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INTRODUCTION
	 The Grand Hyatt hotel chain is renowned for its luxurious amenities and exceptional service provided to guests (Grand Hyatt , 2021). With a strong commitment to creating unforgettable experiences for guests, the hotel constantly strives to improve its services. This marketing plan will analyze the 5 C's of the company - strengths, weaknesses, opportunities, and threats - to identify areas for growth. By analyzing the target audience, competition, collaboration, and climate, this plan will establish SMART objectives, strategies, tactics, and control measures to drive the growth of Grand Hyatt.

MAIN BODY
SITUATION Analysis  
5 Cs
Company
                This SWOT micro analysis (see Appendix 2) examines the strengths, weaknesses, opportunities, and threats of Grand Hyatt. Grand Hyatt provides exceptional customer service and offers world-class amenities. Additionally, it has strong brand recognition and a strategic location, with highly trained staff. However, the hotel's room rates are high, and it offers a limited number of hotels, with a limited online and international presence. To address these weaknesses, the hotel could expand in international markets, introduce more affordable room rates, increase online presence, and partner with popular brands to increase brand awareness. Grand Hyatt faces growing competition in the luxury hotel market and may receive negative reviews on social media platforms. Additionally, it may be affected by an economic downturn and could face security concerns.

Customers 
Segmentation: 
1. Business travellers
2. Luxury travellers
3. Families with children
4. Honeymooners
5. Groups and events

Targeting:
                 The main target audience is business and luxury travellers. Families with children, honeymooners,  groups and events can also be targeted.

Competitors
Perceptual Positioning Map: According to Power (2021), the Grand Hyatt is in a competitive market amongst various other high-end hotel chains including Four Seasons, Ritz-Carlton, Mandarin Oriental, and St. Regis. A perceptual positioning map can be used to understand how consumers perceive these competitors in the market based on specific criteria, such as price and luxury level.
Bowman's Strategy Clock: these competitors fall in the premium price and high-perceived value segment, which means they have a differentiated product with relatively high prices.

Collaborators
          Grand Hyatt has a strong network of partners and franchises, including the Grand Hyatt Abu Dhabi Hotel and Residences Emirates Pearl, ensuring exceptional service and amenities at all locations.

Climate: PESTLE 
           The PESTLE framework analyzes climate factors, including politics, economics, social, technological, legal, and environmental factors. Government regulations, economic growth, lifestyle trends, technology advancements, employment laws, and sustainability measures should be considered in climate-related initiatives (see Appendix 1).

Marketing Mix
            Grand Hyatt offers a variety of amenities such as spacious rooms, restaurants, and gardens. They serve diverse cuisines and offer discounts for group bookings. Their prices are displayed on their website. They have properties in 56 countries and use social media and voucher cards to inform customers about their services.

OBJECTIVE 
             The Grand Hyatt is currently striving to attain a 10% increase in revenue, a 5% boost in occupancy, and a 15% growth in brand awareness. To achieve these objectives, the hotel plans to implement a comprehensive approach that involves a combination of product, place, price, and promotion strategies. With careful planning and execution, the Grand Hyatt is confident that it can meet these ambitious targets and continue to provide exceptional service to its guests (see Appendix 3).

STRATEGY
	Business strategy refers to the strategic initiatives which they pursue to create value. This help in accomplishing the needs of stakeholders and customers appropriately (Burton and Hyatt, 2022).  Adopting the hybrid strategy on the Bowman's strategy clock will enable Grand Hyatt to offer high-quality products at a high price while maintaining a competitive advantage in the market. The differentiation strategy will be centred around personalized service, a strong online presence, and partnerships with well-known luxury brands. 
                According to Grönroos (2021), personalized service is crucial for creating a positive customer experience and gaining a competitive advantage. Additionally, Grand Hyatt’s online platform will allow customers to customize products and see real-time prices, ensuring an optimal e-commerce experience. According to Hinterhuber and Liozu (2020), e-commerce is rapidly growing, and businesses must adopt digital platforms to remain competitive. Therefore, investing in online advertising, social media marketing, and SEO optimization to increase online reach and create more brand awareness is important for Grand Hyatt(Kim, J. H., & Lee, K. H. (2019).
                 Partnering with popular luxury brands to further differentiate Grand Hyatt is recommended. According to Kapferer and Bastien (2015), partnering with luxury brands can enhance a company's perceived value, which is essential for premium pricing strategies.

TACTICS
	Marketing mix:
Product
                Grand Hyatt will focus on offering exclusive packages and customized experiences to its clients. These packages will include spa treatments, on-site dining, and other amenities that are unique to the brand. The hotel will introduce a loyalty program to reward guests and provide incentives for repeat bookings. The aim is to provide guests with a memorable experience that resonates with the brand's value proposition. The hotel will conduct regular surveys and reviews to get feedback from guests so that they can continuously improve their services.

Place
                Grand Hyatt will use targeted marketing activities to attract domestic and international guests. The hotel will leverage its global presence and collaborate with other businesses in the travel and hospitality industry to promote its high-end accommodation services. This approach can help the hotel to build strong partnerships that can create new opportunities in the market. The hotel can also partner with airlines or travel agencies to offer bundled packages to customers who are looking for a complete travel experience (Lee, 2020).

Price
                Grand Hyatt will review its pricing strategy to align with the objective of increasing occupancy rates. The hotel will offer early booking discounts and other promotions to attract more guests. The hotel will also bundle various amenities and services to encourage guests to stay longer and experience more of what the Grand Hyatt has to offer. The hotel can use a pricing strategy that incorporates psychological pricing to create a perception of value for money for customers.


Promotion
               Grand Hyatt’s promotional activities will focus on both traditional and digital marketing channels. The hotel will leverage social media platforms to showcase its unique experiences and engage with guests. The hotel can use targeted advertising to reach new customers through platforms such as Google Ads, Facebook Ads and direct email (Saavedra, 2017). Additionally, the hotel will invest in public relations outreach and collaborate with travel influencers to expand its brand's reach.

ACTION
               Properly planning a schedule is an essential aspect of any organization's success, as it ensures that all activities are executed efficiently and effectively (Tong, Luo, & Xu, 2020). To accomplish this, they need to follow a systematic process that involves several steps( see Appendix 4, Gannt chart).
              The decision to use these marketing channels was informed by the need to increase brand awareness, improve customer satisfaction, drive revenue growth, and establish partnerships with local businesses. Each channel has a specific goal, timeline, and responsible team to ensure accountability and efficiency. By implementing these marketing channels, the Grand Hyatt can achieve its business objectives and stay competitive in the hospitality industry.

CONTROL
             Quantifiable measurements that management tracks to identify the effectiveness of business strategies are known as business success metrics (Zhang, Xie and Li, 2020). To gauge its actual position, Grand Hyatt can use key performance indicators such as revenue growth, profit margin, revenue per client, and client retention rate. The hotel also tracks its number of customers as a measure of growth, while also prioritizing employee satisfaction.

CONCLUSION
	Based on the report provided, it can be inferred that a comprehensive marketing plan encompasses all necessary details, activities, and procedures required to achieve desired outcomes. This plan is advantageous for Grand Hyatt as it provides a specific roadmap for its operations. The report examines the analysis conducted by the business to identify both internal and external factors that impact its operations. The primary concern was limited market share, which the organization tackled through advertising and campaigns. They developed strategies that contributed to their growth and development.
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APPENDICES
APPENDIX 1: PESTLE Analysis table
	Political

· Government regulations
· Taxes and tariffs
	Economical
· Economic growth
· Consumer confidence
· Exchange rates

	Social 
· Demographics
· Lifestyle trends
· Cultural norms
	Technological
· Advancements in technology
· Online booking and reviews

	Legal
· Employment laws
· Health and safety regulations
	Environmental
· Climate change
· Sustainability measures




APPENDIX 2: SWOT Analysis
	Strengths 
· Exceptional customer service
· World-class amenities
· Strong brand recognition
· Strategic location
· Highly trained staff

	Weakness 
· High prices
· Limited number of hotels
· Limited online presence
· Limited international presence

	Opportunities 
· Expansion in international markets
· Introduce more affordable room rates.
· Increase online presence.
· Partner with popular brands to increase brand awareness
	Threats 
· Growing competition in the luxury hotel market
· Negative reviews on social media platforms
· Economic downturn
· Security concerns.






APPENDIX 3: SMART target
	OBJECTIVES
	DESCRIPTION

	Specific
	    Increase revenue by 10%, boost occupancy by 5%, and grow brand awareness by 15%.

	Measurable
	    Use performance indicators such as revenue reports, occupancy rates, and brand surveys to monitor progress.

	Achievable
	With careful planning and execution of product, place, price, and promotion strategies, the targets are attainable.

	Relevant
	The targets align with Grand Hyatt's business objectives to provide exceptional service to guests and remain competitive in the hospitality industry.

	Time-bound
	The targets must be achieved within the next year.
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Situation
Analysis

5C’s

COMPANY

* Grand Hyatt is a great hotel with excellent service
and amenities. To improve, they could expand
internationally, offer more affordable rates, increase
their online presence, and partner with popular
brands. However, they face competition, may receive
negative reviews on social media, economic
downturns, and could face security concerns.

Customers

1. Business travellers

2. Luxury travellers

3. Families with children
4. Honeymooners

5. Groups and events

The main target audience is business and
luxury travellers. Families with children,
honeymooners, and groups and events can
also be targeted.
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SMART target for Grand Hyatt is to achieve a 10%
increase in revenue, a 5% boost in occupancy, and a
15% growth in brand awareness by June 2024 through
a comprehensive approach that involves a combination
of product, place, price, and promotion strategies, with
progress measured by revenue reports, occupancy
rates, and brand surveys.

Increase revenue by 10%, boost occupancy by,
5%, and grow brand awareness by 15%.

Use performance indicators such as revenue
reports, occupancy rates, and brand surveys to

‘With careful planning and execution of product,
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STRATEGY

Grand Hyatt can adopt a hybrid strategy on Bowman's clock,
offering high-quality products at a premium price while keeping a
competitive edge. Personalized service, online presence, and luxury
brand partnerships are crucial for differentiation (Grnroos, 2021).

To stay competitive in e-commerce, investing in online
advertising, social media marketing, and SEO optimization is
important. Partnering with luxury brands enhances perceived value.
By following these strategies, Grand Hyatt can differentiate and stay
ahead of the competition.
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TACTICS

This is a significant part of marketing which focus on communication with custo

PLACE

The hotel will use
targeted marketing to
attract domestic and
international guests,

collaborating with

other businesses in the

industry((Lee, 2020).

PRODUCT,

Grand Hyatt will offer
exclusive packages and
customized experiences,
including spa treatments
and on-site dining. A
loyalty program will
reward guests for repeat
bookings.

PRICE

Pricing strategy will
include early booking
discounts and bundled
amenities.

PROMOTION!

Promotional activities will
focus on traditional and
digital channels, using
social media and targeted
advertising. The hotel will
invest in public relations
and collaborate with
travel influencers to
expand its brand's reach.
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CONTROL

Business success metrics are quantifiable
measurements used by management to
assess the effectiveness of business
strategies(Zhang, Xie and Li, 2020).

At Grand Hyatt, key indicators include
revenue growth, profit margin, revenue per
client, client retention rate, number of
customers, and employee satisfaction
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CONCLUSION

A marketing plan is essential for Grand
Hyatt's success. The report analyzed internal
and external factors, and the company
addressed limited market share through
advertising and campaigns, leading to growth
and development.
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Introduction

* Grand Hyatt is a luxurious hotel chain that
prioritizes exceptional service and top-notch
amenities for guests(Grand Hyatt, 2021).

* This marketing plan will analyze the 5 C's
(strengths, weaknesses, opportunities, and
threats) and present SMART objectives,
strategies, tactics, and control measures to
identify areas for growth.




