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[bookmark: _Toc75867631][bookmark: _Toc129015432]Introduction
In the current age, businesses have to cover an extra mile to attract customers, no matter how sizeable their operations are, because life has become fast-paced (Iranmanesh et al., 2022). The same can be said for the global hotel industry, which is evidently growing as more and more people travel around the globe for work, leisure, and personal reasons. Providing accommodations to these visitors is a must but since a wide array of substitutes are present, hotels have to ensure their marketing strategy is highly effective. This will be proven by shedding light on Grand Hyatt, an American hotel company with franchises operating worldwide.
[bookmark: _Toc129015433]Situational Analysis
[bookmark: _Toc129015434]Company
Grand Hyatt’s internal environment can be evaluated via a SWOT analysis.
	Strengths
	Weaknesses

	· The hotel’s value in family makes its hospitality services top-notch.
· It offers apartment-style accommodations with kitchens, living rooms, and 24/7 meals and laundry services.
· Its staff is highly trained professionally and morally.
· It provides luxury and budget-friendly tour packages (Kazis, 2021)
· Its customer service is available 24/7.
	· Its operating costs are tad unnecessary.
· Despite its tour packages, it is still very expensive for most customers.
· The hotel largely depends on tourism rates due to its nature.
· To keep its staff well-trained, Grand Hyatt has to spend extra on such programmes.

	Opportunities
	Threats

	· Growth in international tourism after the pandemic.
· Its capability to continuously innovate itself.
· The Internet’s wide array of operations, ready-to-use.
	· Increasingly tough competition.
· Dishonest online businesses have made customers distrust Internet marketing.
· Alternatives, like Airbnb, are swiftly replacing expensive hotel stays.
· Hygiene concerns.


[bookmark: _Toc129015435]Customers
Since Grand Hyatt is a luxury hotel brand, the customers it targets are those people who would not mind spending extra on expensive services that reeks of an elegant and comfortable ambience (Hyatt, 2023). As a result, its target market includes customers aged above 25 who commonly travel around the world a lot, are businessmen, belong to corporate houses, or are plain customers who enjoy the premium experience (Law et al., 2020)..
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[image: ]
[bookmark: _Toc129015437]Collaborators
Although Grand Hyatt has not collaborated with any brand recently, its parent organization, Hyatt Hotels, collaborated with a German hotel brand, Linder Hotels AG, to expand its portfolio (Hyatt, 2022). This would include the targeted company by increasing its exposure as its related affiliates grow.
[bookmark: _Toc129015438]Climate 
Political
In the current political scenario, the only thing a multinational hotel chain should adhere to is the changing policies of different countries’ governments (Franco, 2021). For instance, every country has different laws about infrastructure or property rights, which is why any hotel like Grand Hyatt has to ensure it pays heed to these differences.
Economic
The economic factors that affect Grand Hyatt’s external environment is the growth in international tourism, inflation, and economic events, and their contributions to the respective country’s GDP (Arif et al., 2016). For example, the recent COVID-19 pandemic banned tourism and travel, causing the hotel industry to decline
Social
The marketing plan of hotels like Grand Hyatt has to be made by keeping in mind that customers of every ethnicity, race, and cultural and religious background can be encountered due to the different countries they operate in (Bissoon, 2018). Since background impacts purchase decisions, these brands have to portray themselves as inclusive.
Technological
In the technological field, the best approach for hotels is the introduction of social media as a marketing strategy (Adam, 2018). Companies can now attract the right customers with little to no budget spending.
Legal
Every country has different laws concerning hotels and accommodation services. Therefore, related companies have to make sure they meet every legislation, especially in terms of health and safety laws, food and beverage requirements, and copyright claims (Jooss et al., 2019).
Environmental
Finally, the world is on the brink of an environment collapse, so hotels have to make sure they are sustainable in every sense, especially in terms of providing for the environment by practicing green implications (Maclean et al., 2018).
[bookmark: _Toc129015439]Objectives
The objectives for Grand Hyatt’s marketing plan are affixed below.
· To experience at least 10% in the hotel’s revenue midway through this year.
· To accumulate 15% growth in the company’s traffic insights before this year ends.
· To increase market share by 10% before December, 2023.
· To use Internet marketing in sales, customer services, and interactive feedback.
[bookmark: _Toc129015440]Strategy
In order to ensure the selected marketing plan is effective for the company, its strategy, or more specifically its value proposition, has to be scrutinized (Yang et al., 2022). What makes Grand Hyatt different is the respect and empathy it provides to its customers, especially when they are staying with their families. Furthermore, the values are also integral because the company makes sure that its luxurious services are aligned with creativity and humility so everything can be balanced for the guests. 
[bookmark: _Toc129015441]Tactics
Grand Hyatt’s marketing tactics can be evaluated via a marketing mix.
[bookmark: _Toc129015442]Product
The products offered by Grand Hyatt are its luxurious hotel services. The branches are expanded into resorts and expensive stay-ins where premium customers can experience a unique encounter with a different lifestyle. These services include spacious rooms, gardens, bars, restaurants, meeting spaces, and banquet halls to hold extravagant parties. The food prepared at the hotel comes in a wide range to meet every requirement and taste bud. Hence, what makes Grand Hyatt unique is its emphasis on respect and luxury mixed together to create something unique.
[bookmark: _Toc129015443]Place
Its parent organization, Hyatt Hotels, is headquartered in Chicago, USA, but Grand Hyatt is located all over the world in almost every continent. Therefore, its distribution channels are evidently its hotel premises themselves because the customers can reserve rooms directly from the front desks. Besides that, reservations can also be made via official website and by staying in touch with the brand’s social media pages. It can be called as well. Hence, these distribution channels are created for the potential guests’ ease.
[bookmark: _Toc129015444]Price
Since it is a luxury brand, the pricing strategy Grand Hyatt follows is the premium pricing strategy. This is because it mostly targets people belonging to the upper class and who would not mind spending extra money while in a host nation. Therefore, to meet the reasonability of these prices, the company uses several ways to make sure its hotel services are top-notch.
[bookmark: _Toc129015445]Promotion
Since the company is sizable, it uses almost every marketing technique to make sure the right kind of customers are attracted to its brand. To ensure this happens, it uses customer loyalty programmes to certify repurchase events. It makes use of the Internet to paint its brand as a respectful hotel that understands what luxurious services its customers want. It also works with the word-of-mouth promotion strategy by providing the best services so customers are left satisfied.
[bookmark: _Toc129015446]Action 
Now that the company’s marketing mix has been delved into, is the time to properly lay out all the activities it should pursue in its marketing plan to take a new direction and attract even more customers in the contemporary age, which is deeply affected by the aftereffects of the COVID-19 pandemic. Hence, to properly understand what Grand Hyatt should do by keeping the marketing plan in sight, the following Gantt Chart filled with relevant activities with their approximate day requirements can be observed.
[image: ]
[bookmark: _Toc129015447]Control
Even the most well-structured marketing plan can become ineffective if the company does not control or monitor it at right times. Hence, when this marketing plan is in place, Grand Hyatt has to set out some performance indicators to see if it is really working or not. One such indicator can be checking its official website’s traffic insights to uncover the number of visitors after its implementation, indicating that if they have increased, the plan is effective. Growing numbers of social media followers and retweets are also ways through which this can be monitored. The number of times Grand Hyatt has been searched can also be an indicator of successful performance.
[bookmark: _Toc129015448]Conclusion
In conclusion, this marketing plan analyzed how Grand Hyatt can improve its strategies in attracting the right kind of customers amidst an increasingly competitive market. The plan highlighted the hotel’s marketing mix and business environments to get an idea of what should be included in its marketing tactics.


[bookmark: _Toc129015449]References
Adam, I., 2019. Drivers of physical accessibility among hotels. Anatolia, 30(4), pp.560-571.
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), pp.13-22.
Bissoon, O., 2018. Corporate social responsibility in Mauritius: an analysis of annual reports of multinational hotel groups. Asian Journal of Sustainability and Social Responsibility, 3(1), p.2.
Franco, S., 2021. The influence of the external and internal environments of multinational enterprises on the sustainability commitment of their subsidiaries: A cluster analysis. Journal of Cleaner Production, 297, p.126654.
Hyatt. 2022. Hyatt to Enter Exclusive Collaboration Agreement with Lindner Hotels AG. [online]. Available at: https://investors.hyatt.com/investor-relations/news-and-events/financial-news/financial-news-details/2022/Hyatt-to-Enter-Exclusive-Collaboration-Agreement-With-Lindner-Hotels-AG-to-Significantly-Increase-Brand-Footprint-in-Germany-and-Key-European-Leisure-Destinations/default.aspx (Accessed: March 6, 2023).
Hyatt. 2023. Grand Hyatt. [online]. Available at: https://www.hyatt.com/brands/grand-hyatt
Iranmanesh, M., Ghobakhloo, M., Nilashi, M., Tseng, M.L., Yadegaridehkordi, E. and Leung, N., 2022. Applications of disruptive digital technologies in hotel industry: A systematic review. International Journal of Hospitality Management, 107, p.103304.
Jooss, S., McDonnell, A., Burbach, R. and Vaiman, V., 2019. Conceptualising talent in multinational hotel corporations. International Journal of Contemporary Hospitality Management.
Kazis, N., 2021. Challenges and Opportunities for Hotel-to-Housing Conversions in NYC.
Law, R., Sun, S. and Chan, I.C.C., 2020. Hotel technology: A perspective article. Tourism Review, 75(1), pp.286-289.
Maclean, M., Harvey, C., Suddaby, R. and O’Gorman, K., 2018. Political ideology and the discursive construction of the multinational hotel industry. Human Relations, 71(6), pp.766-795.
Yang, H., Cheung, C. and Li, W., 2022. Intercultural communication competency practices in the hotel industry. Journal of China Tourism Research, 18(1), pp.162-184.

[image: A screenshot of a computer

Description automatically generated][image: A screenshot of a computer

Description automatically generated]

[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]
[image: A picture containing chart

Description automatically generated]

[image: ]
[image: A screenshot of a computer

Description automatically generated]
[image: A screenshot of a computer

Description automatically generated]





image3.png
®  Autosave BB sarda Kumar Power Point - component B « Last Modified: 35m ago v £ Search sadakumar B0 ¥ & - a8 X

File Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | (2]
- 0, = LR R EE- 2= B IENSOoDH W [ g | P 0| A
O New 13 Reset [E310 1L UG 2 shape Outline > | . Replace ~
ew B I US N A2 A Armange Dictate | Designer
& Slide ¥ {5 Section ~ = e = a ». e { %5 - Effects~ | Iy Select~ .
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~
- -
1 |
2
3
a4
Component B
5
Sarda Kumar
BMIH4005
6 Marketing Essentials ;
P H
—— v
slide 1 of 11 X Accessibility: Investigate

S





image4.png
®  Autosave BB sarda Kumar Power Point - component B « Last Modified: 35m ago v £ Search sadakumar 0 ¥ & - a8 X

Fle Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |

9~ 4 E = i . A A A . l’x’ ENNCOOO| | }:Fmd \,J ﬁl
O e B oy Dot I U S #M- pa-|Z A~ ) 1lod6r G Replace ~ | piciate | Designer
-8 Slide ¥ {5 Section ~ = e = a ». D\ { } %7 I\ Select~ o
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~

»
»

S INTRODUCTION I

 This presentation would highlight marketing plan for Grand Hyatt.
* Grand Hyatt is a multinational American hotel parented by Hyatt Hotels.
» The marketing plan would be created to see a new direction.

* Appropriate methods will be used.

o
“«»w e

. o

slide 2 of 11 X Accessibility: Investigate

S





image5.png
®  Autosave BB sarda Kumar Power Point - component B « Last Modified: 36m ago v £ Search sadakumar 0 ¥ & - a8 X

Fle Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |

9. X E Layout

- A A U ENsNoog- f’““" 0| A
O e B oy Dot B I US M- Aav|Z- A ) 1lod6r G Replace ~ | piciate | Designer
) Slide ¥ {5 Section ¥ = e = a » e\ { } 57 N Select~ .
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~
. .
1
aramD vATT

MARKETING OBJECTIVES

o To experience at least 10% in the hotel’s revenue midway through this year.

e To accumulate 15% growth in the company’s traffic insights before this year

4 ends.
o To increase market share by 10% before December, 2023.
5 Y o ¥ & 3
o To use Internet marketing in sales, customer services, and interactive feedback.
v
6 s
i ¥
— v
slide 3 of 11 X Accessibility: Investigate





image6.png
®  Autosave BB sarda Kumar Power Point - component B « Last Modified: 36m ago v £ Search sadakumar 0 ¥ & - a8 X

Fle Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |

9. X E Layout

- A A M T ERSOoor f’““" 0| A
O e B oy Dot B I US M- Aav|Z- A ) 1lod6r G Replace ~ | piciate | Designer
-8 Slide ¥ {5 Section ~ = ek == ». D\ { } %7 I\ Select~ -
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~
. .
1
aramD vATT

A CUSTOMER SEGMENTS

e The customers that Grand Hyatt targets are from the upper-class.

* People who are businessmen.
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7 T * The company follows premium pricing.
« It targets people who can afford its premium prices.
« It makes those prices reasonable by offering the best and most unique hotel experience. v
8 2
¥
v

Slide 6 of 11 % Accessibility: Investigate E 88





image9.png
®  Autosave BB sarda Kumar Power Point - component B « Last Modified: 37m ago v £ Search sadakumar 0 ¥ & - a8 X

File Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [ @Record
. = . e . o le—m—m—— 3
9 & +_E : Layout . A AR | = l’x ENNOOO % 7 %7 }:Fmd \,J
($) paste B 7| New iReset B I US o AVe Aav ‘I DAL= [0 LLo U0 avange ouer £° e Replace v | iiote | Designer
) Slide ¥ {5 Section ¥ = e = a = » e\ { }ys N Select~ .
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~
a a
3
4
Place:
« Its parent organization’s headquarters are in the US.
3
« Grand Hyatt operates all over the world.
« Its distribution channels are various. |
3 « It uses its official website, hotel front desks, social media, and phone numbers as ways through which
customers can make reservations.
Promotion:
7 5 Y
« Social media.
« Word-of-mouth promotion by leaving customers satisfied.
R « Loyalty programmes, ;
scmoxran ¥
B -
slide 7 of 11 X Accessibility: Investigate IS T —-——b——+ 2% @





image10.png
#  Autosave €2 8 sarda Kumar Power Point - component B « Last Modified: 39m ago v O Search Sarda Kumar (5K ® & - [} X
Fle Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P
2 X =) [ ayout v = = - & Find —
2 o by Kol EE ll-NN==al N L O | B
3 > | b o
O | e B | gy @rme B | ATLDOC e Revice | e pesgner
R4 Slide v {5 Section v - » N\ } % - =3 I3 Select B
Undo Clipboard 1§ Slides. Font Paragraph Drawing Editing Voice Designer ~
- a

. ACTION PLAN

Week1 ~ Week2 Week3 ~ Week4  Weeks  Week6  Week7
Setting marketin
objective:
Reviewing the
target audience and
its needs

Evaluating

competitor:

Getting an
T06 | influencer in the
9 r— 5
107 Monioring o
Staying up-to-date
o e
T8 it trafic insights
o v
10 2
¥

Slide 8 of 11 % Accessibility: Investigate Notes E 23 T -+ 2%

0025

~— Cloudy 5 07/03/2023




image11.png
AutoSave €4 8 sarda Kumar Power Point - component B « Last Modified: 39m ago v O Search Sarda Kumar (5K ® & = a X
file ~Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |
= E Layout v ENETE & Find =
2 Aol pg E ENNOOO 22 5 0| &
3 o - =
O pose 1B New L Reset B I US A L L UG arange Rlicnacd Dictate | Designer
v & | slide [ section~ = - e\ { } % v Q I Select v v
Undo Clipboard 1§ Slides. Font Paragraph Drawing Editing Voice Designer ~
a a
5
3

10

Slide 9 of 11 % Accessibility: Investigate jotes £ T -+ 2%





image12.png
®  Autosave BB Sarda Kumar Power Point - component B « Last Modified: 39m ago v £ Search sadakumar 0 ¥ & - a8 X

Fle Home Insert Draw Design Transitions Animations Slide Show Record Review View Help [@Record | [P |

2 £ | Y Bavour ‘o Sl msNoool Orind =
O @ | New S3Reset [E310 1130 & Replace v os
Pajle b= S"de:v 5 secton~ B I US o AVv Aav ‘z c A~ . e~ { &5 N setcce ch\l/ale igner
Undo Clipboard 1§ Slides. Font 5 Paragraph 5 Drawing 5 Editing Voice Designer ~
P - -
¢ There are various ways through which Grand Hyatt can control or monitor its
marketing progress.
¢ Checking the official website’s traffic insight for increasing visitors.
¢ The growing number of social media followers.
¢ The number of times the hotel has been searched. |
1"
sk
v
2
¥
v
slide 10 of 11 X Accessibility: Investigate IS T —-——b——+ 2% @





image13.png
#  Autosave €2

"

(=)

X

=ale

8 sarda Kumar Power Point - component B « Last Modified: 39m ago v O Search Sarda Kumar (5K ® & -
Home Insert Draw Design Transitions Animations Slide Show Record Review View Help
=] Layout v . av o = === g Shape Fill v Find
£ | f e T - ESSooor Wy [ 20 o 0 a

. & . ” 2 Shape Outline » | & .
pate B New D Reset B I USGS s A« Aa~ ‘p C A B L LB O arange quick & Shape Outine Gt Replace Dictate | Designer
v Slide ¥ [ Section v - . = = = 8NN 15k v Stlesv g ShapeEffects¥ | [y Selectv v
Clipboard Slides Font & Paragraph & Drawing & Editing Voice. Designer

_— =

ThankYou!

Thank You!





image1.png
+ Grand Hyatt

o TW Marriott
o Intercontinental

«

High Price

o Faimmont

High Quality

Low Quality

Low Price




image2.emf
Communications Plan

Company Name

GRAND HYATT 

Project Lead

TASK Metrics START END

Advertising 

SOCIAL MEDIA  NUMBER OF FOLLOWERS NOVEMBER APRIL

OFFICIAL WEBSITE Promotional code MARCH MAY

EMAIL offers 10% CLICKS NOVEMBER MARCH

SMS HOW MANY CUSTOMERS REGISTERED FEBRUARY APRIL

Activity/Channel  Month Month

Personal selling

TEXT MESSAGE New offers JANUARY APRIL

EMAIL discounts for loyal customers DECEMBER MAY

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Sales promotion

SOCIAL MEDIA  HOW MANY CLICKS December January

EMAIL HOW ACCESED IS THE LINK  November November

DISCOUNTS FOR ACTIVITIES  HOW MANY PEOPLE PARTICIPATE MARCH SEPTEMBER 

Activity/Channel  Month Month

Activity/Channel  Month Month

Public relations

LEAFLETS IN STORESBY HOW MANY PEOPLE TAKE PER DAY NOVEMBER JULY  Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Activity/Channel  Month Month

Direct marketing

SMS BY HOW MANY REGISTERED CUSTOMERS JANUARY MARCH

MAIL ACCESED LINK  DECEMBER  APRIL

TV ADVERT  NOVEMBER NOVEMBER

Activity/Channel  Month Month

Activity/Channel  Month Month



01/11/2023 07/11/2023



one week from sun 01/11/2023 tell 07/11/2023 holiday to Cosy Cottage with 10 percent dicount for familly it is all inclusive with free car park including transport from and to airport 



September October November



July August



June May



Tue, 01/11/2022

November December January February

Project Start:



March April


