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This marketing plan's aim is to discover a potential opportunity for Grand Hyatt to expand its customer base. Marketing plan helps information and suggestions on how to enhance their marketing initiatives (Jobber and Ellis-Chadwick, 2020). The plan's strategic approach and final decisions will be based on the insights provided by frameworks like SOSTAC, the 4Ps, and Ansoff's Matrix. Incorporating these frameworks into analysis of the macro and micro environments will allow to identify problem areas and create more targeted marketing plans (Kotler et al., 2020).
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With a solid brand reputation, Grand Hyatt is a well-known hotel. It has a worldwide reputation for its high-end amenities and friendly, helpful staff (Arif and Hossin, 2016). SWOT analysis of hotel is following:

Strengths:
· Reputation of the brand is strong
· Excellent facilities
· Widespread visibility

Weaknesses:
· High operating expenses
· Growing conflict
· The need for continuous innovation.

Opportunities:
· Expanding travel and tourism sector
· Emerging industries
· Possibility for partnership.

Threats:
· Economic recessions
· Altering consumer inclinations
· Market entry of new competitors (Rodrigues, 2021).

[bookmark: _Toc137603524]Customers
Grand Hyatt can target and segment customers using SimilarWeb customer profiles (George, 2021). Analysing client data, interests, and behaviours to identify key segments can help the hotel target its marketing. Grand Hyatt targets business travellers, tourists, and event planners. The hotel can personalise communications and offerings to each segment's demands, expectations, and deciding factors.

[bookmark: _Toc137603525]Competitors
The perceptual positioning map and Bowman's strategy clock can help Grand Hyatt understand the competition (George, 2021). The perceptual placement map displays hotels' prices, luxury, closeness to attractions, and other factors. This research helps comprehend the Grand Hyatt's target market and how it can distinguish out. Bowman's strategy clock can also examine big rivals' approaches. Grand Hyatt can gain an advantage over competitors by examining their price structures, differentiation strategies, and customer value.

[bookmark: _Toc137603526]Collaborators
Grand Hyatt must demonstrate its understanding of business collaborations, franchisees, and other B2B ties (George, 2021). B2B partnerships include airlines, travel agents, event planners, and corporate clients. Strategic collaborations can help the hotel reach more customers, enter additional markets, and offer more value to visitors. Grand Hyatt may leverage franchise partners' local knowledge to grow its brand.

[bookmark: _Toc137603527]Climate
The influence of the macro environment on Grand Hyatt can be evaluated with the help of a PESTLE study (Kotler et al., 2020). 
· Political considerations include government restrictions, taxation policies, and the strength of the local economies in which the hotel is located. 
· GDP growth, currency exchange rates, and consumer purchasing habits are all examples of economic factors. 
· Demographic shifts, changes in consumer tastes, and cultural norms are all examples of societal influences on vacation plans. 
· The development of digital platforms, online booking systems, and guest experience technology are all examples of technological influences. 
· Compliance with labour laws, privacy laws, and safety requirements are examples of legal considerations. 
· Sustainability efforts, green practises, and environmental restrictions are examples of environmental factors. 
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Product, Price, Place, and Promotion make up the four Ps of the marketing mix (Smith and Zook, 2020). Grand Hyatt's marketing plan would not be what it is without each of these components.
Product: The Grand Hyatt offers excellent dining and other services. The hotel's top priority is guest comfort.
Price: Hotels must charge prices that match their services (Kotler et al., 2020). When setting rates, Grand Hyatt must consider supply, demand, competition, and consumer feedback.
Place: The Grand Hyatt is bookable through its website, third-party booking sites, and traditional travel agents. Distributing to the hotel's target clientele requires careful consideration.
Grand Hyatt uses advertising, public relations, social media, and direct marketing (Clow and Baack, 2013). These platforms advertise the hotel and highlight its unique features.

[bookmark: _Toc137603529]Objectives
The marketing plan for Grand Hyatt has as its objective to boost occupancy by 10% over the following six months. To achieve this, hotel should improve their online booking capabilities, develop targeted marketing efforts, and enhance the overall consumer experience. 

[bookmark: _Toc137603530]Strategy
Grand Hyatt's new value proposition prioritises sustainability and customer experience, according to Bowie et al. (2017). The hotel has aligned itself with the growing need for environmentally responsible and socially conscious travel to differentiate itself and attract more customers.
Grand Hyatt can strategically plan its moves using Ansoff's grid (Jobber and Ellis-Chadwick, 2020). Market growth and product development will be focused using Ansof Matrix.
Market Development: Grand Hyatt will target new customer categories and expand its geographic reach by partnering with travel agencies, internet platforms, and emerging markets (George 2021).
New Product Development: The hotel will launch new products and services that promote sustainability, renewable energy, and community involvement.
The marketing mix must be changed to support the new value proposition and strategy. The hotel will offer eco-friendly, sustainable, and exclusive services (Toma and Grădinaru, 2018). Pricing and bundle offerings can add value to sustainable activities and experiences. As distribution channels reach new markets and target groups, travel agents, online platforms, and sustainability-focused organisations will enhance partnerships (Ghauri, 2014). Grand Hyatt's marketing materials will emphasise its sustainability efforts and unique offerings (Dalgic, Guler, and Birdir, 2017).

[bookmark: _Toc137603531]Tactics
New situational communications tactics will be used to address the issues found in the situational analysis. To begin, the hotel will perform a social media audit to evaluate its present online visibility and level of audience participation. A complete content calendar will be designed to ensure regular and consistent posting on platforms that have shown to generate the most engagement (Chaffey and Ellis-Chadwick, 2019).
The hotel will also update its email marketing strategy. To better serve each consumer subset with tailored information, the existing strategy will be evaluated and segmentation methods implemented (Ghauri, 2014).
To maintain a unified brand voice throughout all mediums, we will employ integrated marketing communications strategies. The hotel's new brand identity will be reflected in all offline marketing materials, such as billboards and brochures (Gurol and Bilen, 2015).
Finally, activities aimed at encouraging customer participation will be launched to improve the service they receive. Launching loyalty programmes with special member perks is planned to encourage repeat business and word-of-mouth advertising (Kotler et al., 2020). The use of chatbots and CRM systems will allow businesses to better understand their customers' needs, tailor their interactions with them, and respond quickly to their inquiries (Hurdawaty and Pratama, 2019).
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The schedule for marketing channels is dependant on a number of variables. The inclusion of social media is due to the fact that it is a highly effective way to reach modern vacationers of all ages. Email marketing is chosen because of its efficiency in long-term relationship building and personalised connection with customers. To expand brand awareness and get in front of new customers, influencer marketing efforts are effective (Kotler et al., 2020; Hurdawaty and Pratama, 2019).
Ads on search engines target search intent and attract qualified visitors. Content marketing can enhance search engine ranks, establish your brand as an industry leader, and retain customers (Dalgic, Guler, and Birdir, 2017). PR efforts increase media coverage, brand reputation, and sustainability awareness.
These decisions are influenced by the target audience's preferences, cost limits, data from related industries, and the ability to evaluate each channel's effectiveness in achieving the marketing objectives. To market the new value proposition of sustainability and high-end hospitality, the team is using a mix of channels (Jobber and Ellis-Chadwick, 2020).

[bookmark: _Toc137603535]Control
New customer acquisition, customer happiness, occupancy rate, return on investment (ROI), brand awareness, and online reviews are just some of the key performance indicators (KPIs) that will be used to evaluate the marketing plan's effectiveness. We can gauge how successful the promotions are in bringing in new customers, encouraging good brand sentiment, boosting profitability, expanding brand awareness, and ensuring customer satisfaction by using the metrics that establish above. The impact of the marketing plan may be evaluated, and appropriate adjustments can be made, through ongoing monitoring and analysis of these KPIs.

[bookmark: _Toc137603536]Conclusion
Grand Hyatt's marketing plan intends to face numerous challenges, including repairing the hotel's damaged brand reputation, adapting to the uncertain market, and promoting its new sustainability and 5-star service. Experts recommend a comprehensive communications strategy that prioritises developing social media, updating email marketing campaigns, optimising websites, connecting with customers in new ways, and more to overcome these challenges. Market research, and KPI monitoring can evaluate and adjust the plan. These initiatives will boost Grand Hyatt's brand, develop client connections, and attract new customers in a competitive market.




[bookmark: _Toc5081][bookmark: _Toc22476][bookmark: _Toc137603537]References
Arif, T. M. H., and Hossin, M. Z. (2016). A comparative analysis of internal and external environments between Hotel Hyatt, UK and Hotel The Cox Today, Cox’s Bazar, Bangladesh. IOSR Journal of Humanities and Social Science, 21(6), 13-22.
Bowie,D. Buttle,F. Brookes,M and Mariussen,A (2017), Hospitality Marketing. 3rd ed, Routledge, London
Chaffey, D and Ellis- Chadwick, F. (2019) Digital Marketing. 7th ed, Pearsons, London.
Clow, K and Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson, London 
Dalgic, A., Guler, O., and Birdir, K. (2017). Promotion in the hospitality industry. In The Routledge Handbook of Hospitality Marketing (pp. 168-179). Routledge.
George, R. (2021). Market Segmentation, Targeting, and Positioning. In Marketing Tourism and Hospitality: Concepts and Cases (pp. 221-246). Cham: Springer International Publishing.
Ghauri, P N (2014) International Marketing, 4th Ed, McGraw Hill, London
Gurol, M. N., and Bilen, M. H. (2015). The Concept of Promotion Mix as Applied to Hotel Marketing. In Proceedings of the 1983 Academy of Marketing Science (AMS) Annual Conference (pp. 536-540). Springer International Publishing.
Hurdawaty, R., and Pratama, A. (2019). Marketing mix strategy to attract customers: case study of salsa verde restaurant in grand Hyatt Bali. In International conference on cultural studies Bali.
Jobber, D. and Ellis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London: 
Kotler, P., Armstrong, G., Harris, L. and He, H., 2020. Principles of marketing. 8th European ed, London: Pearson Education Limited. 
Kotler,P and Kartajaya, H. Marketing 4.0 Moving from Traditional to Digital (2017) Wiley. New York.
Rodrigues, C. S. F. (2021). Equity Research: Hyatt Hotels Corporation (Doctoral dissertation, Universidade de Lisboa (Portugal)).
Smith PR and Zook ZE (2020) Marketing Communications. 7th ed, Kogan Page, London
Toma, S. G., and Grădinaru, C. (2018). The marketing mix in a luxury hotel chain. The Journal Contemporary Economy, 3(2), 105-111.

[bookmark: _Toc137603538]Appendix: Presentation
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
12

image3.png
INTRODUCTION

+ This presentation, aims to present the ideas
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tothe Grand Hyatt brand.
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SITUATIONAL ANALYSIS

SWOT Analysis: Grand Hyatt's hotel i also impact by
SWOT Analysis
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STRATEGY

+ New Value Proposition: Grand Hyatt wil
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TACTICS, ACTION
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CONCLUSION

« Grand Hyatts brand perception can be boost
through
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