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This study discusses the marketing strategy that the Grand Hyatt Hotel intends to use. The SWOT analysis, customer segmentation, pestle analysis, marketing mix, and timetable to carry out the marketing strategy have been chosen as the primary frameworks for this particular file. According to Jobber and Ellis-Chadwick's research from 2020, the marketing mix is an essential component of the hotel's efforts to expand its presence in international places. As a result, the marketing plan will make it easier for the hotel to function in a variety of popular tourist destinations.
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“Company: SWOT analysis (Microanalysis)”
Grand Hyatt SWOT analysis: 
Strengths:  Grand Hyatt operates around 1350 hotels in 68 countries (Hyatt.com, 2023).
Weaknesses:  Grand Hyatt faces several hotel competitors (Hotel Tech Report, 2022).
Opportunities:  Since it only has one branch in Kauai, Hawaii, it can expand into holiday destinations (Hyatt.com, 2022).
Threats:  Covid-19 Pandemic has hurt people's economy. Grand Hyatt hotels declined because customers choose cheap hotels (Zarkov, 2020).

“Customers: Segmentation and Targeting/ Customer profiles”
Segmentation:
Segment A: Celebrities 
Segment B: Royal Families
Segment C: Sportspersons. 
Target Market: The positioning is an Upper-class profile which tends to enjoy a luxury vacation.
Positioning: The Grand Hyatt is a luxury hotel which tends to serve its clients as if they are part of a family with care.

“Competitors”
The "Perceptual Positioning Map" lists Radisson Hotel as Hyatt's primary competitor. Hyatt, a luxury hotel, ranked 1 in "Best Hotel Rewards Programmes" (Usnews.com, 2022). Radisson ranks 7. Hyatt is a better luxury hotel than Radisson.

“Collaborators”
On 10 June 2022, The Grand Hyatt Hotels partnered with Lindner Hotels to increase its range in Germany and top European vacation locations. It is estimated around 30 branch hotels of Hyatt will be established in European Countries (Hyatt.com, 2022).

“Climate: PESTLE (Macro analysis)” 
Political Factor: Different Laws of different countries can hinder the profitability of hotels (Yeon et al., 2020).
Economic factor: The country with a high GDP is crucial for the Grand Hyatt Hotel and its profitability. High-GDP countries attract upper-class society which will boost the revenue of the hotel (Hakim et al., 2021).
Social Factor: The number of guests determines the expenses in the hotel, the net worth of the client also determines the spending.
Technological Factor: The advancement of Hotels in the technological sector can affect the profitability of a Hotel.
Legal Factor: Lawsuits filed by the ex-employee or Old Guests can impact the brand name of the Hotel (Bowie et al., 2017).
Environmental Factor: The hotel focuses on the reduction of GHG emissions to control the environmental crisis (Hyatt, 2019). 
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Specific: To broaden its market presence in nations that are recognised as having excellent career opportunities.
Measurable:  The hotel's increased income and profits as a result of this expansion.
Achievable:  Through collaboration with the municipal government or other community groups, the hotel may be able to expand its customer base. 
Relevant: According to Kotler et al.'s 2020 research, the hotel has the potential to raise its income and profit while also increasing its market dominance. 
Time-Bound:  This is something that can be accomplished within a time range of three years.
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The Grand Hyatt Hotel has been chosen for this marketing plan. The value proposition is to provide a luxury vacation with family care. Hence it will also provide luxury services, features and facilities to its guests to create a prestigious Image.
The value proposition can be achieved via charities, sponsorship and collaboration. The hotel can sponsor some of the sports events like football, basketball and many more to promote itself. The hotel can also do some charities which will attract more high-profile customers (Čech et al., 2019). The hotel focuses on the need and demands of its customers to fulfil their Luxury needs of the customers.
The hotel provides its guest with all the luxury facilities for its high-profile guests. the Value proposition is mainly providing luxury and care to its guests. Hence, the target market consists of people with healthy net worth.
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“Marketing mix:” 
Product: The Hyatt hotels offer a number of services to their guests, including as complimentary breakfast, quick Wi-Fi, dining selections that are accessible around the clock, and large rooms. In addition, the hotel offers a wide range of amenities, including spas, maid service, and a great deal of other services to its guests. The hotel is located in an area that is considered to be among the most handy for business travellers, and each of its rooms has a spectacular view of the surrounding area. In addition, it provides its guests with lobby areas that allow for unrestricted movement, as well as meeting rooms that can be organised in a number of different configurations (Hyatt.com, 2023). 
Price: According to the information provided by Hyatt.com (2023), the cost of a night's stay at the hotel can range anywhere from £529 to £5,608. In addition to this, it gives you access to a wide range of services and conveniences, some of which can be improved at a later stage. Fitness, spa, and pool access are included. The hotel has a concierge desk, 24-hour room service, laundry, and dry cleaning. The hotel's restaurants and lounges provide various cuisines and atmospheres. The hotel features several event facilities for hire. Hyatt hotels' excellent customer service and attention to detail ensure a pleasant stay. This hotel's central location and superior facilities make it a memorable visit.
 Place: The Grand Hyatt can be found in London, which is located in the United Kingdom of Great Britain and Northern Ireland. As a direct consequence of this, the hotel may be located in the neighbourhood of Marylebone, and it features views of the "Portman Square Garden." Customers have the choice of locating this hotel with the use of digital maps, or they may choose to seek the assistance of locals in order to find the hotel (Hyatt.com, 2023). 
Promotion: The national television network, digital marketing, and printed materials make up the majority of the promotional channels for the hotel. The report that was compiled by Hyatt Hotels in 2023 said that the firm had spent more than 80.23 million pounds on advertising and promotion in the previous year, 2022.
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The action plan of this marketing mix will be designed to increase its global footprint in prime vacation locations in the world. Hence, a Governmental partnership or local collaboration will be established to start a new hotel in the designated location. The governmental rules and regulations of the country will be revised by the legal team of the hotel. The Hotel industry also partners with local businesses to start a business in that country. The hotel also uses the Globalisation strategy to extend its reach into foreign countries (Bruža, 2022) (The marketing plan is shown in appendix 3).
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The Grand Hyatt can measure the success of its marketing plan by considering the growth in revenues and profits. The hotel can also know about the increase in guests’ number by the website traffic, feedback and the hotel booking apps. The reviews on the hotel websites can also determine the number of customers they have served previously. The Hyatt Hotel have a membership program by which they can know about the new customers that they have attracted (Hyatt Hotels, 2023). The provides discounts and special offers to its old customers which will bring increase the brand image of the hotel.
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The potential challenges that the marketing team of the Grand Hyatt could face include effective communication, high investments, and a broad marketing plan. In order to mitigate the challenge in the form of communication online collaboration tools can be utilised to bring clarity to communication. Regular meetings and discussions will also be an effective strategy to keep the plan on the same page for every team member involved. Angel investors and stakeholders will help meet marketing plan funding needs. The Grand Hyatt's marketing staff will be more engaged if they set and meet minor milestones at each step of marketing activity.
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[image: ]


Appendix 4: Presentation 
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]








[image: ]
[image: ]
[image: ]

[image: ]
17

image3.png
Communications Plan

G Wyt ot

Metlesd s s
i





image4.png
e The selected hotel for this presentation is Grand
Hyatt.
e The main purpose of this marketing plan is to offer a G R A N D
recovery plan post Covid-19. B —
e Internal and external environment of the hotel willbe | Y A T T
analysed to devise strong paper plan for
implementation.
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STRENGTHS

Grand Hyatt operates in almost 68 countries
worldwide with above 1350 hotel chains.
Good brand image.

Skilled employees.

‘OPPORTUNITIES

Expanding business in Hawaii.
Offers and discounts on hotel services.
Enhanced health and safety precautions.

.
WEAKNESSES

Numerous competitors
Issues regarding the environment.
Increase in prices.

THREATS

Decline in sales.
Potential future crisis like Covid-19.
Problems related to sustainability.
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Segmentation- Celebrities, Royal Families, and
Sportspersons.

Target Market- The positioning is an Upper-class
profile which tends to enjoy a luxury vacation.
Positioning- The Grand Hyatt is a luxury hotel which
tends to serve its clients as if they are part of a family with
care.
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Grand  Hyatt will adopt focused
differentiation strategy in terms of its
pricing and service quality.

Radisson Hotel is the potential competitor
of the Grand Hyatt offering similar services
at the same price.
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The Grand Hyatt Hotels collaborated with Lindner Hotels to

increase its range in Germany and top European vacation

locations.
The hotel is run and managed by Pritzker family.

IDea$S also have partnered with Grand Hyatt to amplify

revenue platform.

L'NDNER

HOTELS & RESORTS
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POLITICAL

Different laws and
regulations can hinder
hotel operations.
Political stability.

TECHNOLOGICAL

Technological
advancements
Security issues
Higher Investments

ECONOMIC

Inflation

Hospitality trends
High-class families
trends

LEGAL

Changes to laws and
regulations

Health & Safety laws
Legal and
employment policies

SOCIAL

Employment rate
Family sizes
Purchasing behaviour

ENVIRONMENTAL

Sustainable practices
Compliance with
environmental
regulations
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Specific: To increase its market reach in the countries with top vocational

locations.

Measurable: The growth in the revenue and profit of the hotel.

Achievable: The hotel can extend its reach by partnering with the

government or local organisations.

Relevant: The hotel can boost its revenue, increase its profit and create

more market domination.

Time-Bound: This can be achieved within the timeframe of 3 years.
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The value proposition of the Grand Hyatt is to provide a luxury

vacation with family care.

Sponsoring sports events like football and basketball.

Delivery of high-quality services to royal and high-class families.
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e The effectiveness of this marketing plan will
be through the overall revenue generation

e Monthly conversion rates of audiences to
customers from digital marketing will also
provide insights to the marketing effectiveness .
of the Grand Hyatt.

e Loopholes in the marketing plan will be
monitored regularly to amend activities to
enhance the quality of the marketing plan.





image15.png
CHALLENGES

Communication
High investment
Broad marketing plan

RECOMMENDATIONS

Use of clear communication
tools like online softwares and
regular plan discussion.
Investments from angel
investors and other
stakeholders.

Devising small milestones for
each stages.




image16.png
References

i, o .17, gy Mot 31 s Lo
i ., T . i et e oty s T,
[ —

i . S, Pt . B o o f i Gt o S o Dol e W P 3.
Sk gt e A o o o O ] L4 6O

oo g, Gty s T Sk v 063 o] o

e e 13y s b Pl o A8y [
g s - oAt . bt 0.8

o o o ermonir el
e —
e, 7, o b o Aot A e . Sty s 5

[

i, 73 ot o L 1o e ot Pt ot ki, 9 O b4
St h e .0, o o e, i

ot ..t . . 0 e o et 8 e P

s, G2, ol ot g, e e 1 W e T e et e 340 5

2o, . o .k ol o 1 . e il € ot S, T3 .





image1.png
PERCEPTUAL MAP





image2.png
5 Perceived Value to the Consumer i





