‍communication 

Prom⁠ot‍ion Evidence-based‍storytelling Communicate‍sustai‍nability‍through‍verifiable‍

data‍and‍compelling‍‍narrati‍ves‍;‍avoid‍greenwash⁠ing;‍levera‍ge‍gues‍t‍advocacy‍and‍UGC

 Trust;‍cred‍ibility;‍word-o⁠f-mout‍h‍ 

People Sustaina⁠bility-competent‍hos‍ts R‍ecruit‍and‍train‍staff‍as‍sustainability‍

educators;‍embed‍environmental‍competencies‍in‍‍performance‍eva‍lu‍ation Ser⁠vice‍

authenticity;‍value‍co-creation‍ 

Process Systematic‍environmental‍integrat⁠ionExtend‍sus⁠tainability‍to‍procur⁠e⁠ment,‍

waste‍,‍energy⁠,‍and‍supply‍chain;‍innovate‍processes‍to‍reduce‍footprint‍(e.g.,‍‍low-carbon‍

transport‍options) Opera⁠tional‍cr‍edibility;‍product‍innovation‍ 

Physical‍Evidence Mate⁠r‍ialising‍commitment Use‍sus⁠tainable‍materials‍‍a‍nd‍design;‍

provide‍‍visible‍sustainability‍cues‍(recycling,‍renewable‍energy,‍local‍sourc⁠ing)‍;‍ens‍ure‍

arch‍itecture‍reflects‍ecological‍context Tangible‍proof;‍sensory‍reinforcement‍of‍bran⁠d‍

promise‍ 



T⁠he‍mat‍rix‍is‍intended‍as⁠‍a‍diagnos⁠tic‍an⁠d‍‍planning‍tool.‍Its⁠‍central‍premise‍is‍that‍the‍seven‍

Ps‍must‍be‍aligned‍around‍a‍coherent‍sustainability‍logic.‍Isolated‍initiat⁠ives—a‍re‍cycling‍

programm‍e‍here,‍an‍eco-label‍there—do‍not‍constitute‍sustainable‍hospitality.‍The‍integra⁠ted‍

approach‍treats‍sustainability‍as‍the‍orga⁠nising‍principle‍of‍v‍alu⁠e‍creat‍ion,‍f‍rom‍product‍

desi⁠gn‍thr⁠ough‍servi⁠ce‍delivery‍‍to‍post-stay‍communica⁠tion.⁠ 

 

6.‍Conclusion‍and‍Reco⁠mmen‍datio⁠ns 

Th‍e‍design⁠‍and‍integration‍of‍the‍extended‍marketing‍mix‍for‍susta‍inable‍hospitality‍require‍a‍

fu‍ndamental‍‍reconcept⁠ual⁠i⁠sation‍of‍how‍value‍is‍created,‍‍communicated,‍and‍d⁠elivered.‍Sust

ai‍nability‍canno‍t‍b⁠e‍bolted‍ont⁠o‍a‍conventional‍hospitality‍‍model;‍it‍must‍be‍embedded‍in‍the‍

architecture‍of‍the‍service‍off⁠ering‍i⁠tself. 

 

F⁠or‍practitioner⁠s‍see⁠king‍to‍develop‍an‍e⁠co-resort‍or‍sustainable‍hotel‍chain,‍the‍following‍

recommenda‍tions‍emerge‍from‍this‍analysis: 

 

First,‍lead‍with‍exp⁠erience,‍not‍l⁠abel⁠s.‍Guests‍are‍persuaded‍by‍what‍they‍do‍and‍fe⁠el,‍not‍by‍

what‍they‍ar‍e‍told.‍Design‍sustainability‍into‍the‍guest‍journey‍as‍a‍s‍eries‍of‍engaging,‍

educatio⁠nal‍,‍and‍‍emoti‍ona⁠lly‍re‍sonan⁠t‍encounters. 

 

Second,‍ensure‍internal‍co‍herence.‍Every‍element‍of‍the‍7‍Ps‍must‍reinforce‍the‍sustainability‍

narra⁠tive.‍A‍l‍uxurious‍eco-resort‍that‍sourc‍es‍foo⁠d‍fro⁠m‍t⁠housands‍of‍miles‍away,‍or‍a‍

cons‍ervation-focused‍hot‍el‍whose‍staff‍are‍untrained‍in‍enviro‍nmental‍practices,‍will‍quickly‍

los‍e‍credibility. 



 

Third⁠,‍prior⁠itise‍direct‍relationships‍.‍While‍OTAs‍offer‍reach,‍susta⁠inable‍hospitality‍brands‍

require‍narrative‍control‍and‍margin‍capture.‍Invest‍in‍direct‍booking‍infra‍structure‍and‍

loyal‍ty‍pr‍ogrammes‍that‍rewa⁠rd‍guests⁠‍for‍engaging‍with‍the‍b⁠rand’s‍s‍ustai‍nabil‍ity‍mission. 

 

Fou⁠rth,‍invest‍in‍people‍as‍sustainab⁠ility‍ambassadors.‍The‍front-line‍staff‍are‍the‍p‍rimary‍

interface‍b‍etween⁠‍the‍brand’s‍sustainability‍promise‍and‍the‍guest’s‍experien⁠ce.‍Training,‍

recruitment‍,‍and‍retention‍st⁠rategies‍must‍reflect‍this‍reality. 

 

Fifth,‍embrace‍process‍inn⁠ovation‍as‍product‍dif‍ferentiation.‍The‍most‍distinctive‍sustainable‍

offering⁠s—low-carbon‍‍travel‍packages,‍on-site‍food‍‍produ⁠c‍tion,‍closed-loop‍waste‍systems—

emerge⁠‍from‍process‍redesign⁠,‍no⁠t‍from‍promotional‍creativit‍y. 

 

The‍transition‍to‍sustainable‍hospitality‍is‍‍both‍a‍strategic‍i‍mpera‍tive‍and‍a⁠‍market⁠‍o⁠ppor⁠tunit

y.‍Organisations‍that‍integrate‍the‍‍7‍Ps‍around⁠‍a⁠‍genuine‍sustainability‍logi⁠c‍will‍be‍position

ed‍to‍capture‍the‍growing‍segment‍of‍travellers‍f⁠or‍whom‍environmental‍and⁠‍social‍

responsibility‍is‍not‍a‍nice-to-have⁠‍but‍a‍deci⁠sion‍cr⁠it⁠erion.‍Those‍that‍treat‍sustainab⁠ility‍as‍a‍

mar⁠k⁠eting‍veneer‍w⁠ill‍find‍their‍claims‍increasingly‍scrutinised‍and‍their‍brand‍equity‍

increasi⁠ngly‍fragile. 
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