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[bookmark: _oo0k6vlm5wr2][bookmark: _Toc135846467]1. Introduction 
[bookmark: _of87ne4h58fz][bookmark: _Toc135846468]1.1 Purpose
As stated by Housden (2008), the advertising strategy is referred to as the marketing plan which determines the target market by measuring its efforts. Therefore, the marketing plan helps to identify marketing objectives, and marketing positioning, and outline the business target market in the business industry. 
[bookmark: _1zlxgul62bp7][bookmark: _Toc135846469]1.2 Key Areas
Indeed, the present study identifies the marketing plan of Grand Hyatt by using the tools SWOT, Consumer analysis, competition analysis, PESTLE analysis and marketing mix. However, Grand Hyatt offers multicultural services involving luxury spas, restaurants, architecture and sophisticated meeting spaces.
[bookmark: _2jm7ghqx5028][bookmark: _Toc135846470]2. Situational analysis (5Cs)
[bookmark: _ypjuvadz8us5][bookmark: _Toc135846471]2.1 SWOT analysis (Company)
	Strength 
	Weaknesses 

	· Grand Hyatt collaborates with top corporations.
· It has a worldwide portfolio consisting of 488 hotels
	· Experienced salary issues due to the global economic crisis
· Limited market share

	Threats 
	Opportunities 

	· Competitors offer better room services.
· Security factors 
	· Develop consumer loyalty programs.
· Higher standards for room division


[bookmark: _1qwb84o981fr][bookmark: _Toc135846472]2.2 Customers Analysis
Segmentation 
As evidenced by Minaee et al., (2021, p. 3525), the process of market segmentation consists of the target market into smaller groups based on age, personality traits, needs, location and interests. It can be geographic segmentation, demographic segmentation, psychographic and behavioural segmentation. 
Target market: Regarding this, Grand Hyatt Hotel targets diversified audiences by following psychographic segmentation. Moreover, Grand Hyatt customised its consumers as family travellers, road travellers, business travellers, conduct meetings and luxury travellers. 
	Age 
	Children: 5 years to 15 years 
Men: 21 years to 50 years 
Women: 18 years to 45 years

	Income
	Upper-middle-class people and elite-class people. 

	Location 
	The United Kingdom


[bookmark: _vqva7076995j][bookmark: _Toc135846473]2.3 Collaborators
Grand Hyatt develops loyalty programmes having multiple partners such as MGM Resorts International, Lindblad Expeditions and Airlines AAdvantage (hyatt.com, 2023). The partnership with American Airlines AAdvantage brings reciprocal benefits and earns points and enjoys common shares. 
[bookmark: _wmyppmsykxle][bookmark: _Toc135846474]2.4 Competitors Analysis
As stated by Luo et al., (2021, p. 11670), a perceptual positioning map helps to identify the position of the brand and identify future opportunities. 
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Figure 1: Positioning map 
(Source: Developed by the learner)
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2.5 Climate: PESTLE Analysis
	Attributes 
	Discuss 
	Impacts 

	Political 
	· Russia-Ukraine war
	Due to the Russia-Ukraine war, political instability has been found in the UK (Jahrman et al., 2019). As a result, Grand Hyatt experienced low visitors in the hotel industry. 

	Economic 
	· GDP growth
	As evidenced by Kirkland et al., (2020), the overall economic environment estimates the growth trajectory within the organisation. Grand Hyatt develops a well-developed infrastructure, and the GDP growth of the country helps to increase market potential. 

	Social 
	· Class distribution and societal norms 
	Grand Hyatt offers luxury services at premium prices and shapes consumer behaviour. 

	Technological 
	· Technological innovations and social media marketing 
	In the modern business environment, Hyatt develops creative social media campaigns to improve online brand communities. 

	Legal 
	· Consumer protection laws
	Hyatt maintains the Data Protection Act 2018 concerning the privacy and security of the people. 

	Environment 
	· Recycle and waste management 
	Waste-management practices have been followed by Grand Hyatt which encourages investment in renewable technologies. 


[bookmark: _adc80mi8m7gb][bookmark: _Toc135846476]2.6 Marketing Mix
	Product 
	Grand Hyatt offers luxurious services and authentic hospitality to potential consumers. 

	Price 
	It follows a premium pricing strategy.

	Place 
	Grand Hyatt has been found in 56 countries. 

	Promotion 
	It offers signature membership and provides excellent Customer relationship management.

	People 
	Well-trained staff provides excellent services

	Process 
	Hyatt has a mobile application to run automatically. 

	Physical evidence 
	Interior decoration and proper arrangement of sofas ensure an attractive look for the hotel. 


[bookmark: _vja6mluxqdwd][bookmark: _Toc135846477]3. Objectives 
	Objective 
	Specific 
	Measurable 
	Attainable 
	Reliable 
	Time-bound 

	To develop marketing strategies with the growth of Hyatt
	As stated by Pride, and Ferrell (2019), marketing strategy is a set of processes which bring well-structured configuration for a business organisation. Grand Hyatt would upgrade its marketing strategy to enhance consumer satisfaction. 
	Analyse the company's figures and statistics, it can measure Hyatt's performance in the business industry. 
	Hyatt would recruit skilled and experienced market strategy developers to attain the objective. 
	Presently, Hyatt uses a digital social media strategy to increase the number of consumers to be aware of its services. 
	6 months to 8 months 


[bookmark: _p0tovzprnhn3][bookmark: _Toc135846478]4. Strategy 
Ansoff’s Matrix 
As stated by Kurniawan et al., (2020, p. 130), developing new products and services, Ansoff Matrix helps market developers to identify business opportunities. Indeed, it has four sections: market penetration strategy, product development strategy, market development strategy and diversification strategy. Hyatt increases its marketing investment regarding market penetration and seeks growth for existing products in the business markets and controls overhead costs which leads to competitive pricing that appeals to consumers in the domestic market. Enhanced and new distribution channels as well as strategies allow Grand Hyatt to reach a new consumer base and it develops supply chains and distribution systems to improve accessibility. Joint ventures and strategic partnerships allow Hyatt to access different consumer groups and mitigate risk factors through limited investment. However, innovative usages of patterns and consumption ways have been used by Haytt that helps to bring more profits. 
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Figure 2: Ansoff’s Matrix
(Source: Developed by the learner)
[bookmark: _z8n3h7ycp4y7][bookmark: _Toc135846479]5. Tactics 
As opined by Kushwaha et al., (2020, p. 55), in order to deliver consistent messages organisations, use Integrated marketing communications across all components of the market promotional mix. Indeed, the communication mix consists of professional selling and sponsorships, public relations, direct marketing, and social media marketing. Across the industries, Grand Hyatt relies on Informatica MDM to manage strategically and securely sharing consumer data across channels, functions and regions.  As evidenced by Watson, and Nations (2019, p. 26), the lifeblood of organisations is MDM which puts the consumers at the centre of everything. Indeed, in many ways, MDM helps Grand Hyatt to delight the consumer and with loyalty for life. Mobile-based two-way communication efforts between guests and staff have been used by Hyatt which need up gradation and add many features to enhance consumer experiences. The cloud-based solution has been set to save thousands of data at a time which also saves costs. As argued by Kansakar et al., (2019, p. 62), a comprehensive mobile solution provides technology experiences between hotels and guests and the hospitality industry to ensure advanced messaging to improve functionalities in the business platforms. Hyatt the hotel brand offers full-screen rich media experiences and drives engagement to target audiences across the web. Moreover, Hyatt uses digital platforms to reach more consumers and allocates more than half of the annual media to improve hotel services. 
	Reach
	Act 
	Convert 
	Engage 

	By following the reach factor based on the RACE framework Hyatt can increase its website visits and build brand awareness. 
	Hyatt can encourage its interactions to lead to challenges for online marketers. Indeed, the act is defined as encouraging participation (Christian, 2019, p. 171). 
	The offline marketing strategy of Hyatt transformed into an online strategy to attract more consumers. 
	Hyatt develops consumer programmes to build a loyal consumer base to boost consumer lifetime value. 


[bookmark: _pkliedn9vcbh][bookmark: _Toc135846480]6. Action 
	Objectives
	Week 1-2
	Week
3-4
	Week
5-6
	Week
7-8
	Week
9-10
	Week
11-12
	Week
13-14
	Week
15-16

	Developing Marketing Aims and Objectives
	
	
	
	
	
	
	
	

	Identify the marketing channels
	
	
	
	
	
	
	
	

	Analyses the benefits of marketing channels
	
	
	
	
	
	
	
	

	Investigate the challenges of marketing channels
	
	
	
	
	
	
	
	


Based on the Gantt Chart analysis, it has been identified that the company needs to develop the aim and objective first for the organisation. Then, Hyatt can identify the marketing channels such as social media advertising, and printing which can be utilised to attract more customers in the business market. However, it has been justified that social media marketing utilisation is a cost-effective task. 
[bookmark: _5g72ww8af2s4][bookmark: _Toc135846481]7. Control 
	Consumer Retention 
	Grand Hyatt can measure its success by analysing the rate of consumer retention rate. As stated by Afshar et al., (2019, p. 89), the rate at which consumers stay with a business for a given period of time is defined as the consumer retention rate. 

	Sales growth
	The sales growth of Hyatt's revenue hit about 5.89 billion as such it expects to rise about 11 percent in 2023 which shows organisational revenue success. 

	Consumer satisfaction 
	As evidenced by Prayag et al., (2019, p. 55), Consumer satisfaction is a measure where a company’s product, services and experiences of consumers have been developed to meet consumer expectations that reflect on organisational brand identity. However, Hyatt scores about 73 on the American Consumer Satisfaction Index.


[bookmark: _8nf62rwxzb2][bookmark: _Toc135846482]8. Conclusion 
The marketing plan is the systematic process where business organisations configure their strategy to bring better outcomes in the business industry. Indeed, the study discusses the key factors of a marketing plan involving marketing strategies which have been developed by Grand Hyatt which is a great brand in the hospitality industry. However, the assessment analyses SWOT analysis, PESTLE analysis, positioning map, and Ansoff Matrix to identify the organisational weakness and threats which must be minimised within the business industry. However, it can be concluded that marketing tactics must be developed by the organisation to ensure major growth in the competitive market. 
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Introduction

* In order to ensure market Growth, Grand Hyatt has focused on the
development of marketing plans.
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* Based on the SWOT analysis of the company, it can be stated that
competitor's factor is one of the major threats in the market.

* Hence, the upgradation of marketing strategy is important for
enhancing market growth.
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» The tactics of any business organisation should be flexible as well as rigid to
bring more profits in the business environment (Kabeyi, 2019). Indeed, Hyatt
abides by the rules of MDM as a communication mix which allows the
consumers to get the online services and develop communication in the
business platform.
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» Analysing the Gantt Chart, it has been analysed that Hyatt aims to
improve its marketing channels although it utilises social media
campaigns, online advertising and awareness programmes.
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Conclusion

The key factors of a marketing plan involving
marketing strategies which have been
developed by Grand Hyatt which is a great
brand in the hospitality industry.
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