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[bookmark: _Toc146383947]Introduction
The marketing plan is designed to meet the challenges of today's dynamic hospitality business and to provide direction for the iconic Grand Hyatt Hotel, a globally renowned premium brand. The study's objective is to evaluate the state of the industry as a whole in order to better understand the possibilities and threats facing businesses today. 


[bookmark: _Toc146383948]Situation Analysis 5 ‘C’s
[bookmark: _Toc146383949]Company: Swot Analysis (Micro-analysis) 
The Grand Hyatt Hotel is a prestigious establishment with a prominent presence across the world. Its competitive advantages include the popular World of Hyatt reward program and its superior amenities, services, and individualized service. Competition from other high-end hotel companies is fierce, and their elevated price point might drive away potential guests (Arnold, 2023). The travel and hotel business has been severely damaged by the COVID-19 epidemic, causing both operational and financial issues. 
[bookmark: _Toc146383950]Customer: Segmentation & Targeting
Grand Hyatt should appeal to both vacationers and businesspeople in its marketing efforts. Customers should consist of the well-to-do, those interested in health and well-being, and business travelers (Yakovic, 2018). The strategy will use data from SimilarWeb to conduct in-depth analyses of online consumer behavior, preferences, and demographics, allowing for more targeted marketing campaigns.
[bookmark: _Toc146383951]Competitors: Perceptual Positioning Map, Bowmans Strategy Clock
The Grand Hyatt's pricing and quality will be plotted against the competition on a perceptual positioning map to determine where the hotel stands in the high-end lodging industry (Mulders, 2019). To better understand how competitors are using strategy, check out Bowman's Strategy Clock. To distinguish out from the competition and keep expenses down, Grand Hyatt may use a "Hybrid" approach that provides a combination of value and distinctiveness.
[bookmark: _Toc146383952]Collaborators: B2B Relationships, Partnerships, Franchises
Grand Hyatt has to maintain and improve its business-to-business connections with tour operators, convention centres, and other similar businesses. Value-adding packages and experiences may be developed via the exploration of relationships with airline companies, local travel companies, and luxury brands (Fill & McKee, 2017). In addition, exploring the possibility of opening franchises in developing nations helps propel development and broaden the brand's reach.
[bookmark: _Toc146383953]Climate: PESTLE (Macro analysis) 
Political: Analysing the impact of government travel policies, trade pacts, and laws on the hotel sector.
Economic: Consideration of how changes in the economy, rates of exchange, and consumer purchasing habits affect opulent vacations.
Social: Recognizing cultural tendencies including the rise of wellness-oriented tourism, environmental awareness, and population shifts.
Technological: Make use of technology for things like contactless check-ins, customized experiences based on data analysis, and safe online transactions.
Environmental: Observing sustainability rules and using environmentally preferable methods.
Legal: Protection of intellectual property, health and safety standards in the workplace, and other legal requirements (Timm, 2022).
[bookmark: _Toc146383954]Marketing Mix
Product: Improve guests' stays by providing high-tech conveniences and interesting decor. Add health and sustainability programs as well as cutting-edge technology.
Price: Use demand-based pricing tactics and reward repeat customers with savings. Make unique bundles for your most dedicated consumers.
Place: Increase online visibility and website usability by teaming up with OTAs. Develop community involvement via corporate partnerships.
Promotion: In order to reward and encourage consumers, you should launch a campaign centered on sustainability, boost social media participation, and rework loyalty programs (Bhasin, 2023).
[bookmark: _Toc146383955]Objectives
This marketing plan aims to raise occupancy rates of The Grand Hyatt by 20%, boost the hotel's profile as an industry pioneer in eco-friendly luxury, and strengthen ties to the neighborhood.
[bookmark: _Toc146383956]Strategy
The new selling point for the Grand Hyatt Hotel is "Increased Luxury with Sustainability." This improved offering will showcase the hotel's dedication to providing luxurious experiences while incorporating sustainable practices, meeting the needs of a growing market segment that is more interested in eco-friendly vacations.
"Market Development" is the strategy from the Ansoff Matrix that best fits this evolution. By appealing to a wider audience with its emphasis on eco-friendly amenities, Grand Hyatt hopes to increase the size of its current market of affluent vacationers (Harrold, 2022). 
Changes of the marketing mix are-
· Product: Rooms with eco-friendly amenities, wellness packages, and cutting-edge technology are being promoted to appeal to eco-conscious and tech-savvy guests.
· Price: Using dynamic pricing, you may appeal to more clients, including those on a tighter budget, while still providing high-end vacation options.
· Place: Improving online visibility and strengthening OTA alliances to expand international customer base.
· Promotion: Promoting environmentally responsible actions through launching a sustainability-oriented campaign and networking with thought leaders and environmental groups.
[bookmark: _Toc146383957]Tactics
Grand Hyatt Hotel's strategy for resolving the problems shown by the SWOT analysis will be guided by the RACE framework.
[bookmark: _Toc146383958]Research
· Using SimilarWeb's data to examine the customers' online habits and interests, then use that information to fine-tune the communication methods.
· Keep an eye on what the rivals are doing to online and read their guests' reviews to see where they might improve.
[bookmark: _Toc146383959]Action
· Make the hotel's website more user-friendly by highlighting its green policies and spa services. Maintain compatibility with mobile devices and speed up page loads.
· Participate more actively in social media, highlighting guests' positive experiences, special features, and eco-friendly initiatives. React quickly to the concerns and suggestions of the clients.
[bookmark: _Toc146383960]Communication
· Promoting the hotel's eco-friendliness, partnering with environmental groups, and other sustainable initiatives through a multimedia campaign. Join forces with environmental advocates to increase the impact (Jim, 2018).
· Produce interesting media like films, articles, and infographics to tell visitors about eco-friendly amenities and ways they can become involved in the community.
[bookmark: _Toc146383961]Evaluation
Tracking the success of various communication strategies by measuring metrics like website visits, social media activity, email opens, and sales is essential.
Collecting and analysing visitor comments and reviews continuously is a great way to determine the level of satisfaction at the business and inform any changes that may be necessary.
[bookmark: _Toc146383962]Action
The following is a high-level plan for major forms of marketing:
Week 1: Research
· Use SimilarWeb to conduct a study of consumer habits.
· Look into what the competition is doing and where they stand.
Week 1-2: Analysis
· Gather comments and ratings from visitors.
· Find local collaboration opportunities.
Week 2-4: Website Improvements 
· The hotel's website really needs a makeover.
· Speed up page loads and improve mobile accessibility.
Week 3-6: Involvement in Social Media
· Boost Instagram, Facebook, and Twitter presence.
· Disseminate eco-friendly programs and hear from your guests' perspectives.
Week 4-5: Email Marketing
· Start sending out targeted emails.
· Promote exclusive discounts just for loyalty program participants.
Week 5-6: Local Partnerships
· Use social media to spread the word about local companies working together.
· Bring attention to local gatherings and volunteerism.
Week 4-8: Sustainability Campaign
· Create media like video postings, articles, and infographics.
· Join forces with environmental advocates to increase your impact.
Week 8: Feedback & Analysis
· Gather feedback from clients to improve further.
Here is a Gannt chart to illustrate the action plan-
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The marketing strategy for the Grand Hyatt Hotel will be evaluated based on the following metrics and key performance indicators (KPIs):
· Checking occupancy rates on a regular basis to make sure the 20% growth goal is being accomplished. When occupancy rates are high, business is booming.
· A rise in sales and earnings will be a key measure of the plan's performance, proving that the chosen pricing and advertising approaches have been successful (Panov, 2019).
· Guests' opinions on the hotel's brand, service, and environmental initiatives should all be taken into account when assessing their level of satisfaction.
· Assess the hotel's efforts to reduce its carbon footprint and adopt other environmentally responsible policies in order to draw conclusions about the effectiveness of its sustainability efforts.
· 

[bookmark: _Toc146383964]Conclusion
Sustainable luxury is advocated for as a business goal, along with a stronger internet presence, more involved customers, and more community ties. Following these suggestions and keeping an eye on KPIs, Grand Hyatt may become an industry leader in eco-friendly luxury, increase its bottom line, and better serve its discriminating customers in the post-pandemic age.


[bookmark: _Toc146383965]References
Armstrong, G. and Kotler, P. (2023) Marketing: An introduction. Hoboken: Pearson. 
Arnold, A. (2023) Go Grand - Hyatt Hotels and Resorts. Available at: https://www.hyatt.com/brands/grand-hyatt. 
Bhasin, H. (2023) Marketing mix of Hyatt Hotel - Hyatt Hotel Marketing Mix, Marketing91. Available at: https://www.marketing91.com/marketing-mix-hyatt-hotel/. 
Carbonel, A. (2020) ‘Special issue of International Journal of Market Research: “market research & insight: Past, present and future”’, International Journal of Market Research, p. 147078532094141. doi:10.1177/1470785320941417. 
Etzel, M.J., Walker, B.J. and Stanton, W.J. (2017) Marketing. Boston: McGraw-Hill/Irwin. 
Fill, C. and McKee, S. (2017) ‘Managing B2B relationships’, Business Marketing: The Theory and Practice of B2B [Preprint]. doi:10.23912/978-1-906884-54-3-1741. 
Harrold, H. (2022) Ansoff matrix, Corporate Finance Institute. Available at: https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/. 
Jim, M. (2018) ‘SWOT analysis framework’, Encyclopedia of Management Theory [Preprint]. doi:10.4135/9781452276090.n276. 
Mithra (2019) ‘Putting target costing into practice’, Target Costing, pp. 116–127. doi:10.4324/9781482276343-12. 
Mulders, M. (2019) ‘Strategy clock’, 101 Management Models, pp. 330–332. doi:10.4324/9781003022022-91. 
Panov, M. (2019) Assessment of activity and Control System of the company on the basis of KPI [Preprint]. doi:10.12737/384. 
Shara, S. (2023) About hyatt. Available at: https://about.hyatt.com/. 
Spencer (2020) ‘Market positioning and market segmentation’, The SAGE Dictionary of Leisure Studies [Preprint]. doi:10.4135/9781446213278.n145. 
Timm, S. (2022) Hyatt pestle analysis - detailed pestel factors, MBA Skool. Available at: https://www.mbaskool.com/pestle-analysis/companies/18257-hyatt.html. 
Yakovic, L. (2018) ‘Customer segmentation’, Data Mining Techniques in CRM, pp. 189–224. doi:10.1002/9780470685815.ch5. 

[bookmark: _Toc146383966]Appendices
[image: ]


[image: ]
This presentation expands upon our detailed documented marketing plan and is meant to help readers better comprehend the reasoning behind our choices. The goal is to adapt to the changing demands of the hotel industry while also making the most of the possibilities that present themselves.
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The Grand Hyatt Hotel is one of the most prestigious hotel internationally. They have a lot of plus point going for them but they also have a very competitive market where the pressure and competition is really fierce.
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This is the customer segmentation that the company will be using for their marketing. The interferences of the company are based on data from SimilarWeb. Also, the position of the company is in an enviable location. 
The Grand Hyatt hotel is in the hospitality industry which has both micro and macro environment that affect the overall aspect of its operation. To promote the hotel further the new strategy which is to extend their luxury but with sustainable means, demands a lot of different promotion method.
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The objective behind creating this marketing plan is to boost The Grand Hyatt’s profitability. And to achieve that the marketing team needs to follow some marketing framework, such as the RACE framework.



Here is some Gannt chart to illustrate the schedule and action for the marketing plan.
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To apply the strategy mentioned in the marketing plan and succeed to obtain the objective, it needs to be controlled following KPI and constant evaluation.
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It cannot be overstated how important it is for businesses in the hospitality sector to evolve with their customers and meet their needs and expectations, especially in regard to sustainability and well-being. 
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The Grand Hyatt Hotel chain is well-known all over the world
for its high standards of luxury and excellent customer service.
It excels because of the high regard with which it is held. The
hotel market is very competitive and has a high pricing point,
thus this presents a hurdle.
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Customer
segmentation

Guests might be categorized as either
business travelers, leisure tourists, or wellness
aficionados. Our inferences are based on
data from Similarweb.

Customer
Positioning

Grand Hyatt stands apart from the
competition because to its enviable
location. The "Hybrid" approach strikes
a good mix between distinction and
value addition in the high-end sector.

Collaborating

Growth-promoting B2B ties and
partnership-driven improvements to the
visitor experience go hand in hand.
Community involvement and economic
vitality are both boosted by exploring
potential local alliances.
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The PESTLE study looks at how the
hotel sector is affected by political,
economic, social, technical,

environmental, and legal aspects.
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All of the promotional materials fit in
with the theme of "Increased Luxury
with Sustainability.”To further
represent our new value offer, we are
enhancing our products,
implementing dynamic pricing,
modernizing our web presence, and
ramping up our local involvement.
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Objective

This marketing plan aims to raise occupancy rates of The Grand
Hyatt by 20%, boost the hotel's profile as an industry pioneer in
eco-friendly luxury, and strengthen ties to the neighbourhood.

The RACE framework is a vital part of our marketing strategy
since it ensures a systematic method to research, action,
communication, and evaluation, all of which contribute to the
success of our marketing efforts.

Race Framework
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Control & KPI

Vacancy rates, growth in revenue, customer happiness,
online interaction, gaining new clients, sustainability
impact, and community involvement are all examples of
KPls. Constant evaluation is crucial for making adjustments

and enhancing methods.
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