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[bookmark: _Toc128827887]Introduction
A marketing plan aims to take hold of every possibility that presents itself while assuring that the organisation's goals are met by using the proper mix of marketing initiatives. The target audience can be determined, and methods to reach them can be put into place with the aid of the marketing plan (Opresnik, 2018). Although, the recent report is based on explaining the marketing plan for Grand Hyatt and targeting new customers for the hotel after the pandemic situation. In addition, the SOSTAC model is used to structure the approach, and PESTLE, SWOT, and Porter Five will be utilised for the situational analysis. Consequently, goals, a plan, methods, action, and control will be offered to ensure the plan's safe execution. 
[bookmark: _Toc128827888]Situation Analysis 
[bookmark: _Toc128827889]Company: SWOT Analysis 
	Strength 
· Presence globally 
· Deliver the best services to customers
· Highly trained and skilled staff 
· Collaboration with the best businesses 
· Strong brand portfolio 
	Weaknesses 
· Limited market share due to intense competition 
· Dependence on tourism 
· Offer deals on travel packages and is more expensive 
· Need more investment n technologies 
· Changing demands of consumers 

	Opportunities 
· Integrate innovative trends in the consumer behaviour 
· New technology gives Hyatt them to practice a differentiated pricing strategy 
· Set higher standards for the division of rooms 
· Enhancement in the customer loyalty program 
	Threats 
· Intense competition in the market 
· Loss of business travellers to a national group of hotels 
· New government laws can impact the brand 



[bookmark: _Toc128827890]Customer: STP 
	Geographic
	· Business travellers 
· Who needs leisure experience 

	Behavioural
	· Businessman 
· Explorer
· Tourists 

	Psychographic
	· Middle and upper-class people 
· Wedding group 
· Diners 

	Demographic
	· Target people are above 18 age group 
· Both male and female 



[bookmark: _Toc128827891]Competitors: Perceptual positioning map
Bowman's Strategy Clock reinforces essential points of how a business can position its product or service offerings in the market based on these two dimensions (Echchakoui, 2018). With its careful expansion, investments, and divestitures, the Grand Hyatt portfolio is in good position. The priority will be low prices with value-added services per Bowman's strategy clock. Thus, no quality sacrifice shall be accepted. As a result, the proposed technique will work in harmony with the communication channels to reach the intended audience.
[image: ]
Figure 1: Bowman's Strategy Clock
[bookmark: _Toc128827892]Collaborators 
A few of the multiple partners in the World of Hyatt loyalty programme are Lindblad Expeditions, American Airlines AAdvantage, and MGM Resorts International. While some of the partners provide mainly as avenues for collecting or using World of Hyatt points, others may also grant elite status to World of Hyatt customers with other brands (Genter, 2021). Hence, it is definitely beneficial to become familiar with these collaborations and how they might help visitors
[bookmark: _Toc128827893]Climate: PESTEL 
	Political 
	· On activities related to hospitality, the state levied a decreased Tax of 12.5%
· Hotel industry impact of travel restrictions
· Inadequate staffing resulted from Brexit (Arif and Hossin, 2016)

	Economical 
	· The hospitality industry is being harmed by the 4.9% rise in joblessness
· Inflation in the UK increased from 8.8% to 9.6% (Munawar et al. 2021)

	Social
	· Changing demands and preferences of customers after a pandemic 
· Enhanced use of social media 

	Technological 
	·  The hospitality sector has undergone changes thanks to smart lighting technologies, the Internet of Things, and real-time adjustments.
· To stay competitive, the hotel business is putting a lot of effort into digitisation (Rodrigues, 2021)

	Environmental 
	· Sustainability is the prime focus of hotels 
· They are following hygiene practices 

	Legal 
	· The hotel uses health and safety laws to protect customers and employees 
· The hotel is a defendant under the Patent Act 1988, and the copyright
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[bookmark: _Toc128827895]SMART Target 
The marketing strategy's objective is to make the Grand Hyatt Hotel more accessible to a wider spectrum of prospective clients and expand its clientele base so that it can effectively compete with its industry rivals. The SMART goals are:
Specific: The goal is to raise the traffic on the website and elevate SEO keyword usage by 2024 
Measurable: The management of Grand Hyatt will measure the traffic on the website 
Attainable: The goals will be achievable if the traffic increases on the website 
Realistic: It is realistic because Grand Hyatt has loyal customers and will make influencer promotions by the second quarter of 2023
Time-bound: It will take 1 year to complete 
[bookmark: _Toc128827896]Strategy 
The unique selling proposition provides specific services that reach out to customers from each of their targeted factors. The hotel stands out from its rivals because of its pricing policy that emphasises comfort over luxury. The low price of the hotel will serve to attract the audience because people are cost-mindful when choosing travel comfort. The hotel's effective communication plan will strongly emphasise connecting with customers on social media platforms (Hyatt, 2023). The campaign will stimulate consumers' desire to travel and draw them in with the guarantee of providing affordable post-pandemic lodgings so they can relax and enjoy their journey.
[bookmark: _Toc128827897]Tactics 
[bookmark: _Toc128827898]Product 
Hyatt Hotels is one of the leading hotel groups that deliver luxury service and authentic hospitality. Each Hyatt hotel offers bars, and restaurants, uninterrupted power Wi-Fi, large rooms with modern conveniences, an efficient transport alternative, and a selection of food and drink choices. They also deliver event celebrations such as business events, weddings, and get together (Toma and Gradinauru, 2018). 
[bookmark: _Toc128827899]Price 
Due to their focus on the upper class and wealthy segments of society, Hyatt Hotels has established a premium pricing policy for their services. Hyatt Hotels firmly believes in in-depth awareness of customers' desires and requirements (Roma et al. 2019). Offering the highest goods and services in luxurious settings is key to the company's goal of standing out from its rivals. 
[bookmark: _Toc128827900]Place 
Due to their dispersion across several nations, Hyatt Hotels have a global reach. Its corporate headquarters is in Chicago, in the US. At sixty-nine various places across fifty-four different nations, it has developed properties. The firm has hotels or resorts in a number of well-known cities, such as Atlanta, Mumbai, Beijing, Boston, Chicago, Tokyo, Hong Kong, Manila, San Francisco, and Seoul.
[bookmark: _Toc128827901]Promotions 
By responding to every possible demand of the client, Hyatt has developed a first-rate marketing plan that is made specifically to increase and retain good brand awareness and value. For the benefit of its customers, it offers an array of initiatives (Hurdawaty and Pratama, 2019). Using its hallmark membership card, the Hyatt Gold Passport, Hyatt rewards customer loyalty.
[bookmark: _Toc128827902]Action 
The deployment of the tactics must be carefully scheduled for the strategy to be successful. Moreover, giving attention to detail, prioritising leadership and people, and making sure that time is used properly all assist in the intended result. Insights into the marketing activity timetable are provided by the Gannt chart shown below, which will help you keep on course.
[image: ]
Figure 2: Gantt chart
[bookmark: _Toc128827903]Control
The concentration on pricing and being easy on clients' budgets is Hyatt Hotel's Unique Selling Point. It attracts customers with its distinctive and innovative hotel designs, resulting in an ideal destination for business travellers and family tourists. Yet, a control strategy must be in place to monitor and assess the effectiveness of the marketing plan if marketing efforts are to be managed effectively. The marketing team will therefore track the number of new customers, assess their favourable views, monitor rising earnings, analyse social media channels, track likes and comments, track the development of followers, and measure the rising website traffic in order to assess success.
[bookmark: _Toc128827904]Conclusion 
There are many possibilities for the hotel to grow, based on an analysis of how the SOSTAC approach is typically used to create an efficient marketing plan. Especially after the pandemic, when consumers are looking for affordability while making buying decision selections, the hotel can effectively take the top spot in the hotel market. A vendor's strategy could threaten the effectiveness of a marketing plan, but a positive outlook and differentiation will make sure the brand can interact with the target audience successfully.
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INTRODUCTION

* A marketing plan is o grab all elevant opportunities
* Tt makes sure all objectives of the organisation are met

* Tt works to recognise the target audience

* The presentation will explore the marketing plan of the Grand Hyatt
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Place
Hyatt Hotels have a global reach
s corporate headquarters is in Chicago, in the US

* The firm has hotels or resorts in a number of well-known cities,

* Such as Atlanta, Mumbai, Beijing, Boston, Chicago, Tokyo, Hong Kong,
Maila, San Francisco, and Seoul

1 > Promotion
O * Maintain positive awareness and brand value

 * For the benefit ofits customers, it offers an array of initiatives

73 They offer discounts and reward customer loyalty the customers

/ * The use of social media allows them to promote their activities
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1\° CONCLUSION
* There are various growth chances for Hyatt Hotel

* The hotel conquer the superior position in the hotel sector

* Differentiation will make sure that the hotel is capable of connecting with the target audience
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